
MAY 2019
Furniture sales are likely 
to continue strongly for 
the near future. 
With that in mind, 
make sure your 
furniture efforts 
are primed and 
ready to go

https://www.idealercentral.com/Home


MAY 2019 INDEPENDENT DEALER PAGE 2

Winner’s Circle CONTINUED FROM PAGE 4

Rowan McIntyre
rowan@idealercentral.com

EDITORIAL

It was 40 years ago in April that Fireside Office Products dba: Fireside 
Office Solutions officially opened its doors in Bismarck, North Dakota. 
The dealership was founded by Bill Whalen and Al Gallagher, who 
had left Gaffaney’s Office Supply in Grand Forks and moved to 
Bismarck to start their own business.

“When they started it was office supplies, calculators and 
transactional furniture,” said Chris Whalen, Bill’s son and the current 
president. “It started with just the two of them,” he adds. Today, 
Fireside has 47 full-time employees. 

In 1979, there were several independent dealers in 
Bismarck,including OMF Office Machines and Furniture and 
Woodmansee’s Office Supply, which Fireside acquired last April. “We 
gained office supply customers; surprisingly there was little cross 
over,” said Chris. In 1985, Bill and Al purchased Gaffaney’s Office 
Supply from Jim Gaffaney and in 1990 opened an office in Fargo.

Fireside originally had office supplies displayed in the showroom 
which attracted a certain amount of walk-in traffic. “We removed that 

This month’s news pages bring us two stories in 
particular that follow up on previous reports, with 
very different end results.

Both stories are to do with consolidation and 
both were pretty well received by most in the 
industry when they were first run.

Firstly, let’s deal with the consolidation of the 
dealer groups (see page 14). This was perhaps 
the one that came as more of a surprise when it 
was announced, despite the fact that it had been 
mooted many times in the past.

It seems the boards of TriMega, Independent 
Suppliers Group and Pinnacle have managed to 
iron out any potential differences and agree to 
a merger that they claim will lead to “immediate 
and significant benefit to all shareholders”, while 
still “providing all of the existing programs and 
services currently offered”.

In these days of squeezed margins and 
increased predatory behavior by Amazon and 
the Big Boxes, that can only be a good thing for 
independents and, while it would be true to say 
the different groups have been competitors in 
the past, it is admirable that they have put their 
members’ interests first on the road ahead.

Which makes it all the sadder that the wider 
industry has been unable to find a way to make 
the proposed Industry Week event work (see 
page 16). BSA president Barry Lane and the 
various steering committees have worked very 
hard to try and bring a unified show and meeting 
to fruition—with the intention of saving time and 
money at all levels of the office products world. 
While it remains unclear as to just where the plans 
fell apart, it hopefully won’t be too long before 
those differences are also set aside for the good of 
the industry as a whole.

After 40 years the growth continues 
at North Dakota-based Fireside 
Office Products
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Two-time Olympic gymnast Jonathan Horton has become 
an advocate for Houston-based independent Buy on 
Purpose. Buy on Purpose donates 50 percent of its profits 
to fight human trafficking, provide clean water and promote 
adoption and child care. 

Horton was a 2008 silver medalist on high bar, 2010 
world all-around bronze medalist and two-time U.S. 
National All-Around Champion. Currently he is a regular on 
American Ninja Warrior. 

“Here in Houston human trafficking is a big problem 
and it is good to know there is a company out there doing 
everything it possibly can,” said Jonathan, who is featured 
on the Buy on Purpose website. “They 
are here for a bigger purpose 
beyond the products they offer.” 

Since its founding, Buy on 
Purpose (formerly EIS Office 
Solutions) has been committed 
to helping society’s most 
vulnerable. “The Buy on 
Purpose brand is attractive 
to those young and old 
who are driven by serious 
social justice issues,” 
said Simon Lee, 
founder and president. 

The recent acquisition of Columbus Paper and Copy 
Supply by Office City Express has resulted in new sales 
opportunities and a new direction for the established 
Delaware, Ohio dealer. “We took over Columbus Paper 
and Copy Supply on March 1,” said Michelle Ives, vice 
president of sales at Office City Express. “They had a 
furniture showroom in downtown Columbus, and we are 
refreshing that.”

