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Winner’s
Circle
It’s 50 Years and Counting for Mid-Tennessee
Office Equipment
When James Clemons started Mid-Tennessee Office Equipment in 1968, he
never imagined that it would still be around today or that it would be owned
in part by his son, Barry Clemons. Barry started in sales at Mid-Tennessee
Office Equipment in 1979. Not long after, he and Jimmy Carter, who joined
Mid-Tennessee in 1981, purchased the business from James.
When the business started out in Carthage, Tennessee, it sold Remington
and Olympia typewriters, as well as cash registers, calculators and other
office equipment from R.C. Allen Business Machines. In addition, it sold
office supplies and office furniture.

Mid-Tennessee became a Sharp dealer in 1981 and still sells a full line of
machines, including copiers, multi-function imaging machines and shredders. The dealership also provides a range of printing services from imprinted
checks, receipts and medical forms to stamps, nameplates and signs.
The dealership offers sales and service in about 20 counties in middle
Tennessee. “We have qualified salespeople and service technicians to help
with any question regarding supplies or equipment,” said Barry.
Plans for a 50-year celebration are still being formed but some recognition
will likely take place later this year, Barry indicated.

continued on page 4 >>
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editorial
Technology is a Funny Thing
Some are captivated by it, some fear it, some refuse
to understand it—I still get a phone call every time the
router drops out in my parents’ house. (I mean, how
many times? Turn it off and turn it on again, it’s not
rocket science!) In an industry as challenging and as
competitive as ours, however, it’s something that you
ignore at your peril.
It wasn’t so long ago in this industry (and indeed many
others) that the introduction of expensive hardware
and complex software was seen as a kind of necessary evil. It was pricey, hard to understand and questions were (understandably) asked as to whether the
impact on the bottom line justified all the extra time
and expense.
What is now becoming evident, however, is that
although the learning curve has been steep, more and
more dealers are not only accepting the technological advances that are increasingly available, but they
are also making the necessary investments to make
the most of them. A quick look at our cover story on
page 23, will show that dealers around the country
are pairing with tech suppliers to dramatically improve
their businesses.
Those suppliers have listened to what the industry
needs and have addressed the old concerns. The best
solutions currently on the market are easier to use,
with dedicated training available for all users; competitively priced, often with monthly rental plans rather that
large upfront costs; and, most importantly, increasingly designed to give the dealer as much control as
possible over how their products are sold.
That said, it’s important to spend a bit of time getting
to know how best to use the tech tools at your disposal
and to exploit their full power. At a recent industry
meeting I heard an independent dealer talk of how he
had added hundreds of thousands of dollars to his
bottom line simply by spending a day at his computer
and going through the data provided by his software.
Surely that’s worth overcoming a touch of technophobia for!
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Durable Solutions
FOR TODAY'S WORKPLACE

Safety Organization I GHS Chemical Labeling I Surface Safe™ Signs
Announcing our Q2 2018 Promotion
Purchase $75 of Avery®products listed in this flyer
and receive a $25 Home Depot® Gift Card by mail.
(Offer available April 1 - June 30, 2018)

Get Fast Access to
Marketing Tools and Content.

Avery introduces the new
Reseller Portal.

For the latest details on our Q1 Organization Achieved promotion
and other online marketing tools, visit us at www.averyreseller.com.

• 24/7 access to all registered users with
simple registration and login

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

• Avery renowned service and support
• Enhanced user experience, superior
search functionality and easier access
to enhanced content
• Intuitive to use and easy to navigate

averyreseller.com

Winner’s circle
Ontario Dealer Stone’s
Office Plus Honored as
Business of the Year

continued from page 2

Employee at Kansas Dealer
Office Products, Inc. Named
Local ‘Citizen of the Year’

Commerce earlier this year named Dannie’ll
its Citizen of the Year. Our own congratulations go to Dannie’ll for continuing to give
the good people of Russell something very
special to be thankful for.

Local Chamber Names
Team Member at Missouri
Dealer Metro Office Supply
‘Employee of the Year’

Stone’s Office Plus owner Marnie Stone has got plenty
to smile about after her dealership was honored by its
local chamber as “Downtown Business of the Year”.

Congratulations are in order for Marnie
Stone and the rest of the team at Stone’s
Office Plus, in Sault Sainte Marie, Ontario.
The dealership recently received the
Downtown Business of the Year award
from its local chamber of commerce. The
award honors commitment to running a
business in the heart of the city and its role
in creating a vibrant downtown.
Nominations are open to anyone, but
once nominated a business goes through
an application process. A panel of judges
reviews all submissions and decides who
will be the recipient of the Business of the
Year award.
“I am really grateful and honored for sure,”
said Marnie. “Stone’s turned 90 last year,
and it is really wonderful to be recognized
as the downtown business of the year.”
The trophy that Stone received sits proudly
on the front counter in the store, Marnie
reports.
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Competition these days may be tougher
than it’s been in a long time but that’s not
stopping independents from continuing
their proud tradition of giving back and
supporting worthy causes in their local
communities.
Dannie’ll Heaton, who works in the
Russell, Kansas store of Office Products
Inc., has been providing a shining
example of that tradition for many years,
as a volunteer for her local church’s
annual Thanksgiving dinner.
Even when the church stopped its sponsorship of the dinner in 2007, that didn’t
stop Dannie’ll. She took over as the
event’s manager and it became the Russell
Community Thanksgiving Dinner.
Today, the event has become almost a
year-around exercise, with Dannie’ll and
an eight-person committee doing the planning and funds being raised in late summer
and early fall to help feed what has become
a growing list of guests—up to some 420
dinners last year from just 20 or so before
Dannie’ll took over.
Not surprisingly, folks notice things like
that. In recognition of her ongoing commitment to provide Thanksgiving dinner to
area residents the Russell Area Chamber of
INDEPENDENT DEALER

If you’ve been around the Independent
Dealer Channel for any length of time,
you’ll already know it has some of the
finest workers in the country but it’s always
nice when other folks also recognize that
very basic fact. Case in point: Birgit White,
store manager for Metro Office Supply in
Festus, Missouri.
A 30-year veteran of the dealership, Birgit
was recently named Employee of the Year
by the local chamber of commerce. The
award was extra-special, since it was new
and Birgit was the first-ever winner.
“Birgit is beyond belief,” says Metro president Linda Hagan. “She is a wonderful
employee and her customer service is
beyond anything I have ever seen.” Birgit’s
fantastic memory allows her to remember
names for her hundreds of customers and
she also recalls the ornament series they
collect as well as what they purchased last.
Our congratulations to another outstanding
example of customer service and relationship building, independent-style!

continued on page 6 >>
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New Leadership at
Roanoke, Virginia Furniture
Dealer Barrows

New Barrows owner and president Chris Clemmer

In Roanoke, Virginia, there’s a new hand at
the helm at office furniture dealer Barrows,
following a change in ownership earlier
this year that saw Chris Clemmer taking
over from founder and original president
Michael Turner.
Chris joined Barrows in 2004 as a member
of the sales team and has held various
leadership roles over the past decade
before moving into the top position.
Barrows started out in 1988 as a company
focused on office furniture and design and
has evolved since then into a full-service
dealership handling all types of commercial interiors need, from flooring to window
treatments and everything in between.
“I am confident Chris will continue to
provide Barrows customers with the highquality products and services they have
come to expect since the founding of our
company,” said Mike.

Wist Office Products Bike
Team Raises $35K for City
of Hope
For the third year in a row, a team of hard
core cyclists were doing some heavy duty
pedaling in a good cause last month, as
Wist Office Products in Tucson once again
took part in the annual “24 Hours of the
Old Pueblo” mountain bike competition
to raise funds for the City of Hope cancer
research and treatment center.
Twenty-nine brave souls, working in five
different teams, rode for 24 hours through
252 miles of single-track Arizona desert to
raise almost $35,000. And, says fearless
team leader Ian Wist, that number is a net
amount, with Wist Office Products picking
up the tab for all the costs.
In addition to Wist team members,
other industry participants included
Innovative Office Solutions’ Eric Dabbert,
HSM’s Todd Lipscomb, Josh Shea from

Essendant, Brian Stevenson of INTEC/
TriMega and former TriMega marketing
EVP Michael Morris.
Right now, they and the rest of the event’s
participants are recovering from some
heavy-duty saddle sores but plans are
already underway for more of the same
next year, says Ian.

Employees at Boston
Dealer Creative Office
Pavilion See Red in
Support of Heart Disease
Awareness
Employees at Creative Office Pavilion in
Boston were seeing red last month, as
they turned out to support and spread
awareness for those with congenital heart
disease.

continued on page 8 >>

“The past 13 years working alongside Mike
to build Barrows into the premier company
it is today has been a tremendous and
rewarding experience,” said Chris. “I am
honored and excited to lead Barrows to
the next level of success.”
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HOPE
For more than three decades, City of Hope’s
National Business Products Industry has helped
raise more than $175 million toward lifesaving
cancer and diabetes research and treatment at
City of Hope.

In addition to our industry and business focus, the
2018 “Generations for Hope” campaign honoring
Rick Toppin of S.P. Richards Co. focuses on family
and encourages how anyone of any age can get
involved in helping find the cures to diseases that
impact so many we know and love.
FUNd-raising is easy! Get started by participating in the “Families for Hope”
program, an easy-to-use vehicle to help raise critical funds and save lives.
For more information, visit CityofHope.org/families-for-hope.

