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EDITORIAL
Well, Staples have acquired sufficient shares in
Essendant during the original tender period for
the Big Box to complete its most talked about
transaction; assuming, that is, that the Federal
Trade Commission (FTC) do not decide to block
the deal.
As we went to press, the FTC’s investigation
is still ongoing, although we are not sure for how
much longer it will continue. Once again, if you
have concerns about Staples taking over one of
the IDC’s key wholesalers and have not already
contacted the FTC, I urge you to do so now!
For our part at INDEPENDENT DEALER, we
have passed on the results of the reader survey
we’ve been conducting for the last month or so
to the FTC. Those results are also reported in this
issue (see page 14).
It will come as absolutely no surprise that
the IDC is not entirely supportive of the deal,
with almost 70 percent of dealers thinking it
represents a worse outcome than the proposed
merger with S.P. Richards, over 60 percent
believing that the cost of goods will rise and
almost 90 percent not trusting the firewall that
Staples has promised it will implement between
Essendant and the rest of its operations.
Whether the FTC will stop the deal or can do
anything to strengthen the firewall is anyone’s
guess. But a bit of further lobbying can’t hurt.
Phone (202) 326-2222, email antitrust@ftc.gov
or, if you happen to be in the DC area, why not
pay a visit to 600 Pennsylvania Ave to voice
your concerns.
If the deal does go through, however, the fight
will continue—and it would take a brave punter
to bet against the IDC if its various players
commit to working together!

After 85 years, Ponder’s is on
track for its best year ever

Ponder’s Inc. is celebrating 85 years in business. The company,
which has two stores in Thomasville, Georgia, was founded as a print
shop in 1933 by Raleigh Ponder. The business boasted some $200
worth of printing equipment including two hand-operated presses, a
paper cutter, stapler and two racks of hand-set type.
By 1957, the print shop, now also carrying office supplies, moved
into a new retail location. At the same time, the printing operation was
expanded and added automatic presses. In the late 60s the printing
operation moved to a building across the street.
Since the 1980s Ponders has been led by Roger Harrell, general
manager, along with third-generation Ponder family members Julie and
York Carter (Julie is the granddaughter of founder Raleigh Ponder).
Over the last 30 years, Ponder’s has experienced many changes
including the birth of the big box stores, the rise of the internet
and online retail giants, recessions, mergers and, just last month,
Hurricane Michael. “We just keep pushing forward with the focus that
the customer comes first,” Roger said.
2018 is on track to be Ponders’ biggest year ever. “In large part
that’s due to the efforts of our dedicated staff,” said Roger. Another

CLICK HERE to see why
independent dealers are
supporting the great work
done by City of Hope

NOVEMBER 2018

INDEPENDENT DEALER

PAGE 2

»

Winner’s Circle CONTINUED FROM PAGE 4

PARTNERS

ONLY.

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

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

Visit brother-usa.com/partners

to get authorized by Feb. 1, 2019, to keep selling.

© 2018 Brother International Corporation
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2018 success story was Ponder’s participation
in the EPIC national accounts program.
“We signed up our largest and oldest
customer to the EPIC program,” Roger said.
“Thanks to the entire EPIC team, Ponder’s
was able to keep and grow the business
relationship.” The dealership is currently
negotiating with other local customers with
multiple nationwide locations to service all of
their sites with the same programs to fit their
specific needs.
Furniture has been the most profitable and
expanding sector at Ponder’s and is also a
contributor to the success this year. ‘We are
able to win more awards by our commitment
to work hand-in-hand with our customers’
contractors and designers to totally satisfy their
furniture needs,” added Roger.

Wisconsin dealer receives award
for community involvement

EZ Office Products (EZOP), Madison, Wisconsin, has received a “Local
Legacy” award for its efforts in serving businesses in its community.
The award was presented by Dane Buy Local that takes in business in
and around Dane County.
The Local Legacy Award recognized the support that EZOP provides
to the community and all the events it supports. EZOP was one of the
first Madison businesses to participate in the Buy Local movement and
is a member of Advance Now, an initiative that aims to drive economic
development in the Madison area.
“I could not have received this award without acknowledging our
EZOP people—both past and present—who never fail to dedicate their
best efforts, loyalty and faith in our direction every day,” EZOP president
Rose Molz said.

South Dakota dealer
empowers employees to
improve operations
How can you have a positive impact on company
culture? That was the question asked at A&B
Business Solutions, Sioux Falls, South Dakota,
and the solution instituted was to introduce
new programs designed to catch people doing
things right.
With the Caught You program, managers
and employees can nominate co-workers if
they have done something positive. Once
their efforts are recognized they received
company-wide recognition and a cash
payment. The Game Changer program
asks employees to find tweaks to company
operations that could save money.
“We are a growing company and we wanted
to created a situation where employees were
encouraged to go above and beyond,” said
Kelley Sanchez chief operating officer. He said
that the idea was to give people the opportunity
to express their opinion and take ownership
within the company.
In September employees were rewarded for
recognizing a change in the ordering process
that could save A&B significant money. “Elysha
Anderson and Chris Bolkema came up with the
solution, and they each received a check for
$250,” Kelley said.
NOVEMBER 2018

Rose Molz and husband Gary celebrate EZOP’s win

Sheffield Office Products acquires TJ Office Supply
To further expand its school business, Sheffield Office Products, Duluth,
Georgia has acquired the nearby business of TJ Office Supply in nearby
Calhoun. This follows on the heels of two other recent acquisitions: In
2015, SOP merged with Christie’s Office Supply in Rome and in 2017 it
acquired Alpha Office Products in Cumming, Georgia.
“The businesses in all three growing communities are similar,” said
Jim Sheffield, owner. “We know schools—public, private, small, large,
college, preschool, bus barns, basic supplies—this has become a real
niche for us.”
Sheffield Office Products offers options for these smaller communities
that were not available before. “Office furniture, school furniture,
space planning and technology items are all areas where there is an
immediate need for the businesses in these towns,” Jim said.
The acquisitions have improved offerings for businesses in those
communities and helped improve the bottom line for Sheffield Office
Products. “And the best part is, we are not done growing and we’re still
having fun here,” said Jim. “The best is yet to come!”
INDEPENDENT DEALER
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NOTARY
PRODUCTS

Turn to someone you can trust for your notary
products and professional seals. NSP stays on
top of each state’s requirements for notaries
so you don’t have to. We track changes in real
time and update our designs to make sure
your customers are in compliance.

travel pouch included

Contact one of our knowledgeable customer
service representatives for more details.
866-628-3290

Did you
know?
· Most notary publics require a new stamp or
embosser every 4 years
· States change requirements periodically
· We support all professional seals (engineer, architect,
surveyor, etc.)
866.628.3290 | navitor.com
APRIL 2018
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Minnesota dealer preaches
entrepreneurship at local career fair

Students, teachers, parents and the public interacted with local and regional
employers at a career fair held recently at the Aitkin High School in Aitkin,
Minnesota. The Office Shop, also of Aitkin, was one of the exhibitors at the
career fair. “Lots of excited young students were ready to explore careers
opportunities,” said Jodie Johnson, The Office Shop owner.
Students from the Aitkin and McGregor school districts interacted with
exhibitors at the fair hosted by the Northeast Minnesota Office of Job Training
and Aitkin High School. More than 600 students attended.
Jodie’s main objective was to talk with students about what it was like to
be an entrepreneur and open a business. She answered questions about
how she got started, talked about the assistance available for new business
owners and similar concerns. “I just wanted to plant the seed that it may not
be as complicated as you think,” Jodie said.
She said she received a number of interesting questions and was
impressed with the number of young people who had already considered
their futures.

Steelcase dealer dancker
on the acquisition trail
Somerville, New Jersey-based dancker
has acquired the assets of Hyperspace, a
Steelcase furniture dealer headquartered
in Baltimore.
The acquisition makes dancker the
sole Steelcase dealer in Baltimore and
increases its ability to serve clients in
the region.
Hyperspace began doing business
as dancker immediately. An integration
team assisted with the transition to
ensure continuity in business practices
and assimilation of company culture.
Nathan Kooi, vice president and
general manager for dancker’s
mid-Atlantic region, leads the sales
efforts to expand dancker’s client base
and market presence.
This is dancker’s second acquisition in
Maryland this year. In July, the company
acquired the assets of U.S. Business
Interiors, another Steelcase furniture
dealer with offices in Baltimore and
Capitol Heights.
“To support our clients and partners,
dancker is on course to become the
largest integrated interior solutions
provider in the Mid-Atlantic,” said Steven
Lang, dancker president and CEO.

Illinois dealer Rogards moves to new location, gains efficiencies
After years with a presence in
downtown Champaign, Illinois,
Rogards has moved to a new facility in
the north of the city. The former rented
location was sold as part of a downtown
redevelopment project. The new site
offers close to 15,000 square feet
of office, showroom and warehouse
space.
Roughly 6,000 square feet of the
new facility is dedicated to office and
showroom space. The new furniture
showroom is a bit smaller than before,
but less space actually works better
than anticipated. “Having more space
tempts you to put things out that your
salespeople may not be familiar with or
NOVEMBER 2018

that don’t have great rep support,” says
Tonya Horn, owner and president.
“Now our furniture showroom is more
aligned and streamlined,” says Tonya.
“It features items we know forward and
backward, and that we know work really
well for our customers.”
New warehouse space has resulted
in a better organized layout with a more
logical flow from picking to packing to
staging. “That has improved efficiency,”
Tanya says. A loading dock, which the
previous location didn’t have, simplifies
receiving furniture and paper. “It used
to take about 35 minutes to off load an
entire paper truck; now it takes about
12,” she adds.
INDEPENDENT DEALER

Plans are in the works to get creative
about different ways to invite customers
into the new space. In addition to an
open house to celebrate the new space
this month, the dealership hopes to
host more events further down the road,
including educational lunch and learns.
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Are your local school
districts and colleges
utilizing tablets and
laptops? If so, read on!

½" perf papers are used in
perfect bound booklets

Even with the transition to digital textbooks, educators still
use supplemental, custom-printed paper workbooks.
These “adoption” booklets are typically perfect bound or
spiral bound and are usually produced using copy paper that
is then punched or perforated at a considerable expense.

43/44/GBC punch papers are
used in spiral/coil booklets

Available Through SP RICHARDS

But we will let you in on a little secret; by switching paper
stock, your customers could be saving a considerable
amount of time and money! Pre-perforated and pre-punched
specialty papers are a higher initial investment compared to
copy paper, but the time and money saved in labor, waste and
reruns will be well worth the investment!
If your districts are utilizing new technology, be sure to talk
about PrintWorks specialty education papers on your next call!

Item
PRB04114
PRB04328
PRB04144
PRB04145

Format
/2" Perf from Left
GBC 19-Hole Left
Spiral 43-Hole Left
Spiral 44-Hole Left
1

Size
8 1/2" x 11"
8 1/2" x 11"
8 1/2" x 11"
8 1/2" x 11"

Wt.
20#
20#
20#
20#

Color
White
White
White
White

PrintWorks specialty papers are available in additional colors,
weights, sizes and formats as well as custom configurations.
For additional information or samples, please contact our Customer
Service team at 800-523-6454 or customerservice@pariscorp.com.

PrintWorks is a brand of Paris Corporation. © 2018, Paris Corporation
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Michigan dealer introduces customers
to workplace wellness

Employee health and wellness is a concern of every employer and the
subject of a new book and study sponsored by Haworh Inc. The book,
The Healthy Workplace Nudge, How Healthy People, Culture and
Buildings Lead to High Performance, co-authored by Dr. Michael O’Neill,
Rex Miller and Phillip Williams was published in April.
DBI, Lansing, Michigan and Haworth sponsored an event for DBI
customers about wellness in the workplace and taking a wellness
nudge. Haworth flew in Dr. O’Neill and he led a seminar covering major
points from the study.
The book concludes that when employers attempt to force change
on employees, efforts are less effective. “The new philosophy is for
businesses to make small nudges to change behavior,” says DBI’s
Sue Burger. The nudge referred to is anything that makes it easier
for employees to pick a better path. It’s about engaging people and
creating a process that results in successful outcomes.
Following a presentation by Dr. O’Neill, attendees spent the remaining
time in groups where they discussed how to incorporate small nudges
into their own businesses. “Those ideas were shared,” Sue said. “If they
left with one or two ideas on how to make employees’ lives better in terms
of wellness, it was worthwhile.”

Indianapolis furniture dealer sponsors
downtown development celebration

Arizona dealer
features furniture in
its new location
After 13 years in the Scottsdale Air Park north
of Phoenix, Office Products and Computer
Supplies (OPACS) felt it was time to move.
The July move was precipitated by the need
for more office space and the desire to create
a furniture showroom. The new location in
Mesa is more centrally located and yields an
additional 4,000 square feet for roughly the
same price as the former location.
In addition to freeway access, the new Mesa
location offers a more efficient layout. “We can
pull trucks up to multiple doors and we also
have a couple of truck docks,” said owner
Travis Kimmel. He says the new location was
a requirement for OPACS to try and expand its
furniture capabilities. ”We needed a showroom
where we could display the different
manufacturers that we partner with,” he said.
Over the past year, OPACS has partnered
with Trendway Corp. The new site features
a 4,000 square foot working showroom that
enables OPACS to feature a wide range of
office furniture. “Trendway helped with the
space planning and design of the space
which features both Trendway furniture and
Trendway glass movable walls,” he said.
The entire conference room is surrounded
by glass.
“Our salespeople have talked about the new
space,” Travis said. “We have probably had
more furniture-related customers come to our
new location than we did in the last three years
at our old location.”