Office City Express took over the Columbus Paper 
business which had sold high-end and specialty 
papers in large quantities to law offices and other big 
companies. “We had been the supply arm for Columbus 
Paper for more than a dozen years,” said Michelle. 
When Columbus Paper sold office supplies to a paper 
customer Office City Express would fulfill the office 
supplies portion of the order.

The acquisition also included The Expert Office division 
of Columbus Paper, which sells furniture. A Showroom 
Refresh Sale was held during the last full week of April to 
clear out some of the furniture to make room for the Lorell 
line. “The sale was successful in that it gave us room to 
re-carpet and then bring in the furniture that we have for 
them,” Michelle said. 

The business will remain as Office Expert and has been 
established as a woman-owned business and a sister 
division to Office City Express. With this new identity 
Expert Office will pursue minority business set asides 
from local governments and other organizations. 

Winner’s Circle CONTINUED FROM PAGE 2

Ohio dealer Office City Express 
acquires dealer in nearby Columbus

area of the showroom about a decade ago and converted 
to a mostly stockless operation,” Chris said. “We still stock 
a few items in the warehouse but walk-in traffic has virtually 
been eliminated.”

During the early 1980s, Fireside entered the contract 
furniture business and became a Haworth dealer before 
switching alignments later in the decade to Steelcase. 
Furniture sales are supported with a working showroom that 
showcases the wide range of available products including 
individual offices, architectural walls, conference rooms, 
lounge spaces, seating and more. 

In the early 80s the business expanded and started to 
sell word processing systems produced by NBI. Word 
processing led to personal computers and Fireside began 
selling brands such as IBM, Compaq and Leading Edge. 
Today, Fireside is a certified Hewlett-Packard sales and 
service provider. 

Also in the 80s, Fireside began its own copier sales 
operation. “We started as a Mita dealer and then Mita was 

acquired by Kyocera,” said Chris. “Now we’re a Kyocera 
dealer.” He suggested that Bismarck might be oversaturated 
with copier dealers, which might help identify the next 
acquisition target. 

Further diversification occurred in 2004, when Fireside 
acquired LTM, a local records and document management 
systems company. “The owner had worked for us back in 
the 80s and left to start the business,” said Chris. Fireside 
continues to provide record scanning and converts paper 
files to digital records and then destroys the paper files. 

There are three furniture dealers in the Bismarck area 
and Chris said that Fireside probably leads in furniture 
sales. Furniture is a primary focus at the firm and last year’s 
Woodmansee acquisition came at the ideal time to energize 
supply sales, which increased more than 50 percent last year. 

Continued success for Fireside Office Solutions 
depends on growth in the economy and the success of 
North Dakota businesses. “Right now, as a state we are 
doing well” said Chris.

»

Olympic gymnast Jonathan 
Horton becomes advocate for 
Buy on Purpose, Houston 
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Paint Downtown was a successful promotion run by Carrollton Office Supply in 
Carrollton, Kentucky, in early April. “We partnered with another local business 
called The Homestead Antiques that provided the paint and we provided the 
pallets,” said Cassandra Southworth with Carrollton. 

The event was developed as a way to generate foot traffic for downtown 
Carrollton and entice 
people to shop locally. 
“Getting people to come 
downtown exposed them 
to different business in the 
area including Carrollton,” 
said Cassandra. “The 
event was a definite 
success; people are 
already asking when the 
next one will be.”

Stencils for the signs 
were provided by 732 
Here’s Your Sign, also 
owned by the dealership. 

Kentucky dealer Carrollton Office Supply 
runs successful ‘Paint Downtown’ Promo

Core Office Interiors, Austin, Texas, was created 
through the merger of three furniture dealerships 
in South Texas late last year. Nick Williams 
acquired Furniture for Business with a partner last 
year and merged it with Austin Business Furniture. 
“Then at the beginning of this year we purchased 
the Contract Resource Group in Houston from HNI 
Corp.,” said Nick.

“We ended 2018 by merging the three 
companies to form CORE Office Interiors,” said 
Nick. The expertise of the new organization is 
represented by longevity of its components. 
“CRG has been around for 30 years, Furniture for 
Business has been around since 1997 and Austin 
Business Furniture was started in 1986,” Nick 
added.

“CORE brings people together and inspires 
creativity through the transformative power of 
bold furniture design with aesthetics that lead the 
marketplace,” Nick said. Following the merger, the 
expectation was for rapid growth in South Texas. 