UPCOMING EVENTS

MAY 14

TO

15

JULY 12

Bob Parker Memorial Golf Outing
Sea Island, GA

TO

15

3M Wonewok Escape
Park Rapids, MN

A circuit of can’t-miss events covers the National
Business Products Industry’s calendar for 2018.
Beginning in May with the annual Bob Parker
Memorial Golf Classic, commemorating one of
the industry’s legendary icons, this year’s event
takes you to Sea Island, Georgia, where you’ll
stay at the award-winning
5-star resort and play
on the famed Seaside Course ranked among the top
100 courses in the country. For more information,
visit CityofHope.org/nbpi.

For more information, visit CityofHope.org/nbpi.

JULY 30

TO

31

Honoree Golf Outing
Lake Oconee, GA

Rick Toppin
2018 Spirit of Life® Honoree,
President & CEO,
S.P. Richards Co.

Winner’s circle
“One of our employees has a cousin born
with half a heart and she rallies the troops
to support National Wear Red Day in
recognition of heart disease,” said Karen
Van Winkle, vice president of business
development and marketing.
“National Wear Red Day is the first Friday
in February, and we ask people to wear
red to show their support for heart disease
awareness,” added Dara Campanella, interior designer at Creative Office Pavilion.
Dara’s cousin has had three open heart
surgeries, the first when she was only a few
days old. “Congenital heart disease affects
one in 100 children, and causes twice as
many childhood deaths as all forms of
childhood cancer,” reports Dara.
“In a couple of our offices we had
employees gather at the start of the day
and they were all wearing red,” said Karen.
“They serve as inspiration for Dana and
are a feel-good form of outreach for our
employees.”

continued from page 6

Iowa Dealer Storey
Kenworthy Reaches Out to
Interior Design Students
In what seems like a permanently tight job
market, it’s never too soon to start reaching
out to the next generation of potential new
hires. Just ask Jennifer Peterson, client
relations & architectural products manager
with Storey Kenworthy Office Products
and Interiors in Des Moines and ten other
locations throughout Iowa.
Earlier this year, the dealership hosted
more than 60 students from the Interior
Design Studio at Iowa State University. The
students were divided into three groups
and several team members, including
Jennifer, led tours.

“We talked about how Storey Kenworthy
is the state-wide leader in creating innovative solutions and tried to challenge the
students with how they would solve problems for their clients,” said Jennifer.
The students evidently got the message.
Jennifer reports that she has already
received phone calls from several students
asking about summer internships.

Correction
In the Bulldog Office Products 50th anniversary story that appeared in our February
issue, the name of Bulldog’s general
counsel and corporate secretary was
misspelled. She is Marisa Stevenson. Our
apologies for the error.

The center of the tour was the dealership’s
newly designed furniture showroom, which
features environments that support the
various ways that people work in today’s
business world.

In Memoriam
Hope Hurst Lanham of Hurst Office Suppliers
Hope Hurst Lanham, CEO of Hurst Office Suppliers in Lexington, Kentucky, died February
22 at the University of Kentucky Chandler Medical Center after suffering complications
from the flu. She was 50 years old.
Hope was the third generation of the Hurst family to run the business and had served as
CEO since 2011, when Richard Hurst, her father, passed away. Hope’s grandfather, Ollie
Hurst, started the business as a printing company in 1923.
Hope was well known and respected in the community and in the industry as a business
leader and someone who would always step forward to help others, the company said
in a statement. She never met a stranger and the Hurst business was always part of her
family, the statement continued.
She is survived by her mother, Palina Warner Hurst, her husband of twenty years, Joseph
Lanham, and their son, Andrew Lanham.
The company said Andrew will be next in line and will have an opportunity to step in and learn the business. Hope’s husband, Joseph,
has been active in the company for several years.
Hope served in many local organizations including Commerce Lexington, the National Association of Women in Business Organization
and the site-based decision-making council at Julius Marks Elementary. She also held many positions with Central Christian Church and
the Central Christian Child Care Center.
In lieu of flowers, the family asks donations be made to the Central Christian Church in Lexington (www.centralchristianlex.org) or the
Lexington Humane Society (www.lexingtonhumanesociety.org).
continued on page 9 >>
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In Memoriam
Atlas Office Supply Founder Harry Nahmias
Aaron “Harry” Nahmias, founder and former president of Atlas Office Supply in Indianapolis,
died February 15. He was 91.
Harry was a lifelong resident of Indianapolis and founded Atlas in 1963. Four of Harry’s five
children followed in their father’s footsteps, joining the dealership in the 80s and 90s. Atlas
became the largest office products company in Indiana prior to its acquisition by Boise
Cascade in 1998.
Today, Harry’s sons—Steve, Scott and Lenny Nahmias—are the principles of Office360,
also headquartered in Indianapolis.
In addition to his career and family, Harry was a state track champion and served in the
U.S. Navy in World War II. He was also a member of Congregations Etz Chaim and Beth
Shalom, and a long-time member of Broadmoor Country Club, where Harry enjoyed playing
golf into his 90s.
In lieu of flowers, the family asks that memorial donations in his name be made to the
Juvenile Diabetes Research Foundation at http://donate.jdrf.org.
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Taking the Battle to Amazon
By Sandy Grodin

Last year El Paso Office Products faced a decision about whether to work with Amazon and take a hit to
its bottom line or whether to stand and fight the Internet giant on price and quality of service. Here El Paso
owner Sandy Grodin updates us on the situation.
It has been nine months since El Paso Office Products (EPOP) was
approached by Amazon (at the request of a large school district
customer) to possibly become a “distribution point between
Amazon and the district”.

I provided them some very compelling information on a range of
issues that included having to work with price changes by the
hour, counterfeit products, gray market ink and toner and sales
tax issues from third tier marketers.

Amazon’s major selling point was that our general line catalog
would be placed on Amazon Marketplace and that our business
would have tremendous growth opportunities as a result. This
is what was conveyed to the district as well. What Amazon did
not disclose to the district was that it wanted EPOP to play in the
Marketplace and that we would have to pay up to 15% of sales,
depending on product categories.

As many of us know, Amazon entered the public-sector space
using the U.S. Communities contract. Until I brought this to their
attention, the district was unaware that that was in many ways a
“non-competitive” bid and a single vendor award. Furthermore,
on the surface at least, it was designed in such a manner that only
Amazon was able to bid on all the various product categories.

After reaching out to the industry for help on how to confront
what was potentially a game changing threat, I gathered all the
information and data that I could get my hands on and scheduled
a meeting with the district purchasing team. That meeting was
originally scheduled for one hour but I ended up being with them
for five.

When we talked about all this, along with price changes occurring hourly, this public-sector entity had a serious concern about
moving forward with Amazon.
Finally, full disclosure by me and full transparency of my business
model and financial statements were critical factors to present to
the district. They absolutely needed to understand the impact of
paying 15% to Amazon. I approached the entire conversation not

continued on page 11 >>
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Taking the battle to Amazon

continued from page 10

only as a vendor and business partner but also as a concerned
and engaged tax payer.

this year is expected to come in somewhere between $1.5 million
and $1.6 million.

At the end of our meeting, the purchasing director got up from
his desk and shook my hand and thanked me for being honest
and forthright about my business and my employees. He further
expressed a sincere appreciation for sharing information and data
that he and his team were totally unaware of and conveyed to me
that his recommendation to the CFO and superintendent of the
district would be to “move slow and cautiously and use Amazon
to source only those hard to find items”.

In summation, the following points are critical:

Since that meeting, I have often been asked if I beat Amazon at its
own game. Do I claim victory? My answer has been and always
will be a firm “No”. We will never beat Amazon. They are just too
big. But where I will claim victory is in my being able to present
a compelling story to a large public-sector customer as to why
buying into the Amazon argument would not be in the district’s
best interests nor those of the tax payers.
The real proof of victory with the school district lies in the sales
numbers. Since June of 2017 (when the Amazon challenge began)
through February 2018, our sales have increased with this publicsector customer by an impressive 28% and our annualized volume

• A mutually strong and trusting relationship with the
customer is essential.
• We must be prepared to be as transparent and honest
about our business as possible.
• We must present a compelling story using factual
data and information about Amazon and how they
can negatively impact a customer and a community in
general.
• Finally, we must be able to convey in a very convincing
manner all the reasons—and there are plenty of
them—why the independent office product dealer
represents a better procurement option.
If we can succeed on these very basic points, we can claim victory.
It won’t be with every customer and we all know that. But it will
certainly be with more than enough of them.

2018 March Match-Up
It’s your lucky month! Thanks to our sponsors, you can join OPWIL for $125
(regular cost $250), and our Membership Sponsors will match the cost!
Join the premiere organization for women in the Office Products Industry,
where you can network, learn, and grow with the best.
Click here anytime between March 1st and 31st, 2018 to join.
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SECRETS of success
n K ey management team members:
Mark & Lucilina Brackett (pictured)
n P roducts carried: Office Products and
Office Furniture
n F ounded: 2014
n Annual sales: $1.3 million
n E mployees: 3
n K ey business partners: Essendant &
Independent Stationers
n%
 online sales: 80%
n www.officesource360.com