Downtown Indy. Inc., a not-for-profit organization that focuses on
creating a thriving downtown environment in Indianapolis, recently
celebrated its 25th anniversary. RJE Business Interiors, based in
downtown Indianapolis, was the name sponsor of the celebration, titled
the Downtown Indy Silver Shindig!
The event combined a cocktail reception with sessions that highlighted
downtown development in the past 25 years and looked at what the
next quarter century might produce. In addition, three local real estate
developers talked about new projects under development.
“It was really exciting for us because we work on developing
unique workspaces around Indianapolis,” said Katie Weismiller,
director of marketing.
NOVEMBER 2018

INDEPENDENT DEALER

PAGE 8

Winner’s Circle CONTINUED FROM PAGE 4

Zebra Pen’s full line of STEEL branded writing instruments are designed for the
task at hand. Whether your customer sits in the high rise downtown or built it,
STEEL is rugged enough to withstand challenging environments, and yet stylish
enough

to

complement

any

professional.

New

this

fall,

the

X-701

Xtreme Ballpoint Pen features a patent-pending pressurized barrel to allow
inverted writing, and a writing temperature range of –30°F to 250°F.

NEW
Extreme Ballpoint Pen

• Extreme Condition Writing
zen says:
make your best
impressions in steel,
and you will never
be forgotten

• Non-Reflective Stainless Steel
• Certified Military Grade
• Refillable
• 0.7 mm, Fine Point

For more information about the STEEL family of solutions, visit us at zebrapen.com
NOVEMBER 2018
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A-Z Office
Resource,
Antioch,
Tennessee

The IDC put on a great show for
Halloween this year. Here are some of the
spookiest OP suppliers in the business...
AAA Business
Supplies and
Interiors, San
Francisco,
California
Advance Office
and Janitorial
Supplies, Las
Vegas, Nevada

American Printing & Office
Supplies, Kingston, New York

Great River Office Products
Saint Paul, Minnesota
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Gulf Coast Office Products,
Mandeville, Louisiana

Munson Business Interiors,
Louisville, Kentucky

Office 360,
Indianapolis,
Indiana

Porter’s Office Products
Rexburg, Idaho 83440

Yuletide Office Solutions
Memphis, Tennessee

Rogards, Champaign, Illinois

Sundance Office
Broken Arrow, Oklahoma

Innovative Office Solutions
Burnsville, Minnesota

EON Office, Denver, Colorado

Fireside Office Solutions
Bismarck, North Dakota

Custer, Grand Rapids, Michigan
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SECRETS of success
Sandy’s Office Supply,
Aspen, Colorado
It’s not exactly off the beaten path,
but Sandy’s Office Supply in Aspen,
Colorado is located in a region that’s
certainly known more for play than
work. That, say owners Mike and
Barbara Husaluk, comes with both
positives and negatives.
The business has shown strong
growth this year with a couple of
furniture projects providing a good
volume. Janitorial is another strong
category for the dealership and
also accounts for a good part of the
recent growth.
Sandy’s has taken on the Buckeye
chemical line, which it buys direct.
In part that has contributed to its
success with sales of cleaning and
sanitation products. The chemical
line provides the foundation that
enables the dealership to move into
other relationships with major Jan/
San providers. “We just brought on
a school where we converted all
their chemicals, hand cleaners and
sanitizers,” says Mike. “Now we are
working on their paper products.”
The biggest issues for Sandy’s are
concerns that most other dealers are
free from. The dealership is based in
Aspen and operates in three counties
in west-central Colorado. Its primary
market area takes in the resort areas
of Vail and Aspen, along with the oil
and gas market in nearby Garfield
County. Their distribution center is
located between the two markets in
Glenwood Springs.
The main offices and a retail
location are located in Aspen which,
understandably is associated with peak
real estate costs. “Dealers around the
country roll their eyes when they hear
the cost of space here,” says Mike. The
Husaluks were able to purchase the
NOVEMBER 2018

Aspen space and reduce their rental
costs, which has helped them maintain
a retail location. They also own their
warehouse in Glenwood Springs.
Finding and keeping employees in a
resort town also presents a challenge.
“We have to be flexible on scheduling,”
says Mike. “You never know when an
employee might want a day off.” One
driver, a single dad, has stayed with
Sandy’s for years because of flexible
scheduling that allows him to drop off
and pick up his children from school.
In addition to janitorial, furniture is
also a growth driver and accounts for
roughly one-third of sales. Sandy’s
has represented Teknion for the past
decade and that association has
created opportunities. “It allows us to
play in the major leagues,” says Mike.
A degreed designer was added to
the staff and that has also helped.
“She gives us the design capabilities
that larger contract dealers have,”
Mike explains.
Those larger dealers, principally
from Denver, have gone after contract
furniture business aggressively in
the area Sandy’s serves but haven’t
been completely successful. “What
they don’t have up here is a constant
presence,” Mike says. Being
located four hours away
makes it hard to provide
ongoing attention. One local
government office had given
one of these dealers a test
project but was unhappy with
the results. “They didn’t get
the service they were used
to and they came back and
said they would give us the
other projects,” he adds.
Wholesalers need to
cover that same distance,
INDEPENDENT DEALER

Key management:
Barbara Husaluk, president; Mike
Husaluk, vice president; Justin
Barrow, general manager
Products carried:
You want it—we have it!!
Year founded:1973
No. of employees:12
Sales volume: $3M +
Key business partners:
SP Richards, Teknion, Tork,
Buckeye, Keurig, Ricoh,
Hewlett-Packard, Sellers
www.SandysOfficeSupply.com
and Sandy’s relies on overnight
deliveries for its orders and resupply
needs. At the same time Mike has
looked at logistics along with his
growing Jan/San business and has
come to recognize that Sandy’s will
start to buy more items direct and
increase its inventory.
Increased inventory is being driven
by pricing; buying direct produces
better margins but also means that
more product needs to be held so
he watches turns carefully. Service is
also a consideration, especially when
any emergency resupplies can be
four hours away. If a customer has an
immediate need for a specific file folder,
it might be easy to delay that purchase
for a day or two; if a customer runs out
of toilet paper that’s one purchase that
usually can’t be deferred. “At the same
time, because we stock it, we get the
added advantage of a better price
point,” Mike says.
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Make A
Bold Statement
When you want to look your best,
count on Xerox® Bold Digital™ Printing Paper
to make the right impression.
© 2018 Domtar Inc. All rights reserved. Xerox® and Xerox and Design® are trademarks of Xerox Corporation in the United States and/or other countries
and is used under license from Xerox Corporation. Domtar is the trademark licensee of Xerox® Papers and Specialty Media in the United States and Canada.
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Independents weigh in
on Staples-Essendant
deal, as S.P. Richards files
breach of contract lawsuit
Following last month’s filing by
S.P. Richards’ parent company
Genuine Parts of a lawsuit against
Essendant, alleging “deceptive
conduct and breaches of its
contractual obligations” in the parties’
now-defunct merger agreement,
we now know their opinion of the
proposed Staples-Essendant deal.
In their suit, Genuine Parts
contended that Essendant
“encouraged, solicited and ultimately
accepted an inferior bid from Staples
Inc […] in a blatant violation of its
agreement with GPC” and that
“Essendant’s unlawful conduct and
acceptance of the inferior bid by
Staples has caused significant harm to
GPC (and Essendant’s shareholders)”.
That’s the view from the jilted partner
in the initial merger proposal but what
about the two wholesalers’ customers?
What do they think about the idea of
seeing one of their key suppliers fall
into the hands of one of their main
competitors? To find out, we spent the
past month surveying independents for
their perspectives on the merger and
the results are presented below.
Before getting into dealer opinion
on the deal, here’s a little context with
regard to those of you who responded
to the survey:

NOVEMBER 2018

• The survey was only sent directly
to independent dealers and only
dealers were asked to respond to the
survey in the magazine.
• We had over 300 responses, with
(perhaps unsurprisingly) 82% of
those from dealerships whose
primary focus was office supplies.
• 83.1% of respondents were either
owners, CEOs or at executive
management level in their companies.
• The vast majority of dealers reported
annual sales of less than $5 million,
with 42% less than $3 million (see fig 1)
• 57% of respondents claimed
size
dealership
Essendant
asof
their
first call fig 1
wholesaler, versus 42% reporting

3.3%

41.6%

9.2%
16.7%

Now, on to independents’
perspectives and expectations from
the Staples-Essendant deal itself:
When asked whether or not the
merger is preferable to the initially
proposed Essendant-S.P. Richards
deal, a clear majority of 68% of people
thought not, with just 17% preferring
the current deal and 14% having no
opinion either way (see fig 2).
Impact
Reasons given for not preferring
the on IDC
deal varied greatly, but one area of
FIG 1

3.5%

8.9%

SPR as their first-call.
• Interestingly, respondents were split
exactly down the middle between
being stocking and stockless.

Size of dealership

n 	Less than $3 million in annual
sales
n $3-5 million in annual sales
n $5-10 million in annual sales
n $10-20 million in annual sales
n $20-50 million in annual sales
n More than $50 million in annual
sales
n No opinion

20.3%
INDEPENDENT DEALER
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FIG 3

Impact on IDC

15.3%

Effect on cost of goods

Effect
on cost
ofwill
goods
n Cost
of goods
rise

17.3%

n Cost of goods will fall
n No impact on cost of goods
n No opinion

23.3%

68.4%

1.6%

62.4%

14.5%

FIG 2

Impact on IDC
n Preferable to the Essendant-SP Richards deal
n Not preferable to the Essendant-SP Richards deal
n No opinion

Based on what you’ve heard so far

ASSOCIATION

HEALTH CARE

Based on what you’ve heard so far

n

n

In October 2017, President Trump
signed an Executive Order clearing the
way for small employers to seek health
insurance through Association Health
Care Plans across state lines

n

n

NOPA is collaborating with S.P. Richards
and sister company NAPA Auto Parts
on expanding an existing plan

NOPA will be the Association to
sponsor the program and administer
the trust
After 6 months the NAPA / S.P.
Richards program has saved its current
members more than $3 million

FOR MORE INFORMATION ON THE ASSOCIATION
HEALTH CARE PLAN AND OTHER NOPA INITIATIVES,

visit www.NOPAnet.org or email info@iopfda.org.
NATIONAL OFFICE PRODUCTS ALLIANCE (NOPA)
3601 East Joppa Road, Baltimore, MD 21234 n info@iopfda.org
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n

410-931-8100

n

www.nopanet.org
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focus was not wanting to do business
with a firm that has long been seen as
an enemy.
“The Staples merger puts IDC
customers into in the hands of the
competition!” stated one respondent.
Another suggested that: “If Staples
size of dealership
1 the
and Essendant
mergedfigthen
profits of Essendant can be leveraged
against the IDC. Also, the cost of
goods could be controlled to make
IDC non-competitive.”
A number of answers also pointed
out that a Staples-controlled Essendant
(or “Essentaples”, as one humorous
dealer dubbed it) would lose its primary
focus on helping the IDC survive,
while an SPR-Essendant combination
would have a clear incentive to ensure
independents thrived.
“It made sense to me to have the
wholesalers merge and reduce
redundancies—vendors, personnel,
Impact on service from Wholesaler
etc. However,
this deal causes a
conflict of interest. How can Essendant
be expected to be independent
dealer-focused when it is owned by
Staples?” asked one respondent.
In addition, 62% thought the cost
of goods would rise as a result of the
deal (see fig 3) while 54% said they
expected it would have a negative

FIG 4
impact on the service they receive
from their wholesaler (see fig 4). Only
Impact on service from Wholesaler
10.3% thought the situation would
improve (with a fairly even split
between SPR and Essendant dealers).
Other concerns centered around
exactly how Staples could make
on IDC
Effect on cost of goods
life hardImpact
for the
IDC, with an end
1.3%
to Essendant’s Vertical Markets
Group, limitations on the special
offer items and increasing prices
all mentioned.
One additional area of worry
was that it might erode the
independents’ brand recognition
and market share by replacing
Essendant and dealer’s own private
label products with Staples-branded
goods, or by positioning them alongside
those goods in the catalogs it produces.
It was also suggested that if Staples
n Positive impact
were to take over the co-ordination
n Negative impact
n No real change
and implementation of Essendant’s
Based on what you’ve heard so far
n No opinion
delivery network, potentially using
Staples uniformed distribution staff,
it would risk a great deal of customer
Supporters of the deal between
confusion as to who the supplier is.
Staples and Essendant argued
Not all respondents gave detailed
primarily that two wholesalers are
Make no change
reasons for their dislike of the
better than one, particularly when
takeover. One dealer simply stated:
one will be strengthened by the
“Staples is designed to destroy
financial clout behind Staples owner
independent dealers.”
Sycamore Partners.

Impact on service
from wholesaler
35.6%

54.2%

Wholesale changes?