Three Texas dealers 
merge to form CORE 
Office Interiors

»

Tennessee dealer A-Z Office Resource 
celebrates driver appreciation week
April 22 to April 26 was driver appreciation week at A-Z Office 
Resource, Antioch, Tennessee. The dealership took that time to 
recognize its hard-working drivers and to honor several of them with a 
special highlight on the dealership’s Facebook page. 

One driver recognized for his service was Jody Lunn, who has 
been with the dealership for 12 years and according to AZOR has too 
many compliments from customers to count. Also gaining recognition 
was Gary “Sprout” Cheek with the Knoxville branch, with 16 years on 
the job and Jerry Robinson more than 18 years.

Jody Lunn, a driver for A-Z Office 
Resource, Antioch, Tennessee, was 

recognized for his outstanding service. 

RJE Business Interiors in 
Indianapolis received a Best in 
Show award at the IIDA Indiana 
chapter IDEA Awards 2019 event. 
The award was presented for 
the dealership’s partnership with 
American Structurepoint on a 2018 
headquarters project for CEDIA, a 
technology trade organization based 
in Fishers, Indiana.

Erika Earl, RJE account executive, 
was the lead on the project and she 
partnered with Kaitlyn Barrett, interior 
designer, formerly with American 
Structurepoint and now with Parallel 
Design Group. 

RJE Business 
Interiors, Indianapolis, 
receives IIDA IDEA 
Best in Show
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For the second time, McCartney’s, Altoona, Pennsylvania, worked to raise 
funds for The Giorgio Foundation, a nonprofit whose mission is to help fight 
Neurofibromatosis Type 1 (NF1). The fundraising resulted from a sponsorship 
and participation in the Second Annual Office Madness event, which took 
place in early March. 

Office Madness featured a variety of team challenges loosely related to 
office work, including task chair races, rubber band shoots and advanced box 
carrying. Close to 40 teams participated according to Randy Green, president 
at McCartney’s. 

“We are always doing things in the community and whether we support 
things financially or we actively participate with our employees, there is always 
something going on,” Randy said. 

Pennsylvania dealer McCartney’s goes 
all in for charitable event

One Workplace, Santa Clara, 
California, has acquired United 
Corporate Furnishings, said to be 
Sacramento’s premier furniture 
dealership. The acquisition 
complements One Workplace’s growth 
strategy to serve the entire Northern 
California region.

UCF was founded in 1989 and 
acquired by Mark Hoag in 1992. Since 
then, the company has served the 
greater Sacramento region by offering 
clients a blend of value-added services 
and products.

“We’re thrilled to welcome United 
Corporate Furnishings to the One 
Workplace family,” said Mark Baker, 
COO. “It’s a company founded on 
many of the principles we share.” 

One Workplace announced that the 
name United Corporate Furnishings will 
be retained and the entire UCF team 
will continue to engage with customers. 
Mark Hoag will remain as president 
during a transition period.

California dealer One 
Workplace acquires 
United Corporate 
Furnishings 

The March Madness promotion 
developed by Wilson Office Solutions, 
Paducah, Kentucky, took a sporting 
event familiar to almost everyone and 
combined it with a contest that offered 
great prizes. The result was a winning 
promotion that attracted 160 entrants. 

The promo announcement came just 
before the tournament got underway 
on March 21. To start, Wilson Office 
Solutions reached out to local 
business people for sponsorships. 
“Then we emailed customers, our 
main accounts first, to let them know 
about the promotion,” said Tori Elrod 
at Wilson. “Then it was posted on our 
Facebook page.”

Two groups of prizes were offered. 

Five random drawings were selected 
to receive Yeti tumblers, gift cards, 
nutrition programming and other prizes, 
while the other group of prizes went to 
the six entrants with the top brackets. 
“The top six winners got to choose from 

a list of prizes,” Tori said. Top prizes 
included a $150 Walmart gift card and 
a sit-to-stand workstation that Wilson’s 
donated. Winners were announced 
right after the championship game on 
April 8. 