Office Source 360, Exeter, California
Located in the San Joaquin Valley, Office
Source 360 has been servicing customers
in and around Exeter, California since
January 2014. The company is young but
Mark Brackett, owner and primary salesperson, traces his industry heritage back
to when he went to work for Town and
Country Office Products right out of high
school 35 years ago. Brackett also worked
for Cal Bennett’s in nearby Visalia, where
he learned to sell office furniture.
After starting Office Source, Brackett
bought out Total Office Products, the
successor to Town and Country. He brings
his years of industry knowledge and experience to work every day for the benefit of
his customers. “It is about taking care of
the customer,” says Brackett, “what they
really want and what they are asking for.
You need to be responsive.”
For a dealer to be successful, he or
she needs to become known in the
community and recognized as a source
for office supplies and more. “How do
you drive people you don’t know to be
interested in having a conversation with
you?” asks Brackett.
Today, he says, the most effective resource
for creating exposure is the internet. “The
website gives us an easy way to share
MARCH 2018

information and beyond that, the tools to
follow-up, increase product knowledge
and the ability to show how items work and
interact,” he contends.
Brackett believes that today’s shoppers,
especially those in larger organizations,
tend to be knowledgeable when it comes
to purchasing. “Persons buying in small or
medium offices at independent companies
need help with questions,” says Brackett.
“We have the answers.”
When he gets an inquiry from a new
customer who wants to know what Office
Source 360 is about, he reaches out and
tries to provide the industry information
they seek. “We know that people appreciate our approach,” he says. Yes, most of
that information is readily available online,
but when presented in a face-to-face
encounter it tends to be received more
readily and helps build relationships.
The next step is to illustrate how pricing
at Office Source is competitive. “I can’t be
the lowest price on everything,” he says.
Today’s buyers have unlimited choices to
purchase business supplies. “They see
a low price with all the marketing that
surrounds it and they gravitate toward that,”
says Brackett. “We try to educate them that
we are here, and we are competitive.”
INDEPENDENT DEALER

Brackett regularly shops big box stores
online and puts their pricing up on his site.
When customers visit the Office Source
360 web store they see their pricing
compared to what they could pay if they
shopped around. While he can’t beat every
price, he lets customers know that he will
work with them whenever possible.
“We want them to know that we are part
of the community,” he says. Office Source
is involved with the local schools, the local
chamber and works with the local Court
Appointed Special Advocates organization. He wants his customers to be aware
of his ‘buy local’ message but he also
wants to engage with them in the way they
are used to doing business.
Now in its fifth year, Office Source 360
continues in a growth mode. Brackett is
unfazed by the latest iteration of national
competition. “With all the competition out
there, we’re still able to grow our independent dealership and market share based
on what we are doing,” says Brackett.
“You need to be liked; you need to be
smart and you need to use technology to
the best of your advantage,” he says.
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AOPD Rolls Out Rebrand at Annual Meeting

AOPD chairman Bill Jones (right) congratulates Business Partner of the Year Bill Cardone
of TOPS Products and Dealer of the Year Kim Vogel of the Strickland Companies.

For AOPD member dealers Mary Catherine and Bill Sigmon of Kennedy Office, this
year’s meeting had a very special dimension, as Bill organized a surprise (for Mary
Catherine) welcome for their son, U.S. Navy Lieutenant Junior Grade William Sigmon,
who had just returned stateside after a tour of duty in the Arabian Gulf.

Change and plenty of it was the order of the day in Scottsdale,
Arizona last month, as the AOPD national accounts dealer network
rolled out a comprehensive rebrand at its 2018 Annual Meeting,
complete with a new logo and tagline, website refresh and more.

better find us,” explained AOPD executive director Mark Leazer.

Developed by a team that included OPMA president Mike
Metchikoff and his staff, rebranding expert Joe Bond, and former
Essendant marketing guru Mark Evans, the rebrand was designed
to provide a platform that will operate on multiple levels—the web,
social media, print and traditional direct sales—to help increase
brand awareness of AOPD in the marketplace.

Even before the rebrand, however, business for AOPD this past
year was not too shabby, if an update at the meeting from the
organization’s current president, Bill Jones of The Office City,
offered any indication.
Despite the loss last year of its second largest contract, AOPD still
posted 3% growth over 2016, Jones reported. He said the group
added 61 new contracts in the past year, bringing its total contract
base to 484.

The goal: to communicate the value of AOPD as an umbrella
national accounts organization while maintaining strong value
messaging for individual dealer members’ brands.

Leading the charge was the group’s contract with the National
Cooperative Purchasing Alliance (NCPA), a government purchasing
cooperative whose program is available to some 90,000 agencies
nationwide in both the public and nonprofit sectors.

“We recognized that brand awareness of AOPD and independents, in general, was a weakness and undertook this project to
strengthen our brand, so that buyers looking for national business
supplies programs other than from our big box competitors could

In just five years, AOPD’s business with NCPA agencies has grown
from zero to $26 million annually and is on track to reach $30
million this year, Jones reported.
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BUYER
BEWARE
Many new build compatibles are a ticking time bomb

Are a few dollars worth risking your business?
New build compatible products built predominantly in
China have historically been the primary target of OEM
IP litigation and are NOT protected by the right to repair
doctrine, which puts you and your customers in danger.

You owe it to yourself, your business
and your customers to be aware of
the facts and the risks associated
with these products.

KNOW THE FACTS AND RISKS

New build compatibles and their
manufacturers typically offer no
collection programs making them
your LEAST environmental choice

3rd party testing shows that image
quality and failure rates of new build
compatibles are inferior to the OEM,
whereas 3rd party testing shows that
CIG remanufactured cartridges closely
rival the OEM in these key areas.*

New build compatibles have
been the primary target of
OEMs Intellectual Property
(IP) lawsuits

For more information contact your sales representative today
866.734.6548 | CLOVERIMAGING.COM
Clover Imaging Group and its logo are trademarks owned by Clover Technologies Group, LLC, and may be registered in the United States and other countries.
*See, http://bit.ly/2mtfbl7 and http://bit.ly/2mttS7q
966817B
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continued from page 14

Also promising to drive the group’s growth
in 2018 was its contract with Premier,
the healthcare group purchasing organization (GPO) and the recent addition of
two new healthcare contracts—with The
OrthoForum, whose members include
many of the country’s largest privately
owned orthopedic practices, and with
GroupSource, a nationwide GPO for independently owned and operated physician
offices, surgery centers and similar healthcare organizations.

• Chairman of the Board—Frank Fera,
Jr., Bulldog Office Products
• President—Bill Jones, The Office City
• Vice President—Kim Vogel,
Strickland Companies
• Treasurer—Gordie Pepper, Ritter’s
Office Outfitters
• Secretary—Beth Freeman, FSIoffice
• Director—Wayne Stillwagon, Miller’s
Supplies at Work
• Director—Dutch Jones, The Supply
Room

Not surprisingly, a large part of the
program at this year’s meeting was taken
up with the new rebranding initiative, but
there was still plenty of time for the traditional one-on-one meetings between
AOPD’s dealers and their business partners (25 separate sessions spread out over
three days) and less formal networking
opportunities.

Also at the meeting, AOPD honored Kim
Vogel of the Strickland Companies as its
Dealer of the Year and Bill Cardone of TOPS
Products as Business Partner of the Year in
recognition of their support for AOPD and
the independent dealer community.

At the meeting, the group also elected its
2018 board members. They included:

In addition, AOPD presented the M.C.
“Bud” Mundt Outstanding Achievement
Award for 2018 to Sharon Stepien, longtime AOPD general manager, who retired
from the organization last year. The award

is named in honor of former AOPD executive director Bud Mundt, who died last
year after a long and courageous struggle
against cancer.
Next year’s AOPD meeting will take place
March 10-13 at the Park Hyatt Aviara in
Carlsbad, California. As was the case this
year, it will be followed immediately by the
annual meeting of the Direct Purchasing
Catalog Group (DPCG).

City of Hope Tour Provides
Fitting Kick Off for 2018
Industry Campaign
Over 100 top executives from all segments
of the industry’s supply chain were in
southern California last month for the
annual City of Hope Tour and Hall of Fame
Dinner hosted by the National Business
Products Council.

continued on page 18 >>

What were you doing when you were 10?
Have you ever wondered if you are on the right path, living
the life of your dreams, or being who you are meant to be?

Discover this powerful process of
going back to your childhood memories
to help you move forward in your life.
Krista Moore
CEO, K.Coaching, Inc.

Learn more about Krista Moore’s forthcoming book at
Your10YearOldSelf.com
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There are a lot of reasons why
customers choose Boise Paper’s
ASPEN® Recycled Copy Paper.
We have been making recycled
copy paper in the USA for decades,
and we truly care about delivering
quality you can trust.
If you are a loyal Boise Paper
customer, you’re in good company.
If you aren’t selling Aspen® ,
now’s the time – see for yourself
what makes it the #1 selling recycled
paper in the United States!

Source: The NPD Group, Inc. / U.S. Total Channel Tracking Service, Technology Paper, Recycled Post Consumer-Content: 1-100% PCC, January 2014 – March 2017. Aspen, 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
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The event served as the unofficial kick off of this year’s “Generations
for Hope” fundraising campaign, which will honor S.P. Richards
president and CEO Rick Toppin.

BIFMA and EDmarket Partner to Produce First
Education Market Furniture Report
The Business and Institutional Furniture Manufacturers Association
(BIFMA) and the Education Market Association (EDmarket) last
month announced a new partnership to conduct an extensive
study of furniture in the education market.
“We are excited to work with a well-established and trusted
partner and representative in the contract furniture industry whose
forward-looking vision encompasses the education market,” said
Jim McGarry, EDmarket president and CEO.