FIG 5

n Very likely n Not very likely n No opinion

Make no changes
to theway you have
Make no change
been
buying

3.8%

54.2%
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Switch your
first-call
switch wholesaler
wholesaler

4.8%

45.8%
62.1%

10.3%

Increase the number
of wholesalers you
increase the number
buy from

37.9%

3.8%

45.5%
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54.5%

Increase your
direct buys and/or
buys through your
increase your direct buys
dealer group
18.4%

2.9%

81.6%
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“Independent dealers need to have the deal, with slightly more dealers
two places to go to for competitive
indicating they will change buying
pricing,” said one respondent. “I
patterns or increase the number
feel only having one option for our
of wholesalers that they buy from.
wholesale purchases would not be
However, 38% of respondents said
ideal,” said another, continuing: “With they would switch their first call
Essendant-Staples and S.P.
Richards
wholesaler
81% plan to increase
Impact
on service
fromand
Wholesaler
remaining separate, independent
purchases direct from vendors or
dealers still have some leverage by
through buying groups (see fig 5).
being able to move our business and
One of the biggest concerns voiced
still at least have multiple options for
by those completing the survey was
our next day needs.”
the basic issue of trust. Many dealers
A smaller number were more bullish commented that they didn’t trust
about their reasons for supporting
Staples or Sycamore, or said that their
the deal: “I think our industry needs
trust was limited. This was underlined
to stay relevant. Partnering with the
by one of the more striking statistics
largest company can really help us,”
from the survey… an overwhelming
claimed one dealer.
89% of dealers do not trust the
While another took the argument
proposed data firewall between the
one step further. “The stock market
two companies (see fig 6).
has been telling us for some time that
With Staples securing majority
the current wholesale model does
approval of the deal from Essendant’s
not have a viable future. The model
shareholders, the focus of
is ripe for disruption. Let’s get to
attention now shifts to the Federal
disruption sooner rather than later.
Trade Commission (FTC) and its
The Staples-Essendant deal gets us
deliberations. We sent them a copy of
there sooner.”
the survey results and hopefully the
Respondents were more evenly
FTC’s lawyers will find they make for
split on how they would adjust to
interesting reading.

Make no change
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Based on what you’ve
heard so far, do you
think you can trust a
firewall between dealer
Based on what you’ve heard so far
data and Staples?
10.6%
1.9%

89.4%
n Yes I think I would trust it
n No I would not trust Staples to do this
n No opinion
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If you have news to share - email it to
news@IDealerCentral.com

Final EPIC promises further collaboration and
commitment to Industry Week
The EPIC era ended last month in New
Orleans and its passing could pave the
way for a period of closer collaboration
between all players in the independent
dealer channel.
Rival US buying groups Independent
Stationers and TriMega surprised many
in the industry six years ago by agreeing
to work together on their members’
meetingss and trade shows to produce
a united event.
The resulting three-day EPIC show
has, over the years, offered a variety
of member meetings, education
seminars, sales symposiums,
networking events and charity
fundraising opportunities.
In keeping with the current level
of uncertainty, this year’s show was
trimmed back slightly, with no golf
tournament, among other things. The
decision not to participate in another
EPIC show had been taken by the
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TriMega board earlier in the year,
citing a decline in dealer attendance,
the fact that both wholesalers had
announced plans for events in 2019 and
concern from the manufacturers about
the expense of supporting multiple
conferences in the same year.
There was, nonetheless, a good
turnout at the New Orleans Hyatt
Regency, with TriMega president Mike
Maggio suggesting at the Welcome
Session that there would probably be a
record number of exhibitors on the trade
show floor the following day.
It was also pointed out in the Welcome
Session that the show’s chosen theme
of Disrupt Ordinary (which was picked
last year), was particularly apt given
the current state of the US independent
dealer channel.
“Is that not our life right now?” asked
Independent Stationers president Mike
Gentile. “We couldn’t be more timely, as

INDEPENDENT DEALER

the industry adapts to some of the most
profound disruption and change we
have experienced.”
He and Maggio went on to
highlight the dealer-buying spree of
the big boxes, consolidation in the
vendor channel, the proliferation of
private-label products threatening
brands, increased online competition
and, of course, uncertainty in the
wholesale channel as the prime
motivating forces behind this disruption.
It is vital for independent dealers
to control their own destiny, they
claimed—to take advantage of the
opportunities that always come from
disruption. Firms such as Blockbuster
and Toys R Us were cited as
examples of those that failed to react
to industry change, while Apple and
WD-40 were lauded as brands that
adapted in the face of adversity.
“It is more important than ever now
that we all work together,” insisted
Maggio, before seamlessly seguing
into news that the two buying groups
had struck a deal with S.P. Richards
that would allow all manufacturers,
regardless of wholesaler allegiance,
to provide content on SPR’s Etilize
platform for all dealers to use, again
regardless of their choice of first-call
wholesaler.
The Welcome Session closed with
the two group presidents giving their
backing to the much talked about
combined industry event in 2020. “As
we move forward, working together
means taking costs out of the channel,
working with our manufacturing
partners.” said Maggio.
PAGE 18
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WHEN THE
CAP COMES
OFF, THE
WORK GETS
DONE

ERASES EASILY

ERASES EASILY

NONTOXIC
ERASES EASILY

WON’T DRY OUT

NONTOXIC
WON’T DRY OUT

NONTOXIC

WON’T DRY OUT

NONTOXIC
ERASES EASILY

WON’T DRY OUT

Marks-A-Lot®, Hi-Liter™
and Glue Stic®
When there’s work to do, Avery supplies are ready for the
task. Marks-A-Lot® Markers are specially formulated so
they won’t dry out quickly, and Marks-A-Lot® Dry Erase
Markers are made to erase easily. HI-LITER® highlighters
feature Smear Safe™ ink, and Glue Stick™ gluesticks are
non-toxic and washable. For dependable supplies that
work as bard as you do, count on Avery products.

To learn more, visit avery.com
©2018 Avery Products Corporation. All Rights Reserved.
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“Our groups are 100 percent behind
the talk that is happening in the
industry now about the concept of an
‘industry-wide week’ in 2020,” continued
Gentile. “We will see if it can be pulled
off. The effort is being spearheaded
by the leadership of BSA and we are
supportive, we told them, give us the
date and we will be there.” (see below)
The two groups then split to attend
their individual group meetings (one
of which saw Independent Stationers
rebrand as the Independent Suppliers
Group, see news story on page 25) and
the presentation of a number of awards
(see page 22), before an afternoon
of joint seminars that were open to
all attendees. Among the learning
opportunities on offer were an online
marketing discussion, in which Fortune
Web Marketing’s Jennifer Schulman
led a four-strong industry panel on the
subject of how to maximize new media
to improve sales; a presentation and
workshop on implementing Buy Local
campaigns hosted by Jeff Milchen of
the American Independent Business
Alliance and a repeat of one of the
most popular seminars at this year’s
SPR ABC event: Amazon, The Invisible
Competitor, presented by NOPA
president and CEO Mike Tucker.
The afternoon also saw a meeting
of BSA, during which ongoing plans
for the so-called Industry Week were
discussed. The motivation for the move,
as suggested above, is the need to
reduce costs, eliminate redundancies
and optimize resources.
While it was emphasized the plans are
still very much at a preliminary stage, it
was suggested that the current aim is
to combine as many as nine events into
a single meeting, namely: AOPD, DSC
and Pinnacle one-on-ones, the DPCG
Catalog event, S.P. Richards’ ABC,
Essendant’s CORE, Office Partners’
Gathering, BSA’s Forum and EPIC. It is
hoped the event will debut in 2020.
Quite how all the elements will fit
together and how financing will work
has yet to be established, but a point
NOVEMBER 2018

team has been put in place to move the
project forward and it hopes to draw
on the wider industry for assistance.
“We have a lot of fine industry talent at
all levels and we’ve got an enormous
number of individuals and companies
that want to participate,” said BSA
president Barry Lane. “That group of
folks is very diverse, very youthful and
they are wicked smart! We want to try
and find ways for them to contribute to
our industry the way we did in the past.”
Lane continued with a rallying cry for
vendors to recognise the importance
of the independent dealer. “We think
this could be a catalyst for new ideas
and creativity as we all come together
to try and fight the real competitor out
there for the IDC,” he said. “I’ve said
this before, but God help us all if the
IDC doesn’t exist. We all need to rally
around and figure out ways to keep the
independent dealer a major part of our
customer portfolio.”
That evening, EPIC attendees were
treated to a trip to the famous Mardi
Gras World Float Den—an enormous
80,000 sq ft space, full of huge,
colourful floats and larger-than-life
props—followed by a lavish dinner at
the adjacent Grand Oaks Mansion.
As always, the EPIC show also
included a charitable side. On the very
first night, on the eve of the Welcome
Session, City of Hope hosted a
scavenger hunt that saw teams tearing
round the Hyatt Regency performing a
series of tasks, with the aim of beating
their rivals to the finishing line, while
raising money for a worthy cause.
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On the final morning, before the doors
of the trade show opened, there were
a number of Helping Hands Give Back
events, giving attendees the chance
to provide for local children in need
by taking part in events that included
hand-painting pillowcases stuffed with
books for foster children and packing
backpacks with school supplies for local
students in need.
The trade show itself was well
attended, with both vendors and dealers
happy with the level of business being
done. It was a fitting end to the EPIC era
and both presidents were very happy
with event – and both admitted that,
despite the fact that the show’s days are
numbered, there is every likelihood the
two groups would work together more
closely in the future.
“I’m extremely happy with the event,
from start to finish,” said Maggio.
“We had a lot of energy and a lot of
participation by dealers and suppliers.
It’s clear that everybody thought it was
a very productive couple of days. There
are conversations going on regarding
working more closely together. I think
Mike and I work well together and
hopefully he feels the same way.”
“It’s a bit bitter sweet, because we
are not doing it again next year,” added
Gentile. “But, it’s always great for
dealers to get together, network and
that with the current state of disruption,
they are not the only ones feeling some
sense of angst and uncertainty. Where
there are ways for us to work together
more synergistically we will definitely
do it.”

»
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ARE YOU THE
INDEPENDENT TYPE?

WE ARE TOO.

When you’re in business for 170 years, you see a lot of change. We’ve seen trends come and go.
We’ve watched giant corporations rise and fall. Yet through it all, the independent continues to thrive.
That’s where we come in. We offer a complete line of business products, facility supplies and exceptional services
tailored to your marketplace. We’re here for the independent minded reseller looking for a partner they can trust.

WE’RE HERE FOR YOU!

FOR MORE INFO CONTACT YOUR LOCAL

S.P. RICHARDS REPRESENTATIVE
OR VISIT: SPRICHARDS.COM/CONTACT-US
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EPIC Awards

Smead was the big winner at the EPIC award ceremonies
this year, scooping the Vendor of the Year award from
Independent Stationers/ISG and the TriMega Supplier of the
Year award. Dealer group members vote for the winner for
both awards.
“Smead is honored to be recognized by TriMega and
Independent Stationers,” said Casey Avent, president. “Smead
has had a long-standing relationship serving the independent
dealer community and these awards reinforce the strength of
these partnerships making both awards more meaningful.”
Other awards presented at the meeting were as follows:
TRIMEGA AWARDS WENT TO:
Year Over Year $ Increase Direct Purchases:
Ecommersify Inc.
Year Over Year % Increase Direct Purchases:
Paramount Business Products
Year Over Year $ Increase Direct & Wholesale Purchases:
America’s Office Source
Year Over Year % Increase Direct & Wholesale Purchases:
Paramount Business Products
The TriMega Eagle Award for Industry Achievement:
Grady Taylor

IS AWARDS WENT TO:
Furniture Vendor of the Year:
COE Distributing
RDC Top Shareholder, Highest $ Increase:
Schwegman’s Office Products
RDC Top Shareholder, Highest % Increase:
The Office Spot
RDC New Member Top Shareholder, Highest $ Increase:
SupplyGeeks
Direct Furniture Sales, Highest $ Increase:
Hernandez Office Supply
Direct Furniture Sales, Highest % Increase:
Office Plus Business Center
Facilities & Breakroom Sales, Highest $ Increase:
Logsdon Office Supply
Facilities & Breakroom Sales, Highest % Increase:
A&W Supply
Total Direct Sales, Highest $ Increase:
A&W Supply
Total Direct Sales, Highest % Increase:
Office Centre
The Driven to Success Award, in memory of Bob Nimmo:
EVOS

»

Did you miss out on the
Back-To-School supply list business
in your area?