Kentucky dealer Wilson Office Solutions scores with March Madness Promotion

»

Box carrying with boxing gloves while balancing a tennis ball. 
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Arkansas dealer hosts 
successful customer 
appreciation event 
The way the day started it seemed that 
rain was going to spoil the planned 
Customer Appreciation Product 
Show for Arkansas Office Products, 
Jacksonville, Arkansas, on April 4. “It rained so much we thought 
people would have to come by boat,” said Steve Pawloski, president. 
But the rain stopped by 3:00 p.m. when the event started.

The show included more than 30 vendors with manufacturers’ 
representatives exhibiting products from Smead, TOPS, Hammermill, 
Zebra, Fellowes, Pentel, Domtar, HP and Nestlé among others. 
Representatives from S. P. Richards were also there with two tables, 
one for janitorial products and another for breakroom.

Attendees entered the event by walking through the furniture 
showroom where reps were on hand from OFM and Lorell to welcome 
them. Then they went through the laser room and the print room to take 
in those capabilities, “Then they entered the warehouse where the other 
vendors were located,” said Steve.

“We had 150 people come and see what we do,” Steve added. 
“That’s a good number for us as we usually draw around 100.” When 
they see the support from so many vendors they realize that Arkansas 
Office Products is not such a small company, he added. 

King Business Interiors, Grandview Heights, 
Ohio has acquired Workspace Environments, 
an installation specialist company, and 
integrated the service with the rest of its 
operation.

Prior to the acquisition, King Business Interior 
had no in-house installation capabilities; 
when the need arose it would partner with 
independent contractors to move and install 
new offices. 

“We had no installation team in-house 
before, but we needed one,” said Darla King, 
president. The two companies have worked in 
parallel for close to 20 years and in recent years 
teamed up frequently.

Will Easterday, owner of Workspace 
Environments, is now director of operations for 
King. He said furniture demands in today’s more 
flexible working environment are changing.

Office spaces are getting smaller and more 
dynamic as standing desks and collaborative 
spaces become the norm.

In Ohio King Business Interiors 
acquires installation company

ORGANIZED ENVIRONMENTS  
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SECRETS of success
OPACS, Mesa, Arizona 
It took 28 years for OPACS in Mesa, 
Arizona, to generate its first $100,000 
furniture order. That was close to two 
years ago and since that time owner 
Travis Kimmel has reoriented his 
approach and made furniture a much 
more important part of the business. 

“One of our supply salespeople 
found the opportunity and positioned 
us to be considered,” Kimmel said. 
That order came as a revelation 
and Kimmel realized that furniture 
presented a strong opportunity for 
growth. “We believed there was a 
bigger opportunity out there from our 
customer base,” he says. “Then we 
started to actively look for a furniture 
specialist.”

After such an expert was added 
to the team, salespeople could 
tell a different story. If customers 
demonstrated an interest or need 
for furniture the specialist could be 
brought in. “Our ability to land furniture 
projects ramped up quickly,” he adds. 
“Yes, it took 28 years to get our first 
large furniture sale but in less than two 
years since we’ve been able to close 
about a dozen projects of similar size.”

The dealership’s move last summer 
from Scottsdale to Mesa went a long 
way toward supporting the growing 
furniture sales effort. The new 
facility includes a 9,000 square foot 
warehouse and another 4,000 square 
feet for a working showroom. 

The open presentation in the 
new working showroom offers a 
considerably different appearance 
to that found at the dealership’s 
former site. “We were always more 
of a back-room operation and never 
wanted clients to come to see our 
office,” says Travis. “This is quite 
different.

“Our office supply reps have a new 
confidence to talk to their customers 
about furniture opportunities,” 

says Kimmel. “And they have 
reinforcements who can come 
with them and intelligently speak 
the language.” The next planned 
development is to bring in an additional 
designer.

A new web presence also was 
launched to support the newly 
established furniture offering—Arizona 
Corporate Interiors. To fully establish 
its furniture capabilities, OPACS 
recognized the need for a furniture-only 
website. “We don’t hide the fact that it 
is part of OPACS but we felt the need 
to market furniture under a different 
name,” says Kimmel. 

The launch of this second site has 
called attention to the need for further 
development work on the office 
products website. The technology in 
use at OPACS has reached the end of 
its useful life and Kimmel has realized 
that this year he will most likely have 
to make a change. “That is definitely 
one of our priorities to move off that 
platform,” he says. “We are going to 
look at a few options.”