Over the past 35 years, industry support has raised over $175
million to support the research, treatment and educational
programs for cancer and diabetes conducted at the City of Hope
and with $5 million already raised for this year’s campaign, the
industry is well on its way to adding handsomely to that total.
In addition to planning sessions conducted by the campaign’s
Technology, Industrial/JanSan and Independent Dealer Committees, the event also included the traditional City of Hope Tour,
campus walk and luncheon.
Attendees also heard from some of the country’s top physicians and researchers on the progress City of Hope is making
towards finding cures for cancer, diabetes and other lifethreatening diseases.
Tour festivities concluded with the NBPI City of Hope Hall of Fame
Dinner, where industry stalwarts and longtime City of Hope ambassadors Jerry Dittmer from HON, Sam Richardson from Fellowes
and Paul Ventimiglia from PM Company were named to the 2018
Hall of Fame class for their many years of outstanding support.
Dinner highlights also included an impassioned speech by Mike
Fiterman, owner and CEO of LDI Industries, parent company of
Mayline Safco, on LDI’s 100th anniversary, their special “Year of
Gratitude” celebration and the impact on him of his first ever City
of Hope visit.
Fiterman concluded his comments with a $200,000 donation to
City of Hope on behalf of his family which kicked off a round of
pledges for the campaign.
[READ MORE]

The new study is intended to facilitate informed, strategic decision
making for the industry, based on market trends identified through
the understanding of collected data, and provide a better comprehension of overall trends and where the industry is headed, the
two associations said.
Added BIFMA executive director Thomas Reardon, “This is a
unique opportunity to explore a growth channel in our industry in
a way that hasn’t been done before, with far-reaching impacts for
future educational environments.”
The study will begin after the first quarter. Data will be collected
every quarter on an ongoing basis, with only participants getting
the full results, EDmarket indicated.

OPMA Launches New Augmented Reality
Marketing Program
OPMA, the industry marketing organization, last month announced
it is partnering with augmented reality specialists Blippar to add a
compelling new dimension to the marketing campaigns it develops
for industry firms.
OPMA president Mike Metchikoff commented, “Creating differentiation and getting more eyeballs on marketing collateral is an
increasingly challenging task in a highly competitive landscape.
OPMA recognizes the need to offer more intriguing and sophisticated solutions for clients and augmented reality will be at the
forefront of our constantly evolving solution set.”
To learn more, visit www.opma.com or https://web.blippar.com.

Clover Readies New Dealer Marketing
Support Program
Imaging products and solutions provider Clover Imaging Group
(CIG) last month announced a new partnership with marketing
agency Pontrelli Marketing to offer a new service aimed at helping

continued on page 20 >>
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New!
FROM NSP

Communication
Boards
Let NSP skillfully guide you through the
process of offering unique and personalized
communication boards to your clients.

• No minimum order size
• Most styles ship in 7 days
• Happy Buyers Guarantee
Contact a customer service representative
today for more details. 866-628-3290

Easy Open Frame

Portable 2-sided

Magnetic

866.628.3290 | navitor.com
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office technology dealers create and
execute integrated marketing strategies.
This new service, part of CIG’s Marketing
Platform 2.0, is available exclusively to
CIG’s dealer partners, the company said.
Under the program, Pontrelli Marketing will
guide each dealer through the steps necessary to create and execute a targeted,
results-driven marketing strategy.
The
process
includes
identifying
dealer growth initiatives, collecting and
analyzing customer data, optimizing
CRM, developing positioning and relevant messaging, and recommending
marketing and sales tactics that will drive
growth and profitability.
“We have found that many of our dealer
partners simply lack the time and resources
to develop and implement a fully integrated,
data-driven marketing strategy,” said Luke
Goldberg, EVP global sales and marketing
for CIG. “This partnership with Pontrelli
Marketing gives our dealers access to a
marketing firm with a deep understanding
of the industry and a proven track record of
helping office technology companies meet
and surpass their growth goals.”
Visit www.cloverimaging.com/pontrelli to
learn more.

BIC Introduces Gel-ocity, New
Quick Dry Retractable Gel Pen

continued from page 18
The pen features a full-length grip designed
to offer a controlled yet comfortable hold
and is available in a 0.7mm point size in
black, blue, red and fashion-color ink. Visit
www.bicworld.com for more information.

Special-T Introduces LINK
Stationary Tables

Table manufacturer Special-T has introduced a new line of stationary tables under
the LINK brand. The new line offers three
height options and five surface shapes,
making it possible to arrange the tables in
multiple ways to support any classroom or
training room format, the company said.
Other features include different row
heights to create obstruction-free learning
environments, heavy-duty continuous
beam construction to prevent tops from
sagging, several different charging options
for electronic devices and more.
For more information, visit www.specialt.
net/tables/flip-and-nest-tables/link or call
1-888-705-0777.

Cumberland Furniture Rolls
Out New Quick Ship Program
New from BIC is BIC Gel-ocity Quick Dry, a
retractable gel pen that the company says
dries up to three times faster than the BIC
Gel-ocity Original.
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Grand Rapids-based Cumberland Furniture
has launched a Quick Ship Program for a
range of seating, tables and other products
that can be produced in 15 business days.
The Quick Ship offering includes nine
seating products, including stools, sofas,
and benches. Five table lines are also
INDEPENDENT DEALER

included, with glass, wood, and granite
and marble options. Textile options include
Camira Fabrics and DesignTex lines, as
well as a number of choices from Maharam.
Visit www.cumberlandfurniture.com for
more information.

Highlands to Run for City
of Hope, Expands Zep
Representation into New
Channels
The Highlands independent rep organization last month announced it will be adding
its support to this year’s City of Hope
campaign as a participant in the 2018 “Run
for Hope” fundraiser.
Scheduled for April 13-14 at Georgia
International Horse Park, just outside of
Atlanta, “Run for Hope” is a 123-mile race
where each member of an eight-person
team will run three five-mile segments (15
miles total per team member).
The 24-hour race includes camping and
running through rugged terrain, pine
forests, flowing streams, and wildlife.
In addition to Highlands, other co-sponsors include FireKing, Georgia Pacific, GMi
Companies, ideal, ShurTech Brands, Static
Control and Zep.
All funds raised will go to support S.P.
Richards president and CEO Rick Toppin’s
“Generations for Hope” campaign.
For more information on how to register
and for sponsorship opportunities, email
Highlands marketing assistant Kayla
Townsend (kayla@thinkhighlands.com).
Separately, Highlands announced it is
expanding its relationship with cleaning
products company Zep to include
coverage of the hospitality and multifamily
channels. Highlands has represented Zep
in the office channel for the past five years.
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Sitting on the Sidelines No Longer
an Option for Independent Dealers
By Paul Miller

By Paul Miller

In the 17 years that I have been working with NOPA, I have learned how critical it is for every
independent dealer to be engaged with what is happening on the local, state and federal
levels. Over the years, I’ve heard from various dealers that this or that issue doesn’t impact
them because it’s on the federal level.
I’ve also heard others say they can’t do anything because they’re a small dealer and the
problem concerns a bigger local or state issue. As an industry, we need to get out of that
mindset. We really need to believe we can make a difference, at all levels. We need a winner’s
mentality, not a participation trophy mentality.
When I first started with NOPA, the old line was that independent dealers couldn’t compete
with the Power Channel. It was said during the height of its success that the Power Channel
was going to put the independents out of business.
Look at the industry today and you’ll see it is the independent channel that continues to grow
and thrive, while the Power Channel has had to consolidate and downsize. We fought the
good fight against them and now, we need to mount the same kind of fight against what we
face today—what I call the Amazon effect.
The industry is changing. What customers want and think they need is changing. The speed
of technology is changing. We also need to change and need that change to reflect new
technology and the new needs of our customers.
Today, we need to focus on a “them versus all of us” mentality. We need to begin working
together more closely at all levels if we are going to make these positive changes for our
businesses.
This means we need to share information as an industry, whatever the size of your company.
We need to collect information and data on our competition, currently Amazon.
Right now, we are fighting two battles. The first is at the state and local levels, where Amazon
has entered the market and is selling a program they seem unable to deliver. We’re already
seeing localities reviewing current agreements with Amazon because of higher costs on
products they’re purchasing.
The second battle is on the federal level, where Amazon is fighting to take over the federal
procurement platform, where hundreds of billions of dollars flow each year.
In each case, we’re seeing independent dealers working with NOPA on solutions that are
helping to keep business from going to Amazon. We now need more of this collaboration.
We aren’t going to outspend or out-man Amazon, but we don’t have to. Instead, we can
draw on the resources of a network of sophisticated small businesses that are woven into
the fabric of their communities.
Amazon is a multi-billion dollar company that could care less about your community, schools
and people or whether any of the money is kept local. They want it all on their terms, which
means communities will lose out.
I can tell you, NOPA is currently working on an education and marketing platform for dealers
to help you compete locally. NOPA has worked and will continue to work with independents
on collecting data. This data can be used to show localities and states that the smartest
purchasing decisions come down on the side of buying from small local businesses that will
reinvest in the community.

continued on page 22 >>
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On the federal level, NOPA is working on a
solution that would once again prove the
strength of the IDC. This is a commonsense approach to federal procurement
that provides the government buyer with
what they need. It meets the goals and
objectives of Congress and it is a game
changer for the independent dealer. This is
a solution, as of today, Amazon cannot or
won’t believe it will have to match in order
to win this business. This is where they are
making a serious miscalculation.

bottom-line. The so-called experts were
wrong in the ’90s about our fate and they’re
wrong in 2018.

I don’t care if you like Washington or not. I
don’t care if you’re a Republican, Democrat,
Independent or something else. The reality
is, the country is broke and the government cannot afford to create a program like
the one proposed by Amazon, which gives
them free rein to control the government
market using your private data.

4) Working with NOPA on continuing to
update critical marketing pieces and
reports you can use in your community to keep, regain or win business.
None of this is rocket science but it does
take coordination and partnership. This is
why I’m asking for your support today.

This is why, I would like to ask everyone to
get involved in NOPA. This isn’t a membership plea or plug. This is an industry callto-action, which we cannot afford to take
a pass on. Amazon impacts everyone’s

Washington has never been an easy place
to maneuver. Today, government at all
levels is changing at a rapid pace and we
need to make sure we’re prepared. We
need to make sure we have solutions to

Our key to success going forward is dealer
involvement. This means:

offer the government. The Independent
Dealer Channel has answers and effective platforms that state, local and federal
agencies across the country are successfully using.
NOPA can help you learn more about these
solutions and how they can be adapted for
your market and customers.