NOW

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

JKILIES@CLASSKIT.COM

866-723-6574
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Office Partners offers “Solutions” in New Orleans
This year’s Office Partners Gathering
at the New Orleans Downtown
Marriott once again offered members
the chance to meet as a buying
group, experience quality time with
suppliers and enjoy networking
opportunities with fellow dealers,
as always in a laid-back, friendly,
family-oriented environment.
The turn out was good, with around
half of the group’s dealer members
and a maximum number of vendors in
attendance. Group president Matthew
Hebert welcomed members on the
opening morning of the event and
spoke of the need for independent
dealers to work together in the face of
the “everything” that is going on in the
industry and the threat that Staples,
Office Depot and Amazon pose.
He introduced a number of new
programs for Office Partners members,

to help them combat that threat,
including upgrades to the catalog
and in particular the launch of the new
“Solutions” flyer, to make it easier for
dealers to sell to customers. The flyers
feature a number of different products
for various offices applications. Display
copies of the first “Cubicle Solutions”
were handed out of the show.
“I have been working with dealers on
this for a few months now and I think
it will be of great help to them,” said
Hebert. “We will be producing more of
these going forward and members can
suggest other areas to feature. We will
be bringing them out regularly.”
Also announced at the meeting
was the fact that Office Partners has
joined NOPA. One of the key benefits
of this deal will be that OP members
will be able to take advantage of the
Association Health Care Plan that

the trade organization has arranged
through S.P. Richards and NAPA Auto
Parts and is hoping to roll out in the first
quarter of 2019.
This year’s meeting was the first
since Office Partners’ founder Jim
Hebert sadly passed away and Jim
was remembered at the dinner on
the second evening of the show. Son
Matthew, his wife of 48 years Diane
and both Paul Ventimiglia of Iconex
and John Burgess of S.P. Richards
spoke warmly of their memories of
Jim. As mentioned above, the Office
Partners Gathering differs from most
other events on the industry calendar
in its low-key, family-oriented, yet
business-focused approach, which
is how Jim believed things should be
done. No doubt he would have been
very proud of the event’s success
this year.

»

MAKE LEARNING FUN

BUY A CREATION STATION SCHOOLMATE
AND GET A FREE FRAMELESS BOARD
CREATION STATION
SCHOOLMATE

FRAMELESS LAPTOP
BOARD

TERMS & CONDITIONS
Promotion available on the purchasing of Creation Station Schoolmate Easel, until 31st December 2018. The product delivery will be
made during December. Minimum order quantity: 20 units. Normal terms and conditions apply - To redeem your free gift, please send
an email to mastervisionorders@bisilque.com and use the promotional code EDUMV18 as your email subject.
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New Orleans hosts ECi user conference
• Digital transformation—rapidly taking
hold,
• Artificial intelligence and predictive
analytics,
• Mobility/disaster recovery—think
self-driving cars,
• Internet of things—huge part of the
data increase with technology going
into cars, robotics, appliances,
fitness monitors, and
• Cloud and data security.
Christine Cox, centre
With the 300th Anniversary of New
Orleans serving as a backdrop,
dealer technology provider ECi
Software Solutions took an in-depth
look at the state of technology at its
2018 Connect Conference.
The event came right on the heels
of the IS-TriMega EPIC event, also
in New Orleans, and that probably
impacted attendance from the
company’s office products and
furniture dealer users.
Any shortfall, however, was more
than made up for by the office
machine dealers, home builders,
hardware and lumber dealers and

manufacturers who also use ECi
products. This year’s Connect event set
a record for the most attendees ever,
with 1,000 registered attendees from
46 states and eight different countries.
At the conference, ECi executives,
Ron Books, CEO, and Trevor
Gruenewald, president and COO,
offered an overview of the top
technology trends at work today.
“Technology is both a critical driver and
an enabler for your businesses,” said
Gruenewald.
Technology trends impacting every
aspect of our daily lives include:

‘It’s all about the data,” said
Gruenewald. “Computers can process
more data faster, and that lends itself
to the proliferation of more artificial
intelligence.”
The Connect Conference included
a full array of educational seminars
covering both software instruction
and a range of general business skills
that included e-marketing and social
media, recruiting and cost accounting.
At the Connect Conference, ECi also
announced its 2018 “Everyday Heroes”
honorees, award winners in a program
that recognizes individuals and
companies who consistently go above
and beyond to help others and make a
difference in their communities. Among
the office products award winners this
year were:
• Christine Cox, ComDoc, Inc.,
Uniontown, Ohio, for her dedicated
volunteer work with The Haven of
Rest and Broken Chains Ministry,
providing men and women in-need
with mentorship and support to
improve the trajectory of their lives.
• Angie Higgins, B&C Business
Products of Stillwater, Oklahoma,
for rescuing more than 300 dogs a
year by running the Cimarron Valley
Humane Society in her spare time.
The next ECi Connect Conference
will be held in Las Vegas, November
16-18, 2020.
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Independent
Stationers announces
corporate rebranding
The Independent Stationers dealer
group announced a major rebranding
of its corporate identity with a new
name, logo and tagline during this
year’s EPIC event. The group will now
be known as Independent Suppliers
Group with the tagline “Innovative
Thinking. Purchasing Power”.
The new brand identity is intended
to reflect the group’s desire to more
accurately describe how it sees itself
in today’s industry, which is as a “big
tent” that enables different types of
dealer focus, including office supplies,
furniture and facilities/maintenance/
industrial dealers. It also eliminates the
antiquated use of the word “stationers”
that was part of its name when the

group was founded back in 1977.
“This rebranding initiative was a
great exercise and allowed us to better
characterize who we really are as an
organization and where we want to go
in the future”, said Janet Eshenour,
director of marketing at Independent
Suppliers Group. “We’re very excited

about our new branding with the bright,
colorful logo and tagline that represents
who we are today.”
Tonya Horn, chairman of
Independent Suppliers Group said, “It
was important for us to find a name that
positions our group for the future while
honoring our past history.”

opwil.com
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Carolina Wholesale Group to combine Arlington
Industries, Carolina Wholesale, and Digitek under
single ARLINGTON brand
Carolina Wholesale Group (CWG), the parent company
of Arlington Industries, Carolina Wholesale Office
Machines and Digitek has announced plans to combine
all three distribution brands under a single brand under
the ARLINGTON name. The combination of sales and
marketing forces, distribution network and programs will
provide resellers more focused resources and programs
to succeed, CWG said. The rebrand is due to go into effect
January 1, 2019.
Carolina Wholesale Group purchased Arlington Industries
in 2004 and Digitek Computer Products (now Digitek) in 2016.
CWG previously retained separate branding and independent
sales teams in place to support each company’s strengths.
Now the new ARLINGTON will combine the strengths of each
brand into one super-distributor that can provide enhanced
offering of solutions, services, and programs to their resellers
in focused single-brand partnership with their resellers, the
company said.

“We are excited to bring a more-focused approach
to our channel and address the needs of our reseller
partners in more unified manner as ARLINGTON,” said
Larry Huneycutt, CWG owner/president. “While our new
combined brands will provide more robust, focused offering
of services to our resellers, we will continue to uphold the
high standards of service and integrity our customers and
vendors have come to expect from us.”
To learn more about the new ARLINGTON visit
www.arli.com/arlington, www.cwholesale.com/arli, or
www.digitek.com/arli.

»

Sales: (888) 665-9593 Fax: (678) 262-4028 Email: sales@gopd.com
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Butch Ellis joins Fortis
Clover Services Group
Channel Resources as partner announces the Ask Me
Fortis Channel Resources
has announced that industry
veteran Butch Ellis has
joined the firm as a partner.
“We are thrilled to have
Butch join our team,” said
Todd Henreckson, founding
partner of Fortis. “Butch
is well-known within the
industry for his integrity, his
ability to connect clients
with customers and his
strategic insights that drive
impressive results. I’m
delighted that Butch will be an integral part in building our
business in the years ahead.”
“I am very excited to be joining Fortis,” said Ellis. “Todd’s team
has done an outstanding job for clients and customers over the
years and I’m looking forward to contributing to and expanding
their success.”
Ellis brings to Fortis more than 20 years’ experience in various
distribution channels across the office products and Jan/San
sectors in senior-level sales, marketing, merchandising, and
business development roles.

AIS names Brianne Devine
new director of seating
and tables

AIS has hired Brianne Devine as its new director of seating
and tables. Devine joins AIS from Haworth, where she served
as manager of its Health Environments
portfolio. Prior to that, she worked for
Kellogg’s as a product manager
and researcher.
“I’m looking forward to
continued partnership with our
dealers,” said Devine, who
has been working in product
development for more than
15 years. “Our focus is on
continuing to bring quality
products to the market
and driving growth for the
company and our dealers.”
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Anything video series

Amplify Marketing, one of the divisions of Clover
Service Group, has launched Ask Me Anything, a new
video series that focuses on questions customers and
prospects ask.
The new program is designed to give customers and
prospects a platform to ask essential questions such
as “How are blogs involved in inbound marketing?” or
“What are the inbound marketing must-haves?”
Content is available both on the Clover Services
Group website and its YouTube channel. Going forward,
people will be able to ask any marketing related
question they can think of and it will be answered.
“We get a lot of common questions and, until now,
there was no practical way to reach out and answer
them for everyone at one time. We’re proud to
provide those answers through this informative and
entertaining video series,” explains Aaron Dyck, SVP
Clover Services Group.
To view the first video in the series visit: info.
cloverservices.com/ama.
Meanwhile, Amplify has assisted New Mexico-based
Document Solutions Inc. (DSI) in the creation of its
new website. The new site is fully responsive, making
it easily accessible for smartphone and tablet users.
It is fully integrated with Hubspot and features deep
integration with DSI’s own customer relationship
management software (CRM).
“The DSI team is very enthusiastic about what our
partnership with Clover Services Group can do for
our customers. This website is the first step towards
fulfilling our ambition to deliver the best possible
imaging, document, and network solutions on the
market while paying our successes forward to the local
community,” said Phil Houser, President of DSI.
The website is accessible at www.dsinm.com.
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Kimball International
appoints new CEO,
acquires mfr. David
Edward

Kimball International, Inc. has appointed Kristine
(Kristie) L. Juster, as its new CEO. Juster, who has
been a member of the Kimball International board
since 2016, succeeds Bob Schneider, who retired
as CEO at the end of October.
Juster comes to Kimball International with over
20 years of experience as a global executive at
Newell Brands. During her tenure at Newell she
held the role of CEO/President of the home décor
segment whose brands include Levelor and Kirsh;
the culinary lifestyle segment with Calphalon, and
the global writing segment with brands such as
Sharpie and Expo.
Separately, Kimball announced it has acquired
Baltimore, Maryland-based contract furniture
manufacturer David Edward.
“We were inspired by David Edward employees’
commitment to quality and their incredible tailoring
skills, which integrates the most technical and
architectural aspects of furniture design,” said
Mike Wagner, president of Kimball. “We will invest
further in David Edward and build the brand by
broadening their ancillary furniture portfolio.”
David Edward will continue to operate
independently, selling through their existing network
of independent reps and authorized dealers.

Kristie Juster
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New account
manager for
Highlands’
western
region
The Highlands independent
rep organization has
announced the addition of
Amber Clausi as the new
account manager for the
Southern California, Arizona
and Las Vegas markets.
Clausi comes to Highlands with an extensive background
at Office Depot/Max as a major accounts and vertical market
manager. In that role, she managed a $6 million book of
business and has experience selling Highlands’ manufacturer
partners in both the office products and jan/san category.

KiSP unveils mobile sales
platform for Windows 10

Toronto-based software and design services company KiSP,
Inc. has announced the launch of its KITS collaborator for
Windows 10, to meet what the firm sees as a growing demand
for a mobile sales solution available across multiple operating
systems.
“We are taking a big step to make mobile selling platform
agnostic,” said Rob Kendal, managing director at KiSP, Inc.
“Mobile technology is the new culture of work and we believe in
providing the right tools to promote collaboration and success
for our customers.”
The KITS collaborator is designed to assist furniture sales
professionals in front of their clients using simple, intuitive
technology that can produce the necessary visuals to help
successfully communicate ideas and solutions in the first
meeting.
Both the Apple iOS and Windows versions have been
optimized for each system and their touch screen capabilities,
KiSP said. Users can expect similar experiences with both
versions, allowing ideas and product solutions from over 60
manufacturers to be created on-the-go and presented instantly,
generating full product specifications, current pricing, and HD
visual renderings.
The KITS collaborator is available for online purchase from
www.kisp.com.
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»

PAGE 28

Industry News CONTINUED FROM PAGE 28

New AmpliVox RTA lectern
focused on portability

AmpliVox has introduced a new line of
ready-to-assemble (RTA) acrylic lecterns.
The SN3075 series is designed to be
easily disassembled for transportation and
reassembled with just a few screws.
The assembly process requires only a
screwdriver, making the lectern easy to
move and set up. As such, it is ideal for use
at trade shows, event venues, churches,
meeting rooms and similar sites. The series
can be customized with colored tints and
offers a clear, frosted or smoked finish. It
also features a large reading surface and an
interior shelf.
AmpliVox’s range of acrylic presentation
lecterns now boasts over 150 options
available in a wide range of colors and
finishes. Most models can be further
customized with logos and artwork. To learn
more, visit www.Ampli.com.