1) Sharing data with NOPA
2) Sharing best practices on what you’re
doing in your community
3) Working with NOPA to engage your
local, state and federal elected
officials

Amazon has a nifty platform we’ve all used
but the shine is off the penny as they say.
The curtain is being pulled back on the
secret price increases and gray-market
items customers are having to deal with. I
urge you to join NOPA in the battle to show
your customers they don’t have to sacrifice value, service and integrity to get great
pricing.
So, who’s with me!
Paul Miller is director of advocacy and regulatory
affairs for NOPA. To learn more about the association
and its current plans and programs to help
independents combat Amazon and other competitors,
call (410) 931-8100 or email info@iopfda.org.

CALLING ALL NOPA MEMBERS

Renew Your
Membership Today!
As a NOPA member, you can:
n

n

n
n

n

n

If you have not renewed
your membership dues for
the 2018 year or aren’t a
NOPA member yet…
what are you waiting for?

Have NOPA represent your business to help level the
playing field and learn how to compete with Amazon
Gain exposure on the NOPA website through our
Independent Dealer Locator
Access benchmarking data from our surveys and reports
Benefit from new federal government opportunities,
such as the reopening of Schedule 75
Apply for annual scholarships, eligible to NOPA members
and their immediate family
Stay informed with the latest industry knowledge and news
from our website and through NOPA’s monthly publications

NATIONAL OFFICE PRODUCTS ALLIANCE (NOPA)
3601 East Joppa Road, Baltimore, MD 21234 n info@iopfda.org
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Find out more by visiting
www.nopanet.org and
JOIN TODAY!

410-931-8100
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From order processing and automated purchasing to e-commerce platforms and
digital marketing techniques, independent dealers today are working with a variety of
third-party vendors to level the playing field.
By Michael Chazin

continued on page 24 >>
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BMI: Accounting Features
Boost Sales
www.bmiusa.com

Miller singles out accounting as one of the most useful features
of the system. “Accounting is a dream, not only from the internal
side—the backend—but for customers as well. You would be
surprised how many times I run into customers who come to us
with accounting issues,” he says.
“We had a big customer that wanted a specific invoice format,”
recalls Miller. The customer also wanted all its invoices sent at the
end of the week in one email, along with a statement. “We went to
BMI and they made it happen,” he adds.
“Invoicing is one of the most dynamic parts of the product that has
frequently won us business,” adds Miller. “It keeps a log of emails
sent so we can verify that invoices went out and there is a clear
audit trail.”
When the system was first installed, BMI sent two people to the
dealership to oversee installation and training. “They offered group
training and one-on-one training over a five-day period,” reports
Miller. Initially basics for specific operations were made available
and these were augmented with online webinars.
Backend proficiency is mirrored by the front end. “The
e-commerce product is solid, easy to understand and fully integrated with the back end—no front-end administrator is needed to
setup an end user,” says Miller. New accounts can be fully setup
from the backend in 10 or 15 minutes, he adds.

Dealer Commander: More
Control, Time Savings
When Highbar Trading Co., Memphis, originally opened for business in January 2017, it intentionally avoided putting the word
office in its name. That way customers would consider them for
more than just office products. “We offer everything from the wax
on the floor to the light bulb in the ceiling,” says Justin Miller, chief
executive officer and one of four owners.

www.dealercommander.com
When John Povalish and his sister Nicole, who run family-owned
Office 8 in Woodridge, Illinois, decided it was time to spruce up
their website, the search began for a new third-party technology
vendor. They chose Dealer Commander, as they found it gave
them more control of how they went to market, was easier to use
and, consequently, saved them a significant amount of time.

In his previous position at a dealership, Miller had looked at BMI
several times and liked its capabilities. “It is a Microsoft Dynamics
product,” says Miller. “Once we started Highbar we moved forward
on the BMI purchase.”
The BMI system is used for all major company functions and operations—everything from accounting to sales, order entry, front-end
e-commerce, credit card processing and more. “They only things
we don’t use it for are CRM and analytics,” says Miller.
After using BMI for the past year, Highbar personnel have become
increasingly familiar with its operations. “Without a doubt the
system is easy to understand,” says Miller. “We have gained a
deep understanding of what it’s capable of doing.”
MARCH 2018
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Designed to Give You the Courage to Compete

Provides everything you need to operate your business in a single, integrated solution.
Capture more customers and go head-to-head with Amazon & the Big Box Companies
with our advanced E-Commerce site.
Execute your operations more eﬃciently with our modern back-oﬃce business
management software.
Save on infrastructure and administrative costs by deploying to the Cloud.
Financing options available.
Powered by familiar Microsoft technology that works ﬂawlessly for Oﬃce Supply & Business
Products distributors. To learn more or see a demonstration, contact us today at
888-580-8382 X206 or see more information on-line at www.bmiusa.com/bmisoftware-op.

Business Management International (BMI)
www.bmiusa.com
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“It is simple to put a discount on a product line,” says John. “We
are a small business, and we all wear many hats. The price plans,
the EDI and the data transfer to QuickBooks all equal time saved
and that really benefits us.”
One of the best features of the product is its e-commerce offering,
says Povalish. “It makes it really simple to keep your homepage
fresh,” he says. Whereas his prior provider required him to input
content using html; he can now control his site using simple English
commands. “When you are just trying to sell office supplies you
don’t want to waste time having to maintain a home page with
html,” he contends.

integration of our backend system, our business intelligence and
CRM system under one roof created opportunities for improved
synergies,” Inwood explains.
Among the many available analytics, Inwood finds the business
review report especially useful. “It allows us to pull data for the
customer from their history that we can put into a PowerPoint
presentation,” says Inwood. The report show the categories and
items a customer is buying and readily isolates unbought categories as future sales opportunities.

Povalish also has greater control of his home page and purchasing
site. Now the two sites are fully integrated and both located on the
Office 8 URL. Before the move to Dealer Commander, a customer
who logged in to make a purchase would be taken to a different
URL that was hosted by the previous third-party vendor. Now
customers stay on the Office 8 website.
In this day and age, you have to compete on Google as much as
you compete in the marketplace. Formerly, the Office 8 Google
ranking showed just eight registered pages, but with the switch to
Dealer Commander, that number has increased dramatically. “We
have more of a web presence now and we are really happy about
that,” he says. “It is now easier for us to compete and warm up
cold calls.”
Povalish says that his existing customer base has been most
complimentary on the look and performance of the new website.
“They tell us the site is faster and they like the look and the flow
better,” he says. “We have definitely seen our customer base start
to order more.”

ECi Acsellerate: CRM Offers
Powerful Analytics
acsellerate.ecisolutions.com
Even if the absolutely perfect CRM software is yet to be developed, there are plenty of contenders trying to get there. Nickerson
Business Supplies, Monroe, Ohio, has used them all, some in
combination with other tools, and finally settled on Acsellerate.
Simplicity was the deciding factor says Chuck Inwood, president. “It’s pretty easy to use, and the analytics are powerful,” he
points out.

Inwood uses the same function to prepare the new Market Share
report that HP has asked dealers for. The report shows sales of
OEM toner and compatibles for a given period.
Complete customer profiles are contained in the CRM system.
“Salespeople can use that information out in the field,” says
Inwood. “Before they go to see a customer they can get a quick
review of what their customer is buying and not buying,” says
Inwood. They also can establish alerts to show, for example, when
a customer that bought last month has not yet made a purchase
this month.
Margin reports are used regularly. “We can run quick reports to
see who are good margin customers and who are horrible margin
customers,” says Inwood. Salespeople can check contracts and
then find off-contract items where margins can be raised. “It is a
great tool to help us improve margins on accounts,” he says.
Because the sales team was already used to working with a CRM
system, the training required was not that demanding. When a
new hire joins the dealership, one of the salespeople will show
them how to use it. “Then we set them up for online training, along
with other dealers in a group setting, that is available almost every
week,” says Inwood.

Inwood had used Acsellerate in the past and when he went back
to it in late 2013 it had been acquired by ECi. “We thought that the

continued on page 28 >>
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PROTECTION IN

THE CLOUD
WHY YOU SHOULD CONSIDER A CLOUD-BASED BUSINESS SYSTEM?
•
•
•
•
•
•
•

Increased productivity through the ability to access your business from anywhere, anytime
Cutting-edge software that is always current and requires no manual updates
Real-time data which facilitates better business planning and quicker decisions
Data that is automatically backed up at no additional charge
Increased security; protecting your data from natural disasters, fire and theft, and even computer viruses
Ability to quickly grow and adjust as your business grows
An end-to-end business solution at one monthly price

STILL NOT SURE YOU WANT TO JOIN OUR CLOUD COMMUNITY?
CONSIDER THIS..
COST EFFICIENCY
By hosting your system in our virtual server, you
eliminate hardware costs and free up time for your IT
staff to focus on more value-added projects.
IMPROVED SECURITY
Our data center is secure so you can rest assured your
information is kept safe from intrusion at all times.

INCREASED PRODUCTIVITY
Your system is accessible with an internet connection
so it’s easy to be productive from anywhere.
FASTER SUPPORT
Updates to your systems are sent quickly and
seamlessly so you are always operating with the latest
features and enhancements.

LEARN MORE ABOUT ECI SOFTWARE SOLUTIONS. SCHEDULE A FREE DEMO TODAY.

866.374.3221

info@ecisolutions.com

ecisolutions.com

©2018 ECi, ECi DDMSPLUS, and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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ECi DDMS: Robust System
Long on Automation
www.eciddmsplus.com
When ECi announced that his previous ERP system Britannia
would no longer be improved, Mike Evert, president of Perimeter
Office Products, Lawrenceville, Georgia, reviewed several replacement products before he selected DDMS.
“DDMS is a very robust system with capabilities that could do
a whole lot for us,” says Evert. The system has been improved
over the years and is currently a system of choice for many large
dealers. In addition to reporting, the system has automated a
range of functions at Perimeter, Evert reports.
For example, purchasing is set up to run automatically throughout
the day. DDMS first searches the two closest distribution centers
for Perimeter’s first-call wholesaler, Essendant, before moving
to S. P. Richards. Packing lists are generated automatically and
end-of-day and end-of-month reports also run automatically.

The process to convert from Britannia to DDMS began in January
2015 and took close to seven months. “It was a little intimidating
when we started but the training and implementation people
from DDMS were very helpful,” says Evert. The two ERP systems
ran parallel for almost four months to make sure that Perimeter
personnel were fully comfortable with their new software.
Evert says that a variety of training modes are available, including
free webinars, but he elected to pay for two weeks of on-site
training. “We trained and practiced on our own and by the time we
went live it was pretty seamless,” he adds.

ECi Red Falcon: Online Sales
Made Easy
op.ecisolutions.com/red-falcon.aspx
BTM Facility Services, Lakewood, Colorado, started out as Break
Time Management, supplying office coffee and vending machines
to businesses in the Denver market. More than three years ago, it
researched suppliers to find the best system to set up a web store.
“We researched the different systems and all the features they
offered,” says Craig Hamilton II, vice president of operations. He
says it was the seamless integration and room for expansion that
Red Falcon provided that was the deciding factor. “We’ve had
great success with the product,” he adds.

Perimeter also runs the Acsellerate sales intelligence and CRM
program and interfaces it with DDMS. Every morning it scrapes
the DDMS server and updates data from the previous day. “We
mainly use Acsellerate for the salespeople so that we can put
more focused reporting at their fingertips,” he says. They can view
a trend report that shows all their clients based on the volume of
their purchases. “They can readily see who has not purchased yet
this month.”
Along with the DDMS system, Evert has chosen ECinteractive
for his e-commerce front end. He worked with ECi’s Web
Customization Service to develop a distinctive appearance. ‘They
made the webpage match our brand’s colors and helped us create
a story on our landing page and our ordering site,” says Evert. “It
gives our customers a great interface for ordering.”
MARCH 2018

Red Falcon easily integrates with supplier offerings as well as
with other software. At BTM it integrates with other ECi offerings
including JumpTrack, Acsellerate and Office Shopper. “They are a
one-stop shop for us and are willing to build more integration to
suppliers,” says Hamilton.
Office Shopper is a support program that integrates seamlessly
with Red Falcon and provides mobile capabilities. “Because 80
percent of all sales are online the mobile app gives customers the
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ability to order on their smartphone or tablet,” says Hamilton. When
customers log in using the mobile app they see their account and
their pricing.

Hamilton says that Red Falcon offers well-developed technology.
“They would be a hard act to follow if we ever had to go to a
different system,” he adds.

The Red Falcon system supports BTM’s customer facing website
and the 175,000 products the dealership offers. “The look of our
store is beautiful,” says Hamilton. “We can change the appearance or put new products up for sale every day,” he says. “It also
provides the ability to add dealer-created items,” he adds. “You’d
need a whole marketing team to do that normally; Red Falcon
makes it easy.”

Fortune Web Marketing: The
Power of Digital

Hamilton says that BTM has received outstanding support. “They
have close to 40 hours of training videos available, and we had a
dealer advisor who helped us understand all the features of the
videos and how to use them,” he says. Hamilton is just as enthusiastic about the technical support he receives. “They always find
a solution when there is an issue,” he adds, “and their follow up
is quick.”
The software provides a budget feature that is one of his customer’s
favorites. A two-tier approval process is in place, so if a buyer places
an order that needs to be approved an email goes out automatically
to the supervisor who needs to approve it. “They can adjust the
order or approve it without having to log in,” says Hamilton.

www.fortunewebmarketing.com
It was five years ago that SourceOne Office Products in Santa
Fe Springs, California, first started to work with Fortune Web
Marketing. “They came highly recommended,” says Jim
Gerbershagen, co-owner. “Our website was old and stale and we
had nothing going on with social media or SEO,” he recalls.
Fortune Web Marketing developed a complete digital marketing
plan and built a custom front-facing website for SourceOne. It
produces all of the dealer’s blog posts (some of which get further
life on social media), performs search engine optimization (SEO),
writes all the content and generates email marketing messages.

continued on page 30 >>
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“Email marketing is the latest service for which we have engaged
Fortune Web Marketing. It takes advantage of Essendant’s digital
services program, as well as our own custom content,” says
Gerbershagen.
“We don’t have that capability in house and if we did it would be
expensive,” says Gerbershagen. “I don’t have a web developer or
marketing manager, so I couldn’t handle SEO or the production of
fresh content.”
The front-facing website serves as the source for lead generation and SEO purposes. It works in conjunction with the dealership’s Thalerus system to provide cross-content promotions and
merchandising opportunities.

GOPD: True Custom
Capabilities
dealer.gopdllc.com/go/Home.asp
Sometimes the first choice turns out to be the best choice, even
when circumstances lead you to believe otherwise. EZ Office
Products, Madison, Wisconsin, switched from GOPD back in
2010 when they felt its search capability didn’t seem to work as
it should. Another third party vendor captured the business and
maintained it until that vendor’s response time on searches began
to lag. EZ Office Products went back to GOPD at the beginning
of last year.
“We try to keep up with all the options and saw that GOPD had
dramatically improved the way its search functions,” says Rose
Molz, president. “They completely rewrote their back end.”
One result of that back end effort allows Molz to have control of
the search function. Ownership of search results takes effort to set
up, but the results provide maximum flexibility to determine what
comes up on top. “You have the flexibility to show just what you
want to show,” says Molz.

“Fortune Web Marketing sends me a content schedule so I know
what is going to be featured,” says Gerbershagen. The schedule
includes blog posts, landing pages, email blasts and social posts.
With the schedule in hand, he can easily change directions to
encompass new offerings or the latest industry trends.
The blog area of the website is one of Gerbershagen’s favorite
features. “We get a lot of people looking at the blog and blog posts
get placed on our social media channels as well,” he says. The
blog is called “OP Life”, and the logo shows a typical California
scene with surfboards leaning against a railing.
“We are a Southern California company, and I happen to be a
surfer, so I like the way they did the surf boards,” he adds.
Gerbershagen is especially complimentary when it comes to the
level of service provided by Fortune Web Marketing. Service is
paramount in his book and he knows how valuable it is to his
customers. He says Fortune Web Marketing offers a similar level
of support for his business. “They are a true partner and will do
what it takes to make sure you are successful,” he says.

Back end changes are important, especially when it comes to
keeping customers happy with all the required paperwork and
documentation an active account generates. “I really appreciated
GOPD’s willingness to do a complete customized look for our
shopping cart,” says Molz.

“The cart GOPD helped me create doesn’t look like those of other
GOPD dealers,” she says. Once Molz decided on what she wanted
to achieve, GOPD put her in touch with Fortune Web Marketing
and the two vendors worked in concert to write the code. “The
goal was to brand the company and not have it look like just
another office supply site,” says Molz.
Visit the shopping side of the EZ Office Products web site and one
of the rotating top banners highlights “It’s a Rosie World,” offering
entertaining and informative perspectives and viewpoints from
Molz. The site also features online chat functionality. “If people are
unable to find something, they can chat with us while they place
the order,” she says. “It is the second most popular function.”

continued on page 31 >>
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Customers appreciate how easy it is with the GOPD platform for
them to find their order history. Mobile capabilities provide another
useful feature. “That was a requirement,” says Molz. “It is really
helpful as more of our customers jump on iPhones or iPads to
place their orders.”

Logicblock: Expanded
Capabilities Drive Sales

president of sales. “We also like that it handled all the content from
our first-call wholesaler.”
The Logicblock system was installed in late 2013. “The office
supply side of our business had exploded and we needed a better
vehicle,” says Janet, president. “Logicblock made that possible.”
The system is used mostly as an ordering platform for customers.
It also connects to a purchasing portal that state and municipal
customers use to place orders.

www.logicblock.com
Snap Supplies, Richmond, Virginia, had been in business for
30 years selling thermal paper to customers including large
restaurant and retail chains. Over time, the dealership added
a limited selection of office supplies to meet the needs of this
customer group.
As part of that effort, Snap developed a website to showcase
office supplies but it became difficult to manage. Janet and Andy
Todd, owners of Snap Supplies, shopped for other options and
determined that Logicblock offered the ideal solution.