Uni-ball names
new president

Mitsubishi Pencil has named Mike
Parker as president of its new
uni-ball Division for North America.
Parker is an industry veteran
with an extensive background
in the office products sector,
including over 16 years at Fellowes
Brands, most recently as president
between 2015 and 2017. He
joins uni-ball from private holding
company Lifesong Impact, where
he also served as president.
Mitsubishi Pencil managing
director Hiroshi Yokoishi said: “We
are fortunate to have someone of
Mike’s calibre and experience to
lead our new uni-ball organisation
in North America. He has a proven
track record of execution and
success.”
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ISSA honors product Victor Technology adds
development with
compact sit-stand to standing
Innovation of the
desk line
Year award

Jan-San industry association ISSA has
announced the winner of its 2018 Innovation
of the Year award. The presentation was
made on the final day of the ISSA Show North
America in Dallas last month.
Hydro Systems took home the top accolade
for EvoClean, a water-powered laundry
chemical dispenser.
Honourable Mention Awards were
presented to the following entries:
• Kärcher North America – KIRA B50 Cleaning
Robot
• GP Pro – KOLO Smart Monitoring System
• 3M Commercial Solutions Division –
Scotch-Brite Clean & Shine Pad
• Essity Professional Hygiene – Tork
PeakServe Continuous Towel Refill and
System
ISSA Executive Director John Barrett
commented: “All of us at ISSA are proud to
recognise Hydro Systems, as well as this
year’s Honorable Mention and Category
Award winners, and all of the fantastic
achievements made by the companies that
entered this year’s programme that are doing
so much for the advancement of our industry.”

Victor Technology has introduced another sit-stand desk converter to
its DCX standing desk line.
The new DCX610 high rise-height adjustable compact standing
desk features a compact footprint, which allows it to fit easily on a
standard 24” deep cubicle desk, with no clamping required. The
steel frame depth of the DCX610 is only 16.5”. and the DCX610 can
be raised to any height up to 19”.
The desk features a removable keyboard tray that rises to
15”, providing an ergonomic working position for users of varied
heights. The DCX610 upper work surface measures 32.5” by 18”,
accompanied by a 32.5” by 13” keyboard tray. Other features of the
new converter include two keyboard tray slots to hold mobile devices
and/or writing utensils and a grommet hole to attach a monitor mount
(optional).
Victor will drop ship any quantity of the DCX610, or
any other Victor standing desk,
to any address in the contiguous
48 states at no extra
charge. For more
information on Victor’s
standing desks, visit
www.victortech.com/
standing-desks or call
1-800-628-2420.

RightAngle adds L-shaped option to Presidente desk line
Ergonomic products manufacturer RightAngle has introduced
an L-shaped option to its Presidente desk line. Part of the
company’s New Heights family, the Presidente L workstation
includes the main desk and a return which provides additional
space to work. Also new: NewHeights’ L-Shape Presidente
Sit-Stand Reception Desk.
The Presidente features electric height adjustment with a
travel range of 29 to 49 inches. The Reception version has an
additional transaction counter with a standard modesty panel
and optional two-tone laminate. The Executive desk has the
same design and look; however, the modesty panel is optional.
The Presidente L-shape has a combined lift capacity of over
400 pounds and features GyroSense Soft Collision technology
and one touch option.
NOVEMBER 2018
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The visionary office.

Explore the office of tomorrow –
book your ticket now!
The visionary office brings together the most important
developments in commercial office supplies at a single
venue. Discover the latest products, international procurement trends and future-oriented office concepts –
from writing and drawing instruments to IT peripherals.
Pick up new ideas and use the Business Matchmaking
programme at the industry’s largest meeting place to
drive your business forward.
paperworld.messefrankfurt.com

info@usa.messefrankfurt.com
Tel. +1 770 984 80 16
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NOPA News

Time to create a small
business wave
By Paul Miller

Every election cycle we hear
that the outcome will be
determined if one group or
another gets out and votes. This
year it was no different. The
outcome was supposed to have
been determined by suburban
women. Or millennials. Or
independent voters.
What we never heard
(and what we never have
heard) is that an election
will be determined by small
businesses. Why is that? The
answer is simple: Both sides
take you for granted.
This year was no different.
You make great show ponies
who can be trotted out
and highlighted in rousing
campaign speeches. You
are front and center at
campaign rallies. You appear
in campaign literature. And,
you’re invited to appear with
candidates when they know
they need you. Yet, after every
election, things go back to
just the way they were before
and you get nothing in return.
Going forward we need to
change that narrative and
things need to be different!
Small businesses face
continued obstacles from our
own government. Can you tell
me the last time any president
signed a small business bill
into law? Small businesses
got the scraps in tax reform
while our large corporate
counterparts got everything
they wanted.
During the healthcare
debate we were left holding
SEPTEMBER 2018
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the bag on higher premiums
while our large corporate
counterparts got the relief. It’s
taken us over 20 years to finally
get access to Association
Health Plans (AHP), while our
large corporate counterparts
have benefitted from these
same rules for decades.
Just look at who the
federal government spends
their money with. It’s
overwhelmingly with large
companies. This all has to
change and it can. If we
decide to create a small
business wave going forward,
we will impact elections just as
women and millennials did this
election year.
Next year, our industry will
be facing major issues and
we need to begin electing
members of Congress who
don’t just give us lip service,
but who have actual plans for
creating a global competitive
environment that includes
small businesses.
We need to shape the
Congress in a way that
creates a small business
wave. We need leaders who
have walked in our shoes
and who know the continued
challenges we face from our
own government. We need
leaders who will slash the red
tape and allow us to grow
into large companies. We
need to clear the regulatory
hurdles that are keeping small
businesses from competing
on a global level.
For the past two years
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we have been facing an
onslaught led by Amazon, as
they endeavored to bully and
buy their way into the federal
marketplace.
Amazon has used its
money, its extensive
lobbying team and brand to
woo the federal government
into using it as their buying
platform. We have seen
several agencies create pilot
programs with Amazon. It’s
no secret that Amazon wrote
or had a significant hand in
“guiding” the legislation that
was included in the Defense
Authorization bill creating the
online marketplace.
Why should this matter?
Well, to date Amazon has
not been able to or willing
to meet all the needs of
the government buyers.
Amazon is trying to take its
commercial platform and
force it upon the government.
While this is going on, small
businesses go unnoticed.
Our industry has a platform
that has already been tested
and that meets every criteria
the federal government
requires, yet, there is no rush
to give the same preferences
that Amazon is being given.
We have been working
with small business friends
like Rep. Nydia Velazquez
(D-NY), a real small business
advocate, on creating real
opportunities for our industry
in this process.
We need to be looking
beyond the competitive side
of doing business with the
government and be looking
at how we can put in place
a blueprint that will begin
electing small business
leaders to represent us in
Congress. The only way we
will truly have a level playing
NOVEMBER 2018

field with Amazon and others
is if we invest in elections.
It’s not a matter of looking
at candidates based on
party, campaign slogans or
literature. It’s about laying out
specific plans they intend to
address once elected.
We’re never going to be
able to compete with the
money our large corporate
counterparts have or match
the investments they make
in lobbying. But we don’t
need to.
What we can do is
energize small businesses
in our community. We can
deliver votes and volunteers,
a resource just as valuable
as money in today’s politics.
Amazon isn’t our only
threat. We have the threat
from our own government
and Federal Prison
Industries (FPI). In 2008
we worked hard with other
small businesses and the
labor community to pass
bi-partisan legislation that
sought to level the playing
field with FPI.
Today, that level playing
field is under attack. Earlier
this year FPI advocates
tried to strip the language
we worked to hard to have
included back in 2008 in
favor of new language that
would triple FPI’s current
market share.
The White House and
Congress appear on course
to pass prison reform
legislation before the end
of the year, which includes
language added into the bill
at the eleventh hour (with no
debate giving the FPI more
expansion opportunities.
We have been working
with Sen. Chuck Grassley
(R-IA) (another real small

business advocate) on a
compromise that protects
small businesses.
There is no doubt that
when the playing field is
level we can compete
and win. We’re not asking
for handouts or special
exemptions like our large
corporate counterparts.
All we’re asking for is an
opportunity. Maybe, that
approach is what has been
the problem. We have been
playing too nice and being
too reasonable.
Going forward, we need
to demand results and
attention. Our leaders take
us for granted because
they know we will simply
pull the lever for them. They
know they don’t have to pay
attention to us because we
don’t have the money to
lavish on them that our larger
corporate counterparts do.
We can change that
narrative by driving people
to the polls. We can change
that narrative by speaking
out in our communities and
talking with the other small
business owners in our
community about working
together to support real small
business advocates. This
won’t happen overnight and
it certainly won’t be easy, but
the path forward demands
we take these actions or risk
being left behind.
We cannot sit back and
continue to let the chips fall
where they may. We need
to begin working together to
support candidates in our
communities who are truly
pro-small business. The next
Congress is going to present
us with some real challenges
and opportunities and we
need to be ready. We need
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to begin forcing the issues
we want to see become law.
We start this journey today!
Going forward, get to and
vote. Get your employees
out to vote. Make sure your
neighbors get out to vote.
Don’t pull the lever for a
Republican, Democrat or
Independent. Pull the lever
for the candidates who have
a strong pro-small business
agenda. Let’s start the
beginning of a small business
wave. Let’s start speaking up
with a louder voice.
The second step is making
sure you are part of NOPA’s
annual Capitol Hill Day. I
know the time commitment
and the cost involved, but
if we want to truly make a
difference, we can’t just be
active back home, but we
need to come to Washington
to be heard. We need to take
every opportunity to get front
and center with our elected
officials. If we don’t we can
only expect the same pat on
the head and attaboy that we
generally get today.
Let’s make 2019 the
beginning of a genuine Small
Business Wave! Now that the
elections are over and the
dust has settled, let’s start
organizing and preparing for
2020 to create the energy,
enthusiasm and voice we
need to begin reshaping
Congress and who we
elect to represent small
businesses.

Paul Miller is director of
advocacy and regulatory
affairs for NOPA. To learn more
about the association and its
current government affairs
programs, call (410) 931-8100
or email info@iopfda.org.
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Bi-silque:
Sustainability
has been always
in their DNA

Sustainability became a buzzword in the last few years and many
companies are creating sustainable products to answer the needs of
the market. At Bi-silque, sustainability has been always in their DNA. The
company takes every effort to keep providing sustainable products, not
only by using eco-friendly materials but also by using renewable energies.
When it comes to the energy source of the company, the company has
approximately 2000 sqm of photovoltaic solar panels that produce almost
446000kwh/year (data from 2017). This is equivalent to the energy that
600 fridges would spend in a year. But the sustainable commitment of the
company doesn’t stop here.
Bi-silque, under its product brands – Bi-Office & MasterVision - has
a complete range with eco-friendly products: the EARTH Collection.
The cork used in this range of products is a well-known sustainable,
non-toxic and natural material. On top of this, the ecological footprint from
its extraction until the final product is comparatively smaller than other
materials. Some of the products in this collection are Cradle to Cradle
Certified(TM). This entity has a highly-regarded reputation and holds
businesses like Bi-silque to uphold rigorously high standards on the
materials and on the processes they use.

BI-SILQUE IS DELIVERING CATEGORY
GROWTH TO ITS CUSTOMERS
With almost 40 years of leadership in visual
communication products, Bi-silque continues
to envision the needs of the future office.
This manufacturer is delivering category
growth to its resellers by introducing new
products for vertical segmentation, providing
digital content and assets, and focus on
sustainability in products, processes and
company initiatives.
2018 was a year for big improvements in
the company, in order to keep up with the
growing demand of the visual communication
market. At Paperworld Frankfurt 2018, the
company announced a big investment in SAP
implementation. Although this implementation
caused a little set back in the product delivery,
the company is now working at full speed and
it was able to restore the time of all deliveries.

THE NEW BI-SILQUE’S WAREHOUSE IN
THE UNITED STATES
The storage compound is fully equipped
with 6 docks; each one has high loading
doors and drive-in ramps. The warehouse is
strategically located next to the deepwater
port and to the Savannah airport. It is even
served by the interstates I16 and I95 allowing
the company to distribute easily and faster
MasterVision products to all states. With this
step, the company is guaranteeing a better
service not only to its customers but also to
the end user.
Bi-silque pushes every year to accomplish
its mission of helping people communicate,
by addressing the challenges of resellers and
the needs of end users. It is Bi-silque’s belief,
mission and goal to be the world leader and a
reference in visual communication products.
NOVEMBER 2018
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By Michael Chazin
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Across the country school systems
are expanding and new schools are
being built. New school construction
currently stands at roughly $49 billion
annually according to a coalition of
organizations led by the 21st Century
School Fund and the National Council
on School Facilities. Yet that figure
needs to almost double to meet current
educational facility needs, according
to the coalition. When homebuilding
suffered a setback in 2008, schools
were similarly impacted and have not
returned to full health.
Although construction still lags, it is
large enough to drive school spending
from coast to coast. Tim Morris, vice
president of Ernie Morris Enterprises,
Bushnell, Florida, says that the school
business in the southeast is definitely
on the increase. He also sees school
sales increasing across the country.
“The economy is good and money is
being spent,” he adds.
Morris says his dealership is
well-positioned to obtain the maximum
business possible from schools in its
region. “Only a few dealers across the
United States can do turnkey schools—
from the bus loop to the administrative
offices, classrooms, media center,
cafeteria and the playground out
back,” says Morris.