“We had just started to sell the full office supplies catalog,” says
Janet. The capabilities offered by the new system were just what

“Logicblock provided an existing platform with lots of capabilities
that we could take advantage of immediately,” says Andy, vice
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was needed to offer customers an enhanced shopping experience.
Restaurant customers gained the ability to set up a purchasing
administrator to manage the budget and approve orders for their
many locations.
“Once they grow accustomed to the system they can go in and
control everything,” says Andy. “They can change users, add
new users, set budgets and pull purchase reports and purchase
history.” This allows the customer’s management to keep a tight
control on how their locations spend money.
The Logicblock system at Snap Supplies also offers marketing
applications. Andy builds custom landing pages for new customer
presentations. The pages include the prospect’s logo, a welcome
letter, special pricing options and maybe a few promotional items
with a company logo in place. None of this content is visible to
other customers.
Analytics are complete and easily viewed, “You can set up your
dashboard on the back end to track whatever you want,” says
Janet. She sets it to watch orders as they come through and she
sees the margin on every item being sold. “It lets me know if our
pricing is high, low or just right,” she says. “This is a great benefit.”

sales-i: Sales Reps Like This
CRM

“When a salesperson is on a call they can click on the dashboard and quickly see all the product categories and items their
customers purchase,” adds Wolke.
In the field, salespeople pull up the dashboard between calls to
get a snapshot of the next customer’s business. After the call they
update the system. “It’s streamlined so they can get a quick note
in, save it and be on the way to the next appointment within a
couple of minutes,” she says.
Outlook emails sent by salespeople can sync with the CRM. “Every
time you send an email you drag and drop it into sales-i,” says
Wolke. That way all the communications salespeople have with
customers—at least those they choose to share—can be seen.
The ease of pulling email information from sales-i makes it useful
as a marketing tool. When a sales rep builds a new account in the
system he’s encouraged to add as many contacts as possible.
“Our marketing team works on different targeted campaigns
weekly,” says Wolke. They also went through sales-i training and
learned how to extract emails for targeted campaigns.
It’s not just sales and marketing that benefit from the application of sales-i. Friends has their AR department working with the
program too, using data that is pulled over for collection calls.
Wolke explains that the management team insists salespeople
actively utilize the CRM system. It helps management keep track
of business, see market weaknesses and opportunities and know
how often salespeople are in touch with customers.

www.sales-i.com
The best CRM system is definitely the one that your salespeople
find easy to use because without their full adherence to data input,
any system will break down. “We implemented sales-i with the
sales team in January 2017,” says Stacey Wolke, director of sales
at FriendsOffice, Findlay, Ohio. She says reps complained about
how many clicks it took with the old system to pull up or input
data. “We looked for a solution that would be easier.”
The Friends sales team finds the sales-i mobile app easy to learn
and easy to use. “The outside team had three, hour-long training
sessions and one more on the mobile application,” says Wolke.
“You don’t have to spend a ton of time on training to figure out
how to use it,” she says.

Systems Solutions
(SSI): Specific Needs
Accommodated
www.ssiop.com
Dealers can get used to an ERP system—even one that has
become outdated. They hesitate to change for any variety of
reasons. Either they can’t take the time to learn a new system or
don’t want to be bothered with converting files.
BSC Supply, Waltham, Massachusetts, had used the same system
for a decade or more and was convinced that nothing new on the
market would be able to handle its needs. “We wanted to be able
to use our own ordering system and have the new system process
those orders,” says Ted Moriello, IT director for BSC.
Every system BSC investigated said orders had to go through
their system—every system but one. SSI was the exception and
its development people worked with BSC for close to a year to get
its software to work the way BSC wanted.
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The biggest challenge, and one of the reasons to maintain the
older ordering system, was the desire by BSC to keep sales
and accounting separate. “We didn’t want to give salespeople
access to the same system on which our financial data is kept,”
says Moriello.

“Thalerus has been outstanding with respect to listening to
customers and making changes that help us,” says Hoffman. Even
before the system went live he requested software changes to set
up his commission structure and the company responded.
For the conversion, a Thalerus project manager was assigned
to the dealership to review its business expectations and learn
how it would use the software. Then remote, multi-hour sessions
were held weekly for eight weeks, during which screens were
reviewed to ensure the configuration was in line with expectations.
Operators used sample log-ins and sample data to run through
routines as part of the learning process.

SSI created protocols to enable its system to communicate with
BSC’s. “Originally, we wanted to recreate our old system with a
better response time but that changed quickly once we started to
see what they were able to do,” says Moriello. He kept on asking
to add more functionality and SSI complied.
The ERP system is linked to BSC’s CRM program. Salespeople
enter orders in the CRM and data flows immediately to the ERP.
Orders get sent to a vendor and generate a purchase order
number. The vendor acknowledges the order with a tracking code
that’s pushed back into the CRM.
Training was ongoing during the development process. As the
system administrator Moriello worked with the developers and
learned system operations from the inside. Then accounting
people were trained on operations through screen sharing with a
conference call option.
“Every operation we do now goes on electronically,” says Moriello.
“Our system talks to SSI electronically, and then the SSI system
communicates electronically with vendors. Everything goes back
and forth in real time and every department is notified instantly
when something happens.”

Thalerus: Frequent Updates
and Easy Changes
www.thalerus.com
Eagle Office Products, Round Rock, Texas, converted to Thalerus
close to two years ago. “It was less expensive, more intuitive
and more modern than what we had used previously,” says
Jay Hoffman, owner. Even better, he adds, is that the software
continues to evolve as there are updates to improve or add
features at least monthly.
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The Thalerus software is fully integrated with the ordering website
it provides. “Customers land on a separate non-Thalerus landing
page, but as soon as they hit the order entry button they are
taken to the Thalerus server,” says Hoffman. Thalerus manages
all product data, and that service is included in the monthly fee.
“The website is fantastic,” says Hoffman. “It provides pretty much
all the features you could want—purchase authorization, product
images, pricing availability, and more.”
When a customer places an order online it easily moves through
the system and the order gets delivered the next day, explains
Hoffman. If there is a concern—such as an unusually large quantity, an unusually high dollar amount or if the account is past due—
the system stops the order.
Support is readily available from Thalerus. “They are knowledgeable about their product and timely when it comes to fixing issues
and answering questions,” says Hoffman. An electronic ticket
system handles less urgent service requests. “The help screens
are outstanding, but there is nothing like being able to pick up
the phone, talk to someone and solve the problem in just a few
minutes,” he adds.

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.
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AMAZON-PROOF
YOUR BUSINESS

PADDY DONNELLY FROM EVOLUTION SOFTWARE TALKS TO
INDEPENDENT DEALER ABOUT THE COMPANY’S U.S. EXPANSION
AND HOW ITS RANGE OF PRODUCTS CAN HELP INDEPENDENT
DEALERS IN THEIR BATTLE AGAINST AMAZON BUSINESS

The new EvolutionX
admin experience

ID: How long has Evolution Software been around?
Paddy Donnelly: We started the business in November 2006
with the mission to web-enable the UK office products industry.
Over ten years later, we now power the web stores of over 450
dealers in the UK, Ireland and North America across the OP,
janitorial and industrial sectors.
ID: Your growth in the U.S. has been quite rapid recently
hasn’t it?
PD: Yes, that’s right. We launched in the US in 2011. The first
few years were challenging and exciting in equal measure as
we deployed our software to new customers, worked hard on
the development side to make sure we were feature-complete,
and scaled our teams and operational capability to meet the
growing demands of our customers.
In September 2017, Dave Bent, a former CIO with Essendant,
became a partner in our business and is heading up our
US operations. We have since opened a new office in the
Chicagoland area and have grown staff numbers rapidly. We
are investing heavily in the US and see it as a significant growth
opportunity.
ID: Who are your customers in the US?
PD: We have customers spread across three verticals –
janitorial, industrial and office products. It turns out that if you
can build software for OP dealers, you can build software for
just about anyone. The same B2B procurement metaphors
translate really well into industrial and janitorial.
The truth is each industry has its quirks and challenges which
you don’t quite appreciate until you get into the weeds. Weirdly,
solving these industry-specific nuances and going deep is the
part I really enjoy. It’s also what makes the product sticky.

ID: So, tell me about your latest solutions and how they
can really help dealers.
PD: We have two main solutions: our EvolutionX webstore;
and our FusionPLUS product content and catalog service.
Our original design goal for EvolutionX was to build something
that was even more capable and feature-rich, mobile first,
easy to integrate with, and to provide a differentiated user
experience. Of course, it had to do all this
at scale, with great fault tolerance and
redundancy. We now have a product that
offers sensational value for money in terms
of the capabilities we are offering.
The platform allows both small and large
dealers to successfully go up against
Amazon Business and the Big
Box providers in terms
of features, capabilities
and quality product
content. We have
customers serving
multi-billion-dollar
businesses, as
well as complex
government
agencies.
ID: So what’s
the core USP of
EvolutionX and
FusionPLUS? What do
your solutions do that
others don’t?

Paddy Donnelly,
co-founder and CEO,
Evolution Software
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The EvolutionX
development team

PD: That’s easy as far as I’m concerned. In the industries we
operate in, integration trumps everything. The killer features
of EvolutionX are that we are feature-complete for the markets
we serve and have two-way integration with many of the ERP
systems our customers use.
We’ve spent a decade working very hard to try and get good,
solid and authorized integrations with the industry-specific
ERP vendors. And that’s difficult because they are usually
also competitors as they all tend to have some form of web
offering. In most cases though, providers realize that they
can’t block or limit customer choice. It makes good business
sense to partner with best of breed products that orbit their
ecosystem, which in almost every case makes their core
product even more valuable and sticky.
In terms of our FusionPLUS content and catalog service, we
have learned over the years that world-class product content
is just as important as having a great webstore platform. It’s
Content that ultimately allows the end-customer to make an
informed and accurate buying decision, which is statistically
proven to reduce returns. We now manage and host over 50
product catalogs on behalf of major US and UK wholesalers
and manufacturers. This gives dealers access to a much
broader product offering, which is also critical to competing in
today’s “one-stop-procurement” world.
ID: You use the term feature-complete, what sort of
features are you referring to?
PD: Beyond servicing complex business procurement
scenarios, there are some capabilities where we truly
differentiate. We have put full control of the look and feel of
the site into the hands of the dealer, with no requirement for IT
support. So you can really control the layout of the webstore
and differentiate it from a branding perspective. Dealers can
manage the merchandising, influence the search, and, as an
example, they can prioritize one manufacturer over another in
terms of general preferences and brands. It’s extremely user
friendly from a dealer employee perspective.
We also facilitate personalization of the end customer’s
experience by allowing the dealers to segment their
customers and then offer personalized marketing and
merchandizing when that customer logs in. For instance, when
a school supplies buyer visits the site, the merchandising and