Not your typical sale

Selling to schools is generally quite
different from selling to everyday
commercial accounts. To start, it is
frequently a challenge to determine who
is the actual decision maker, suggests
Natasha Seacrest, office products
manager for Eakes Office Solutions,
Grand Island, Nebraska. “It can be the
principal or the superintendent,” she
says. “You have to navigate each school
differently to find who is making the
decision. And you end up having a lot
more people involved.”
The bureaucracy that exists is part
of the challenge. “To get a purchase
order you can go through as many as
14 steps,” says Jim Sheffield, owner
NOVEMBER 2018

of Sheffield Office Products and
Schools Supplies, Duluth, Georgia.
He compares that to a commercial
account where generally one person
makes the buying decision. “Private
schools are a little better,” he says.
“There is usually a decision maker that
can be found a little quicker.”
Like most sales situations, school
sales depend on the relationship that
can be developed. “But you have to
be able to add value and buyers want
to hear ideas and know what other
schools and school districts are doing,”
Sheffield says. His school customers
want to hear what other districts are up
to. “Some of them are on the cutting
edge and some of them just kind of
follow the flow,” he adds.
Another big difference is the cyclical
nature of school sales; if the buying
time is missed dealers might have to
wait a year for it to roll around again.
“If you are going to get in for the next
school year here in Nebraska you need
to be talking to accounts in December
or January to get appointments in
February or March,” says Seacrest.
Decisions tend to be made in March
and the buying period is April, May
and June. “They also have a buying
INDEPENDENT DEALER

time between semesters for janitorial
supplies when they refinish floors and
perform other maintenance,” she adds.
Dutch Jones, executive vice
president of sales for The Supply Room
(TSR). Richmond, Virginia, points to
difficulties beyond the cyclical nature
of education sales. “To be perfectly
honest, it’s a tough nut to crack,” he
says. Schools tend to stick with their
established suppliers. “It is not so much
what you can provide, but how you can
make their jobs easier,” he adds. With
hundreds of users throughout a school
system, reaching all of them can be a
challenge. “Schools these days have
to be very cost-conscious so price is a
predominant consideration,” he adds.
As school purchasing budgets
have tightened, TSR must deal with
budget constraints. “We try to partner
with these schools and help guide
them to the best products to meet
their needs,” Jones says. The product
expertise available from TSR sales
representatives spreads across
product categories (office supplies,
school supplies, furniture, and cleaning
and sanitation products), helps
differentiate the dealership from its
competition and sets school customers’

»

PAGE 37

Cover Story CONTINUED FROM PAGE 37
concerns at ease. School buyers crave
guidance that its salespeople are all
too happy to provide.
With the exception of some sales
to state and federal government
agencies, Alaska Education and
Recreational Products in Anchorage is
95-percent focused on schools. Owner
Kit Wilson suggests that to compete
successfully entails more than sales
ability and product knowledge but
knowing what might be appropriate for
educational settings.
To illustrate, an administrative
assistant called Alaska Education and
Recreational Products to place an
order for tables. After questioning the
caller, it was discovered that the tables
were to be used for music classes and
students would dance on them. “The
activity tables they looked at would
never have held up,” Wilson says. “It’s
appropriate to know what is going to
work in an environment and how they’re
going to be used.”

The business is personal

Bill Zimmerman, owner at Office
Outfitters, Waupaca, Wisconsin,
says that his school business is
fairly consistent. “A lot of it is based
on relationships, and if there is any
variation it depends on the people
who do the buying,” he says. In
school districts where Office Outfitters
currently has business it has the
support of the administration. “But
they don’t dictate how each building
buys, so we sell up and down the
organization.”
“The biggest opportunity I have is to
build relationships in every part of these
school districts so that I am top of mind,”
says Zimmerman.
“They know that Office Outfitters
provides construction paper and poster
board, but they don’t think about me
when it comes to lunch tables,” he adds.
The challenge, and the opportunity,
is to be top of mind for everything that
schools buy.

Teachers, Zimmerman contends,
have some latitude to make purchase
decisions and they could order through
the school purchasing system or
visit Office Outfitter’s retail location.
“Also community involvement is more
important to school districts than it is to
commercial customers,” he says.
Office Outfitters participates in an
event called the Reality Store that
offers real-life simulations to educate
high school juniors and seniors about
personal finance. The dealership also
participates in career fairs where staff
interact with students and faculty.
“There is an initiative in our district
called Waupaca Works that offers
internships with companies,” says
Zimmerman and a high school student
currently works as a part-time intern at
the dealership.
“The schools understand that we
are a valuable contributing member of
our community,” Zimmerman says. “It
enhances the relationship and gives us
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visibility.” He recommends that dealers
get involved in local career fairs to gain
increased recognition.

Competition is intense

Competition for sales to schools
is as intense as any aspect of a
dealer’s portfolio. “The internet has
revolutionized the business,” Wilson
says. In the past he would compete for
sales with local companies, but now
competition comes from everywhere.
“We’re seeing companies from the
lower 48 states up here,” he says.
“They are not selling so much but they
are showing up on bid lists.”
In Nebraska besides the usual
competitors, Eakes has to contend with
a state-run buying organization that
provides shared services to schools
across the state. It puts items out for
bid and schools decide which supplier
wins the business. Traditionally, Eakes
would never get any business, but
broke through because of its ability
to handle returns and deliver more
expeditiously, Seacrest says.
There are ten school districts in Office
Outfitters’ marketplace and the dealer
regularly sells to five of them. The five
that Zimmerman doesn’t get business
from work with the usual suspects. “We
can’t break through with one district that
uses a software system that integrates
with Office Depot,” he says. “Our home
district has the same capability but
they understand the benefit of doing
business locally and supporting the
local economy,” he adds.
Contracts do not always provide
schools with the best options. “I have
spent years trying to convince buyers
that their best price is to go out for bid
or buy off contract,” Wilson says. He
gives the example of U.S. Communities
where the average margin on furniture
is 25 to 30 percent. On bids it could be
five to 12 percent. “Districts may save
some money because they don’t have
to go through the bid process,” he
says, “but they’re paying way too much
for furniture.”
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Service wins the day

Eakes put together a special program
for the Grand Island school district, The
district had been buying online in bulk
and didn’t have the ability to look beyond
the purchase to the needs of individual
grades or classrooms. Eakes took it upon
itself to package materials by classroom
or grade level, which was a service that
other suppliers were unable to match.
After it won the business, Eakes relied
on word of mouth about the project to
generate sales with other school districts.
As schools pursue more
collaborative classroom settings, Ernie
Morris Enterprises works with them
to make it happen. The dealership
has been providing collaborative
classrooms to school districts for
them to use and evaluate. Often these
school districts are on a tight budget.
“They want to change the learning
environment, but don’t think they have
the money to do it,” says Morris.
The dealership works with these
schools to assist in the execution of
the district’s vision and the budgeting
process. “They might tell us that they
like it and they are going to put it out for
bid,” he says. “We will even help them
write the specifications.” Ernie Morris
Enterprises won’t always win these
projects but it takes enough of them to
make the effort profitable.
STEM (Science, Technology,
Engineering and Math) and STEAM
(Science, Technology, Engineering,
INDEPENDENT DEALER

the Arts and Math) are initiatives that
are making an impact on many school
districts. A new hands-on program
recently went into effect in Alaska
schools to to determine needed
product and budgets to update
classrooms. As part of that effort,
Alaska Education and Recreational
Products held an in-service session
for teachers, where they are trained
to use the materials. The program
just launched this month and Wilson
anticipates it will generate additional
educational furniture sales.
Eakes Office Solutions is currently
working on a partnership to support
different types of learning environments
with furniture within the Grand Island
school district. The project looks at
different ways to configure the learning
environment beyond the traditional
rectangular boxes coming off a central
hallway. Nothing has been decided
yet but the dealership was honored to
present ideas and is hopeful that future
sales could result.

Furniture looks strong

Independent dealers see sales of
school furniture as one area with
tremendous growth potential. So
much of the existing base of school
furniture is decades old. In some
cases, it could be past its useful life;
in other instances, it no longer meets
the needs of today’s students and
classrooms. “What’s happening now
PAGE 40

Top 10 Things to Look for
in an ERP Solution
Build Your Brand Like A Pro
How simple is it for you to run your day-to-day office operations? How about your
ecommerce solution?
Many dealers like you face the challenges of deciding which software to run their
business and which software to run their ecommerce website. Your business depends
on this decision, and so do your customers.
When you evaluate ERP software, make sure you are offered both capabilities, so you
can seamlessly run your back-office and ecommerce site in one easy-to-use solution.
Choose the ERP solution that covers what is most important to you, your business, and
your customers.

To help simplify your decision, here are the
top 10 things to look for in an ERP solution!
SEE THE TOP 10 LIST

CONTACT US TODAY TO LEARN MORE
866.374.3221 l info@ecisolutions.com l www.ecisolutions.com/red-falcon
©2018 ECi, Red Falcon, and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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is high school is a lot like college; it’s
results driven,” Morris says. Students
no longer sit for lectures; instead they
discuss assignments in collaborative
environments.
New schools are being built in
Sheffield’s market area, and their need
for new furniture combines with an
existing base of school furniture that
in many cases has already outlived
its usefulness. “When they build these
schools that need new furniture, the
older schools have to update because
the new schools look so good,” says
Sheffield.
Dealers need to be innovative
with the latest collaborative furniture
options. “You are not going to sell
desks anymore, so you have to do
your homework so that when you meet
potential clients you are able to add
value,” says Sheffield. New furniture
products are being introduced to the
education market on a regular basis
and independents need to keep up.
One market that is sure to take off is for
special needs students, says Sheffield.
Even with sales to schools
approaching 20 percent of total
volume at TSR, Jones says he feels
that efforts only scratch the surface.
The wholesalers are bringing on more
products but some competitors still
have an advantage when it comes to
specialty school supplies. “You have to
treat it like a vertical,” Jones says. “It’s
a different product mix with cut-sheet
paper, paint and all of the specialty
items that our wholesalers have a hard
time supporting.” As a result, TSR
buys more educational products direct
through its buying group.
“S.P. Richards has really expanded
its school offering in the past several
years,” says Seacrest. She says
that in that time the wholesaler has
demonstrated an understanding of
the market and has worked to improve
its educational product assortment.
“A lot of local teacher supply stores
have gone out of business,” she says.
“Because that local person closed
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down we’ve had more opportunity
for some items that traditionally we
wouldn’t have sold.”

The lure of local

Any independent thinking about
starting or expanding its own school
sales effort could find the market
especially receptive. Seacrest
suggests that the buy local message
might land harder with school districts.
“They understand working locally
benefits them versus sending all the tax
dollars out of state,” Seacrest says.
Jones is also optimistic and believes
the education market is just starting to
come into its own. “Over the next five
years the whole landscape is going
to change; it’s going to be great,”
says Jones. He suggests that dealers
hold on as the market is cyclical and
probably won’t turnaround everywhere
at the same time. He says the
resurgence has already started near
him where five new schools currently
are under construction.
One key to the school market is to
have at least one dedicated person
who can attend meetings and learn
INDEPENDENT DEALER

the rules and regulations. “You have
to have someone who will get involved
and learn where the money is and
when budgets get set,” Sheffield says.
Dealers also must learn to understand
what schools are up against when it
comes to product selection. “Money is
very tight,” says Wilson. “They can’t be
wasting money so the first thing that they
buy has to work.”
Wilson goes out to schools regularly
to fix furniture at no charge. “People
will tell me they need a new table and I
ask what’s wrong with what they have.”
If they tell him it’s broken, he goes out
and repairs it for free. Unexpected
service such as that wins the day.
“Service is so difficult to find any more,
and these internet companies are not
providing it,” Wilson says.

Michael Chazin is a freelance writer
specializing in business topics. He
has been writing about the office
supply business for more than
15 years. He can be reached at
mchazin503@comcast.net.
PAGE 42

November / December

Cover Story CONTINUED FROM PAGE 28

2018

N AT I O N A L B U S I N E S S P R O D U C T S I N D U S T R Y

This holiday season,
give the gift of hope.

$15.1 million raised in 2018 – thank you!
Join us for these upcoming events as
we launch the 2019 campaign honoring
Brad Graves of 3M!

UPCOMING EVENTS
JANUARY

8

AFFLINK Charity Golf Classic
and ENGAGE
Grayhawk Golf Club – Scottsdale, AZ
FEBRUARY

4 to 5
For more than three decades, you’ve supported
City of Hope’s continued efforts in finding the cures
for diseases that affect so many. This holiday season, for
every donation made at CityofHope.org/scotchmatch,
3M Stationery Office Supplies Division through their
Scotch™ Brand will match dollar for dollar donations
up to $100,000.

City of Hope Tour
and Hall of Fame Dinner
City of Hope – Duarte, CA
Westdrift Hotel – Manhattan Beach, CA
FEBRUARY

15 to 17
WIST Office Product’s Pedal for Hope
@ 24 Hours in the Old Pueblo
Tucson, AZ

To find out more, visit CityofHope.org/nbpi or contact
Matt Dodd at mdodd@coh.org.

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

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

For more information on City of Hope’s National Business Products Industry,
visit CityofHope.org/nbpi or contact Matt Dodd at mdodd@coh.org.