information they’ll see will be school-supplies centric. I think
this really differentiates us from where most of the current
webstores are in the OP space right now.
We also offer full punch-out capabilities for those dealers that
are working with larger accounts that are either corporations
or government entities. Another key feature is that we have
fully integrated customer quoting on the site – a huge
productivity driver for dealers.
ID: You spent well over $1 million developing EvolutionX,
apart from wanting to have a product that’s far more fit
for purpose, what were your motivations? Was it more a
defensive rather than an offensive market share growth
move?
PD: It was both. On the defensive side, we knew that Amazon
Business was coming. It’s an existential threat to dealers.
Despite what some may think, dealers are not competing with
the guy up the road, they’re competing with Amazon and,
even if they’re not already, they will be real soon.
What’s also scary is that Amazon is recruiting sales people
now. They are dangerous enough as a technology-only
player, but potentially adding that personal touch that’s
always been the USP of independents is a real concern.
ID: There’s still a lot of account-specific stuff that Amazon
can’t do. My worry is that the dealers that don’t get it will
fall by the wayside which will result in a lack of critical
mass to support the wholesale function and that could
result in serious carnage.
PD: Yes, there’s huge consolidation happening. The number
of dealers is continually contracting.
We’re going to Amazon-proof dealers with the new EvolutionX
software. But there’s more to it than just Amazon’s tech
capabilities. They’ve got this huge range of products and
that’s a problem we are simultaneously trying to solve with our
FusionPLUS Data business, which is growing extremely fast
and is signing up multiple new brand owners and wholesalers
every month. It’s the combination of software and product
data that’s uniquely positioned to deliver the Amazon-proof
solution – you need both parts.
Check us out and request a demo of our webstore and
product content at www.EvolutionX.io

Your Ten-Year-Old Self
By Krista Moore

Imagine waking up in the morning and jumping out of bed so
excited to begin your day because you are living your life with
purpose, passion and meaning.

as he would blare Jim Rohn motivational cassette tapes
throughout the house. “If you want things to change, then
you need to change.”

But it doesn’t always happen that way. Often we worry about the
future; we question our destiny and wonder if we are on the right
path. Today, I’m going to share a powerful process of going backwards in order to move forward and become more of who you are
meant to be.

	My father would always say: “Kristie, you can do anything
you put your mind to.”

It begins by asking yourself one simple question.
What were you doing when you were ten?
I call this your ten-year-old Self. Ten is a significant age—prior to
it we have parental influence; after it we are affected by peer and
social pressure—and hormones. But that innocent age of ten is
where purpose and passion meet—when you are your authentic
self.
I remember the first time I asked myself the question. I was VP of
sales for a large corporation and my team was number one in the
country. To others, I’m certain I appeared happy and satisfied—
living the dream! But I drove into the office every day with a knot
in the pit of my stomach. Something was missing and deep down
I knew it was time for a change. My boss picked the wrong day
to tell me to “sit down and shut up”. When I heard that, I left my
corporate job and never went back.
I had no idea what the future held but driving home I felt free! Free
to be me! I just needed to figure out who ‘me’ was. I was the major
bread-winner and now I was without a job. So I spent a lot of time
Googling and praying, and decided to have a conversation with
my ten-year-old self.
I discovered two truths:
1. I’ve been preparing for who I am meant to be my entire life.
	I grew up in a coal-mining town in Pennsylvania. My parents
owned the local tavern and we lived above it. I was fortunate
to work alongside my father as he transformed our ‘dive
bar’ into one of the most popular nightclubs and reception
halls in Western PA. His positive attitude was infectious,
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	These memories helped me discover my strengths and what
I loved about my 20 year sales career. And Kristie, well she
gave me the courage to start my own business and build that
business around what I knew I loved and enjoyed.
2. The future is locked inside of us; we all contain greatness
and hidden talents that want to come out.
	I loved to read and speak. I remember writing in my journal
every day and would read books out loud, standing in front
of the mirror, articulating every word. In corporate America I
was often asked NOT to speak and the only writing I did was
on email.
	Today, I’m using my God-given talents everyday by blogging,
writing articles, motivational speaking and through my forthcoming book Your 10-Year-Old Self. Just last year I started my
own talk show—at 55! I’m not trying to prove myself; I’m trying
to be myself.
And you can too. Just know, not all memories will be happy ones,
but focus on what you learned or how you overcame those problems. Talk to your ten-year-old self – understand your unique DNA,
hidden talents and life experiences, play “connect the dots”, and
be who you are meant to be.
For more information on the Your 10-Year-Old Self concept and
how you can use it in your personal and professional life, go to
www.your10yearoldself.com and take an online questionnaire and
follow The Krista Moore Show on Facebook.

Krista Moore is president of K.Coaching, Inc. and author of the forthcoming book
Your 10-Year-Old Self. She is also 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 www.idgrowth.com.
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Should You Go Forward or Backward
to Solve Sales Problems?
By Troy Harrison
It’s not uncommon. You’re rolling along and succeeding. Whether
it’s your own personal sales or the sales team that drives your
company, the numbers are coming up beautifully, relationships
are being built, customer loyalty is in place and all is well. And
then it happens.
Something goes wrong. Maybe customers start quitting. Maybe,
all of a sudden, you have turnover issues. Perhaps new customer
sales aren ’t happening anymore. Whatever it is, you have a
problem that demands a solution before you can get the
business back to moving forward again.
This is a moment that makes the difference between continued
success and failure for many salespeople and company owners.
Too often, I see business owners move forward with “solutions” that end up being no more than a temporary fix, like a
MARCH 2018

Band-aid,or worse, extra expense. This is one of those moments
when the best rule is: “When you find yourself in a hole, stop
digging.”
When you have been successful at something and a problem
pops up, the best thing you can do is to mentally move yourself
back to a point where you were successful and then ask yourself
what has changed. These problems typically have one (or more)
of three causes:
1. You’ve stopped doing what made you successful in the
first place.
2. Something fundamental has changed in your environment.
3. Your success wasn’t repeatable and/or sustainable.
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Forward or backward?
Let’s look at some specific examples of how these causes can
manifest themselves.
The first is the easiest: You’ve stopped doing what made you
successful. The best and most common example of this is the
salesperson (or sales team) who reaches a certain level and
decides that it’s appropriate for them not to prospect anymore.
Then, a key customer or two goes away for a reason that’s no
fault of the salesperson and sales shrink. Unfortunately, once
a sales team stops prospecting, it’s very difficult to get them
started again.
I once worked for a company that went from zero to $37 million
in 13 years and then the owners told the salespeople not to
prospect. Two years later, the company had gone from $37
million to $18 million—which is when I was hired. Restarting the
prospecting efforts of a sales team that has stopped prospecting
is like turning the Titanic.
If this is your problem, the answer is simple: Get back to basics
and do what made you succeed in the first place.
The second issue is tougher: Something fundamental has
changed in your environment. This one is tricky because finding
the source of the problem is difficult and sometimes there is no
obvious fix. Here’s an example:
In one of the industries that I work with, the largest companies in
the industry have historically grown by finding salespeople with
an existing book of business and then bringing them on as independent contractors—basically buying the business. This was
their historical system for growth for more than 50 years.
Suddenly, the flow of salespeople interested in this deal has gone
away. The companies haven’t changed their financial arrangements, but yet they’re not finding salespeople who are interested
in taking them up on their deal.
The fundamental change is that their industry is turning gray
and newer, younger salespeople aren’t as interested in taking
on a 100%-commission, independent contractor sales position.
Younger salespeople (and I count my generation in this) are more
likely to choose a position with a salary plus a commission.
In this situation, the fix—which some have embraced and some
have not—is to revamp their compensation plan, forget about
buying books of business and grow their own salespeople with
sales programs that will build a sustainable business.
If you feel something has changed in your environment, and
you’re struggling with what it might be, you have a few options:

continued from page 37
2. Interview your stakeholders—employees, customers,
suppliers—to get feedback on what changes they
are either seeing or driving.
3. Get an outside resource to come in and give a
second opinion.
The biggest mistake people make in situations like this is the
double-down. Instead of stopping and figuring out what the
problem is, business owners will throw more money and more
resources at the old system with predictable results.
The third situation involves a willingness to conduct an extensive
self-assessment. This is when your success or growth came
from some source that wasn’t sustainable or repeatable. In other
words—and this is where some humility comes in—you have to
admit that you got lucky.
Maybe you landed one big customer—or a sequence of
customers. Maybe you just fell backwards into hiring the perfect
salesperson one time. Sometimes, salespeople and business
owners just hit it lucky. Here’s the truth:
Unless you have a process that allows you to predictably repeat
that success, you’re going to have to hope to get lucky again and
again to continue your success. That’s darned hard to do.
The realization that you’ve been lucky—or done something that’s
not repeatable—should be followed by a project to develop
repeatable processes and habits that will build a sustainable
success pattern.
Start digging into numbers like your closing ratios, call-to-appointment ratios, appointment-to-proposal ratios, etc. Start
working on a hiring process that uses best practices. Counting
on just getting lucky again is a recipe for failure.
Whatever is causing your problem, the key to restoring success
is to stop and correctly diagnose the problem before moving
forward. I see innumerable companies wasting time and
resources on a classic double-down where they’re throwing
money and people at the problem without even knowing the root
cause. Eventually they figure out it’s not working but all too often,
by then it’s just too late.

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.

1. Talk to others in your position, but not in competitive
environments, to see if they are seeing the same
things.
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