NOVEMBER 2018

CityofHope.org

INDEPENDENT DEALER

PAGE 43

Re-Invent, Re-Envision,
Re-Invigorate
An In-Depth
Look at S.P.
Richards’ 2019
Dealer Marketing
Programs
By the SPR Marketing Team

To remain relevant, you need to
continually reinvent your business.
Your competition is not the same as it
was yesterday. Your customers can
buy what they want, when they want
it, and from whomever can deliver
it the fastest. Offices are no longer
contained within four walls. Business
is conducted in coffee shops, airports
and even on park benches. You need
programs and services that meet the
needs of customers and make you the
single source solution for everything
they need to do business.
Drawing upon 170 years of
experience, S.P. Richards Company
continues to re-envision and deliver the
business-generating assets you need.
Our digital marketing is second
to none. SearchPro™ Enhanced
E-Content and Search delivers
an exceptional online experience
designed to influence your customers’
buying decisions. Consumer
purchases are also driven by social
media, and CampaignAdvantage™
connects you with your customers
consistently.
We know that data is also vital to a
complete marketing strategy. Through
the powerful MyAnalyst™ suite of
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business analytics tools, you have
the pricing and purchasing pattern
intelligence needed to maintain
a competitive edge and increase
profitability.
Even though purchasers are
increasingly choosing digital options,
the printed word is still a viable
marketing tool and a tangible reminder
that your company is available to
service your customers. S.P. Richards
has the publications that keep your
name and your business in front of
buyers. From the Full-Line Catalog to
the catalogs and flyers that support
niche markets, you have the tools to
reach consumers and prospects.
It is not enough to have digital and
printed assets to sell your products;
your people are crucial to your
business success, and educating
them is key to re-invigorating your
business. Our IDGrowth™ Advantage
Dealer Sales Vault helps your sales
personnel to recognize opportunities
and effectively go after business.
It is our commitment to independent
dealers that drives S.P. Richards to
re-envision, re-invent and re-invigorate
our programs to meet the needs of a
changing marketplace.
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Optimize Your Digital
Marketing Strategy

Our SearchPro™ Enhanced E-Content
and Search delivers an exceptional
online experience, offering a versatile
online catalog and engaging marketing
content directly from the manufacturer.
Dealers choose which products and
which SearchPro elements to transform
their e-tailing space into a showplace.
With rich content, shoppers can
really get to know products with
multiple images, 360˚ views or zoom
functionality that demonstrate how
products work or showcase special
features or uses. Other rich content
includes variations in colors, sizes
and other options, and additional
information such as assembly
instructions, user manuals and safety
data sheets.
Other elements of SearchPro,
product reviews, cross-selling/
up-selling add-ons and also-boughts,
humanize the buying experience
and support the customer’s buying
decisions. Product reviews reveal real
consumer reactions so shoppers get
authentic evaluations of the products
and feel comfortable adding them to
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their carts. Providing curated
cross-sell and up-sell items improves
the customer experience and drives
add-on sales.
SearchPro also features
eye-catching banner displays of
special rebates, offers and promotions
to excite customers with special deals
and new items.

and pricing effectively engage your
customers and grow your sales. This
program includes a weekly automated
e-mail and social media posts, editable
flyers, web banners and more.
Supplemental campaigns can
be included by participating in
CampaignAdvantagePlus™. You can
choose any combination of these
campaigns to help you gain additional
mindshare with your customers. Each
campaign includes the same great
supporting collateral provided with
CampaignAdvantage.
Launching in 2019, you will be
able to re-envision your email
and social media marketing with
CampaignAdvantageOne™,
specifically targeting each of your
customers by showing products
that are directly relevant to them.
Like your mega competitors, you
will be able to send automated
and personalized emails to
your customers based on their
purchase histories and activity
on your website. Welcome,
abandoned cart and weekly
personalized emails are just a
few examples.
The Marketing on Demand™ Portal
(MOD) further helps to streamline your
company’s marketing with a myriad of
available resources. Register for and
access supporting materials for current
promotions on this site and download
Marketing-To-Go Campaigns that
are ready to personalize and send.

Social Media & Digital
Marketing Support

With limited staff, many dealers find
it challenging to consistently and
effectively market to their customers.
CampaignAdvantage™ is a turnkey
solution. With perfect alignment to the
WorkLife Monthly Flyer, automated
e-mail campaigns allow consistent
branding and messaging to your
customers. Relevant themes, products
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The MOD portal houses lots of
marketing assets to help you reach
your customers—promotional flyers,
web banners, and more! It is also your
stop for vehicle wraps. We can work
with you to develop a brand that is
uniquely yours and establish a stronger
presence in your market with delivery
vehicle designs.
You will also find PresencePro™ here
on the MOD. You understand what you
look like in your local community, but
do you know what you really look like
online? Review your digital scorecard
and take control of your online
reputation with PresencePro.

Print Publications

The Full Line Catalog is the definitive
reference tool that positions your
company as the go-to resource for
all things used in today’s business
environment. Use it along with our
SearchPro™ digital content for a
one-two punch in marketing strategy.
This catalog includes
a complete offering of
over 27,000 products,
giving your customers
the convenience of
one-stop shopping. In
addition, our wide array
of powerful, multimedia
marketing tools enable
you to drive sales and build your brand.
Our 2019 Design Family Covers
enable you to go to market with a
consistent look across your Full Line
and Go-To-Market catalogs. Choose
from six family options.
The GSA/ETS Catalog supports
dealers selling into the federal
marketplace. It is organized to help
government employees find the
products that adhere to GSA office
product procurement guidelines.
Our Go-To-Market Catalogs offer
a focused selection of products and
can be used for prospecting or as
contract catalogs to support your
pricing strategy. The Select Catalog

PAGE 45

provides customers with their actual
prices on a streamlined selection of
products while maintaining pricing
flexibility on all of the items outside of
the Select Catalog. By combining the
high-demand products from Preferred
Vendor partners with a focused
offering of our proprietary brands,
you deliver the selection and savings
your customers are looking for. The
64-page Contract Catalog is great for
prospecting or providing a contract
for existing customers. It features
a heavy emphasis on Business
Source® products, complemented by
manufacturer branded and proprietary
commodity items. It is the perfect
solution when you want to provide
aggressive consumer pricing on just
a small core of high-velocity products
while maintaining price flexibility on the
remainder of your offering.
The Contract Catalog also features
a comprehensive offering of Elite
Image® printer supplies. An optional
four-page OEM ink and toner insert is
also available featuring top-selling SKUs
from HP, Brother, Lexmark and more.
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The 16-page WorkLife Monthly
Flyer is engaging and entertaining,
with content based on each month’s
events and seasonal activities.
The product lineup is enhanced by
ideas and inspiration for workplace
solutions, providing your sales team
with easy conversation starters to
motivate customers and prospects.
This innovative flyer features a
unique theme each month that aligns
with CampaignAdvantage™ email,
digital and social media marketing
campaigns.

Category Promotion

Fuel your growth in key vertical markets
with category-specific promotional tools.
The School Supply Catalog is
the ideal reference catalog for
schools, day care centers and other
educational institutions in your market.
It features everything teachers and
office administrators need. This
catalog positions you as a single
source solution for school supplies
and educational products. Included
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in this catalog is a large selection of
school-specific products that are not
featured in the Full Line Catalog.
The Facility, Breakroom & Safety
Catalog establishes your company as
a resource for cleaning, breakroom,
facility supplies, safety and security
products, while several flyers offer
additional touch points after the initial
catalog distribution. Flyer options
include:
• Facility, Breakroom & Safety
Solutions Flyer featuring name brand
products
• Genuine Joe® Flyer offering
competitive pricing and a quality
selection of Genuine Joe products
• Safety@Work Catalog can help you
capture the Personal Protective
Equipment (PPE) market
• Beyond the Breakroom Catalog
offers stylish photography, office
party recipes, fun DIY office projects,
tips and more. You can enhance
your offering by adding the optional
Keurig® insert.
The FurnitureAdvantage™ program
opens the door for you to sell
thousands of additional quick-ship
furniture and furniture accessory items.
Orders from multiple manufacturers are
consolidated and shipped together,
making the ordering and delivery
process more efficient than ever. Plus,
you will get factory-direct pricing on
FurnitureAdvantage products, enabling
you to be extremely competitive.
The 2019 Furniture Catalog
features the entire assortment
of furniture found in the Full Line
Catalog, plus thousands of additional
items available through the
FurnitureAdvantage program.
Introduce your customers to the
brand that represents the best value
in office furniture and accessories.
The Lorell® Catalog also features
the Lorell® custom fabric and finish
quick-ship offering. This catalog offers
deep discounts when you need to be
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priced aggressively and still enjoy
solid margins.
The Furniture Showcase Flyer offers
another opportunity to touch your
customers, letting them know that you
have what they need to furnish their
offices.
If your customers want quality
furnishings at a competitive price,
reach them with the Lorell® Furniture
Flyer. Lorell® brand furniture fits these
customers’ needs and helps your
bottom line.
Consumers today rely heavily on
smartphones, tablets and computers
to organize their schedules, yet the
printed calendar still remains a large
and profitable revenue opportunity for
dealers. The Calendar & Organizer
Flyer features a broad selection of
calendars, organizers and other time
management items that will help your
customers stay up to date and ahead
of schedule.
The Contract Flyer is ideal for
prospecting for new business. It quickly
establishes your price competitiveness
by focusing exclusively on the
best-selling items where consumers
benchmark you, making it an ideal
tool for prospecting or fending off the
competition. The Contract Flyer features
a blend of popular branded and
proprietary items.
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Digital Publications

Up your publication game by featuring
your catalogs and flyers on your website
with Evolve™ Digital Publications. This is
an ideal tool to use with customers who
no longer desire print publications but
who still enjoy the shopping experience
associated with traditional print vehicles.
These digital publications include links
to manufacturer special offers, videos
and rebate forms. A mobile or PC
experience is delivered, based upon the
user’s device. Customers can browse
your publication as they would with a
print catalog, zoom in and even submit
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an order via email. Looking for an even
greater level of automation? Integrate
your publication with your website
storefront to enable your customers to
go from your Evolve publication to your
shopping cart.
You can also have your very own
customized Catalog App. Equip your
tablet-enabled sales team with app
versions of the Full Line, Furniture,
Lorell® and Facility, Breakroom and
Safety Catalogs. Invite your customers
to download your app as well. Apps
are available for both Apple and
Android devices.
Do you ever need to quickly, easily
and economically build a custom
contract catalog to support a specific
account or a mini-catalog to pursue
a particular vertical market segment?
Now you can with an exciting new
Evolve Custom Catalog Builder
enhancement to the Evolve program.
Participants in the Evolve program
can upload an Excel file of product
numbers, choose from several design
and format options and in a matter
of minutes, download a print-ready
custom PDF catalog to support their
sales and marketing objectives. You
can even have a digital version created
for website visitors.
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Additional Tools Exclusively
for Advantage Members

Available exclusively to dealers
who participate in SPR’s Advantage
program, the Business Development
Toolkit (BDTK) provides an additional
library of assets to support your
company’s business development
efforts. The BDTK offers a wealth
of customizable tools like business
letters, e-mail templates, PowerPoint
presentations, sell sheets, web
images, product groupings and private
brand logos to help you define your
company’s unique selling proposition
and reinforce your brand. Just
download assets, customize and reach
your market with effective messaging.
Another marketing tool available
exclusively to Advantage members
is Create-a-Flyer2™. CAF2 is the
ultimate “on-the-fly” custom promotion
builder—great for prospecting or
driving sales with existing customers.
PDF, PPT and HTML output options are
available. Choose a theme, select your
products, set your sales prices and you
can reach your market with an effective
message. What could be easier?
CAF2 includes all S.P. Richards’
inventoried items as well as
FurnitureAdvantage™ and Keurig®
items and features exceptional
search functionality and custom
upload capability. Choose from
themed categories and hundreds
of header options, or add your own!
Manufacturer special offer coupon
blocks are added quarterly.

Tangible Touch Points

Show customers you value their
business and make a great first
impression with beautiful four-color
Customer Appreciation Boxes. Fill
them with samples, treats, catalogs,
ﬂyers and corporate marketing
materials to say “thank you” to existing
customers or introduce yourself to new
ones. Choose from Office Survival Kit
and Thank You themes.
Today’s cost-conscious consumers
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are looking for quality and savings
when it comes to the office products
they use every day. The Business
Source® brand delivers just that.
Business Source provides your
customers with products equivalent
in every way to name brands except
for one thing... the price. Introduce
your existing and potential customers
to this brand with Business Source
Sample Boxes. Boxes come
pre-packed with a selection of
Business Source products and a
Business Source promotional sheet.
Give your customers an attractive
Imprinted Calendar with an American
Landscape or Cute Puppies
theme. These calendars show your
appreciation while keeping your name
front and center throughout the year.

Business Support

Utilize our Direct Mail Services so you
can focus your organization’s energy
on sales and follow-up activities. Just
provide us your mailing list and leave
the distribution of your catalogs and
ﬂyers to us.

Margin Management

The MyAnalyst™ world-class suite of
business analytic tools utilizes market
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intelligence to help you see what your
customers are buying, which products
and categories are inﬂuencing your
profitability and where you can make
information-based decisions to drive
additional business and increase
profitability.
MyAnalyst couples the world’s
leading B2B pricing software with
the industry’s most comprehensive
pricing intelligence to deliver
unparalleled business analytic tools
and guidance to S.P. Richards
Company’s Advantage dealers. This
software aggregates 4.7 billion actual
sales transactions annually from
independent resellers to commercial
businesses. These price points are
used to create 13 consumer matrices
designed to support your pricing
strategy and enable you to find the
optimum balance of competitive and
profitable pricing. BidPro™ simplifies
the bid process by cross-referencing
competitive numbers for bids and
providing higher margin substitutions.
Finally, a combination of two analytics
tool provides you with a suite of
powerful reports to draw upon as
well as an integrated CRM and a
professional Customer Business
Review tool.
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Training & Education

You and your sales team have
unlimited access to online learning.
Whether it is basic industry information,
niche or vertical market opportunities,
product information, sales process or
skill development, we have the tools
and resources to support you.
S.P. Richards has recently added
two new platforms for disseminating
product information to your sales
teams. PinPoint™ is a virtual showroom
that lets your customers see where
the products you sell fit into their
work environments and links to all
of the rich content available from
SearchPro™. PinPoint can help you
start conversations about products and
categories your customers may not be
aware that you carry, positioning you
as a one-stop solution for their needs.
OnPoint™OnDemand is an effective
way to train your sales staff on the next
profitable business trend: Facility,
Breakroom and Safety (FBS) products.
Accessible 24 hours a day, your staff
can learn about the products that will
generate those profitable returns for
your business. These training modules
will cover everything from FBS 101 to
product-specific information such as
The Purell Solution. Your staff will gain
the expertise they need to feel more
confident selling these products to
your customers.
If you are looking to fine-tune
your sales strategy, boost sales
effectiveness, improve sales
leadership or simply introduce or
reinforce selling skills, the IDGrowth™
Advantage Dealer Sales Vault is the
tool for you. The Sales Vault has been
designed by executive coach and
trainer Krista Moore and K.Coaching,

NOVEMBER 2018

Inc. exclusively for S.P. Richards’
Advantage Dealers. It offers an
extensive collection of industry-specific
sales, sales management and
sales strategy training for business
owners, sales leaders, sales reps and
marketing staff. The platform features
a “go-to” guide for training on relevant
topics, personalized, role-specific
learning dashboard, and on-demand
courses with bite-sized lessons,
many featuring video. All courses
are mobile-enabled. Additionally, the
site includes a Resource Center with
industry-specific articles, worksheets,
podcasts and scripts.

Dealer Services Internet Portal
Dealer Services is your one-stop
information resource for product,
pricing, program, inventory, order
management, shipping, tracking, and
much more—www.sprdealerservices.
com

Product Information

• Enhanced product search
capabilities for fast and intuitive
results
• Detailed product information
including pricing and item
specifications
• Hyperlinked data provides
user-friendly information access

Inventory & Pricing
•
•
•
•
•
•
•

National stock check
Dealer price check
Dealer pricing programs
Price file download
GSA file download
Item change summary
Advanced Shipment Notification
(ASN) and Carton Content Detail

INDEPENDENT DEALER

Order Processing, Tracking,
Delivery & Returns

• Advanced parcel tracking
• DeliveryPro™ Courier Locator
• Purchase order entry, confirmation
and reprint
• Sales order detail
• Invoice detail
• Daily manifest
• Invoice/Credit lookup
• Credit detail
• Return Authorization detail, status
and reprint
Dealer Services makes it easy to find
sales, marketing and training resources
all in one place.
• MarketingOnDemand™ Portal
o CampaignAdvantage™
o PresencePro™
o Integrated Marketing Campaigns
• Advantage Online Tools
o Create-a-Flyer2™
o Business Development Toolkit
o DGrowth™ Advantage Dealer
Sales Vault
o MyAnalyst™

Use All of the Tools at Your
Disposal

Whether you view your biggest
competitor to be Amazon, a national
chain or simply the digitization
of seemingly everything these
days, you need to capitalize on
every opportunity to make a great
impression with your customers
and prospects. Critically assess the
things you do well as an organization
and go after customers who value
those things. It is vital that you learn
to use all of the tools at your disposal
to up your competitive game. And
don’t forget about the ultimate secret
weapon that S.P. Richards offers to
the IDC: our experienced, talented
and dedicated account managers,
business development managers and
directors of sales. Together, we will
continue to overcome challenges and
develop strategies for success!
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STRATEGIC PASSION
By Krista Moore

Over the years, I’ve had the pleasure
of working with some of the most
innovative, dynamic and successful
sales organizations. Now, I want to
share with you what I see as their
common key ingredient.
Nothing great in this world has ever
happened without passion. Whether it
is a walk on the moon, a new invention
that changes the course of our lives or
winning that next big deal, passion is
there. Heck, even a one-year-old trying
to walk has passion!
Many of the successful business
owners and leaders I worked with
definitely had passion. They had
passion for their business, their family,
their employees and passion for their
cause. But those leaders who were
able to turn their vision into reality
for their companies have an extra
ingredient that makes the difference
between winning and losing. It is what I
call strategic passion. Former GE CEO
Jack Welch has a wonderful saying that
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I think of often: “Great leaders create
a vision, passionately own the vision
and relentlessly drive that vision to
completion.”
When there is strategy without
passion, execution doesn’t happen.
When you have passion without
strategy… well, you just have passion.
I learned strategic passion at
a very young age. I grew up in a
small coal-mining town in Western
Pennsylvania. My family owned
Freddie’s Inn, the local tavern, and
we lived in an apartment above it. My
father loved his family, his country
and his community, but he was
PASSIONATE about his customers.
When the coal miners arrived in the
morning after a long night of work, he
would have a shot and a beer ready
for them, while he prepared them
breakfast in the kitchen. He respected
them, wanted to see them smile
and brightened their day with his
infectious, positive attitude.
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I remember one day running through
the bar in the morning to catch the
school bus and it was empty, it was
dark and there was no one there. I saw
my father sitting alone in the corner in
a booth, with his hand on his head. He
had been crying. I had never seen him
that way. When I approached him, he
said to me with tears in his eyes, “The
coal mine is shutting down. We may
need to sell Freddie’s.” I remember
trying to be positive like he always was
and I said, “No we won’t, we can do it,
we can figure this out.”
It was at that moment, he turned over
the paper placemat and unbeknownst
to me, we began collaborating and
brainstorming. He drew two lines
and divided the paper into three
columns. In the first column, we listed
all the ideas we had to bring in new
customers and attract people outside
of our small town. The second column
was what we could do to ensure that
when customers came, they would stay
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longer and spend more money while
they were there. The third column
was ideas to keep customers coming
back and bringing their friends and
family. That’s the day I first saw
strategy and passion meet.
The next week, we had jazz music
in the backroom at Freddie’s. We
started theme nights that attracted
new and different customers from
neighboring towns. We expanded
our menu to include more than just
pizza and chicken wings. We started
delivering pizza to the local university
years before Domino’s ever dreamed
of it; selling over 300 pizzas a night.
My father saw a need for a
community events hall and nightclub,
so eventually, he added a banquet
room, with a stage, running water
wheel and a large fireplace. And he
built all of it with his own hands from
my grandfather’s barn beams and a
heart full of passion. Over the years,
I saw him transform this dive bar
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into one of the most popular wedding
venues in Western Pennsylvania.
This pivotal event gave my father the
opportunity to take his passion for his
customers, his family, his community,
and wrap a business strategy around it.
The results were astounding. He loved
what he was doing, which attracted
even more new customers and
served as a role model for me and an
understanding of what is possible when
you have strategic passion.
Later in life, I found myself applying
these lessons as a young sales
professional and as a sales leader
for multimillion dollar companies. The
“back of the placemat” thinking and
strategy design is in essence what we
teach other leaders and businesses
at K.Coaching today. This strategy
creation is what we call building a
Go-to-Market CPR Strategy. The C
is Conversion—how to attract new
customers. The P is Penetration—
selling more to existing customers and
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the R is Retention—creating loyalty
and having those customers come
back for more. When you have all
three executed simultaneously with
passion, you will have sustainable and
outstanding business growth.
Understand your own passion.
What is driving you to succeed? What
motivates and inspires you to give it
your all, every day? Then get strategic
and wrap a well-designed, actionable
CPR plan around that energy. Strategic
passion is the magic combination that
separates the winners from losers.
Which group do you want to be part of?
Krista Moore is president of K.Coaching,
Inc., founder of IDGrowth Solutions and
creator of the IDGrowth Sales Vault, a
learning management system utilized
by hundreds of independent dealers to
enhance their sales strategies, training
and leadership development. For more
information, visit the IDGrowth web site
at www.idgrowth.com.
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WHAT
ARE YOU
WORKING
FOR?
By Troy Harrison

It’s a common maxim in business
and in sales that we get what we ask
for. That’s not true, at least normally.
The truth is that we get what we work
for. I’m not talking about working
HARD—we all do that. Nor am I talking
about working SMART, because
that’s a term that can be interpreted in
many different ways. I’m talking about
working INTENTIONALLY and with the
end in mind. That’s what successful
business owners and managers do.
Many times I talk to business owners
who may not be getting what they ASK
for—particularly in sales—but they
are getting what they WORK for. This
came to mind recently when I talked
to a business owner who has been
through three sales managers in the last
five years. He was complaining that he
couldn’t find anyone who really was able
to develop salespeople but instead, he
gets sales managers who focus their
time on selling. This wins business but it
doesn’t make the company better.
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In going through his past hiring
efforts—from ads to interview
questions—I quickly realized that he
might not be getting what he asks for
(he does ask for a sales manager who
develops people), but he gets what he
works for. He recognizes that the core
of sales management is developing
people but when it comes time to
interview and hire, he focuses on
candidates’ sales ability and the time
they spend closing sales.
Worse, his entire company culture
is centered around selling and
sales ability as the measurement of
the worth of a sales manager. His
salespeople constantly consider
themselves to be in a sales ability
contest with the manager and the
sales manager is evaluated in part on
the number of deals he helps close.
The compensation is heavily weighted
toward individual production. Now I
ask you—in this environment, what
would you do? Would you focus on
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developing salespeople or would
you build your own individual sales
production? I think we know the
answer to that one.
Or, consider another business
owner whose company sells both
reconditioned machines as well as new
ones. When confronted with a low price/
profit opportunity (which is a separate
issue), the salespeople will lean toward
selling a reconditioned machine
rather than a new one. Why? You’ve
probably guessed it—they make more
because they can generate a higher
profit margin for the company and their
own commissions with a reconditioned
machine. No problem, right?
Actually there’s a significant problem.
The sale of a new machine is much
more valuable to the company—they
get rated on the sales of new machines
by the manufacturer and they get
rebates. Reconditioned machine sales
actually work against them with their
manufacturers. Yet, they still need to
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have reconditioned machines available
for their customers.
Again, he’s getting what he works for
(or in this case, pays for). The obvious
solution is to change the compensation
structure to compensate salespeople
based on the value of the sale to the
company, which in this case is not
necessarily the gross profit.
In both of these cases, the business
owner was doing what’s common in
their respective industries but not what
matched up with their company’s goals.
They were certainly working hard. Some
in their business would say that they
were even working smart (admittedly,
I wouldn’t). But what they definitely
weren’t doing was working intentionally
and with the end in mind. To do those
things, you have to take a global,
strategic view of your sales program.
Start with your eventual goals for
the company. How do you want your
company to progress? Define your
goals for growth and profitability.
My favorite measurement, by the
way, is profit dollar gain year-over-year.
I like that number because it’s the only
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thing you can spend. You can’t spend
top line sales or profit margin, but if
you make $100,000 more this year
than last, you have $100,000 more you
can actually spend (or save, if you’re
responsible like that). Define where you
want your business to go.
Next, break it down. How do all
the pieces fit together? How many
salespeople do you need in order to
achieve those goals and what level
of performance do you need them to
have? Define your gaps and figure out
how to fill them.
Next, define your KPIs (Key
Performance Indicators) for every
position. Are your KPIs matching up
with what you need from the position?
If your sales manager is really a “super
salesperson,” is that what you need
from that position? If not, you need to
retool your KPIs and match them up.
The point is to align all your goals
and KPIs with your needs then work
toward them with a laser focus. In the
first case we discussed the solution for
the business owner was to retool his
hiring process to discover soft skills
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in hiring and then hire based on that.
Once that’s done, the compensation
and evaluation structure needs
to be aligned with the manager’s
achievement in management and
development, not sales production.
Finally, the salespeople need to be
led to understand that the manager’s
job is not to sell, but to foster their
development. Further, lead by example
to show that everyone can learn and
improve and that the salespeople aren’t
competing with the manager.
All that will be hard work. But it will
also be intentional and I have a feeling
that my manager friend will get not only
what he’s looking for, but what he’s
WORKING for!
Troy Harrison is the author of “Sell
Like You Mean It!”, “The Pocket Sales
Manager,” and a Speaker, Consultant,
and Sales Navigator. He helps
companies build more profitable and
productive sales forces. To schedule
a free 45-minute Sales Strategy
Review, call 913-645-3603 or
e-mail Troy@TroyHarrison.com.

PAGE 53

Winner’s Circle CONTINUED FROM PAGE 4

NOT A SUBSCRIBER?
Sign Up Now
NOT AN ADVERTISER?
Start Next Month
GOT AN ARTICLE IDEA?
We Want To Hear About It.
Call Rowan
703-531-8507
NOVEMBER 2018

INDEPENDENT DEALER

PAGE 54