In addition to furniture, the 
OPACS has also found new 
opportunities in break room, 
janitorial supplies and print 
and promotion. Over the past 
few years these categories 
have accounted for most of the 
growth at the firm but supply 
sales have stayed steady. 
The other categories offer 
better margins but it was office 
products that established the 
business and the category still 
shows life. 

Big-box competitors 
continue to cut expenses and 
customer-facing overheads. 
“That makes it easier than 
ever to differentiate ourselves 
from them,” says Kimmel. Smaller 
customers opt for the perceived ease 

Key management team 
members: Travis Kimmel, Donna 
Kimmel, owners.  Mark Turkovich, 
sales manager
Products carried: Full line office 
products. Furniture: Trendway, 
9to5, Maverick Desk
Year founded: 1988
Annual sales: $7 million
Number of employees: 18
Key business partners: SP 
Richards, TriMega, Trendway, ECi
% of total sales generated  
online: 75%
www.opacs.com
www.azcorporateinteriors.com

of ordering from Amazon, but more 
mid-size customers have transitioned 
back to OPACS because they 
appreciate the hands-on customer 
service and the benefits of being able 
to get a live person on the phone. 

The independent identity is one of 
the strengths that OPACS brings to all 
its operations in the Phoenix market. 
“I think it is more crucial than ever to 
offer people a different choice in the 
marketplace,” says Kimmel. “I don’t 
believe that everybody out there wants 
to do business one way.” 

Mark Turkovich, sales manager (left); Donna 
Kimmel, owner; Travis Kimmel, owner (right).

http://www.opacs.com
http://www.azcorporateinteriors.com
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If you have news to share - email it to  
news@IDealerCentral.com

»

The General Services Administration 
(GSA) and the Office of Management 
and Budget (OMB) have issued their 
Phase 2 implementation plan for the 
use of commercial e-commerce portals 
for U.S. government purchases.

The plan was originally due to be 
submitted to Congress in March, 
but was delayed due to the recent 
government shutdown. It has now been 
published, however, with GSA outlining 
how it intends to begin testing this 
Commercial Platforms Initiative via an 
initial proof of concept (POC).

While GSA says it has listened 
carefully to various stakeholders in 
the past few months, this latest report 
shows that the POC will be based on 
some of the controversial proposals 
made at the end of 2018, that some 
feared would give Amazon an upper 
hand.

Notably, the GSA will begin the initial 
POC with an e-marketplace model, 
although it said it will “continue to assess 
opportunities to leverage the benefits 
of the other commercial e-commerce 
portal models”, namely e-procurement 
and e-commerce platforms. The 
government agency also stressed that 
the POC would be a multiple award that 
involves more than one e-commerce 
marketplace.

In order to “drive adoption and 
mitigate risk”, purchases made through 
the marketplaces will be limited to an 
amount known as the micro-purchase 
threshold (MPT). However, the GSA 
will ask for legislation to be changed to 
raise the MPT from its current level of 
$10,000 to $25,000.

“GSA has received valuable feedback 
from a wide variety of stakeholders 
throughout this process and we look 
forward to continuing our work with our 
partners in Congress, industry, and 
across federal agencies as we move 
towards an initial proof of concept,” said 
GSA Administrator Emily Murphy.

“By creating a modern buying 
experience for commercial items, 

GSA will reduce the burden on 
small businesses and our customer 
agencies. Ultimately, this will create 
greater value for taxpayers.”

“Unfortunately it seems apparent 
that GSA is intent on setting the federal 
table for Amazon,” commented NOPA 
president and CEO Mike Tucker. “The 
feedback they’ve received regarding 
the concerns of small business and 
mandatory source programs like 
AbilityOne don’t seem to have made 
much of an impression. They intend to 
launch a ‘proof of concept’ by the end 
of the year that will give Amazon a GSA 
sanctioned role in government sales 
with literally none of the compliance 
requirements that other federal resellers 
have always been held to.”

An RFP (request for proposals) is due 
to be published in the next couple of 
months and GSA plans to launch the 
POC before the end of the calendar year.

GSA reveals 
its Phase Two 
portal plan

The proposed merger of three of the industry’s largest 
dealer groups is progressing with the boards of 
Independent Suppliers Group (ISG), Trimega Purchasing 
Association and Pinnacle Affiliates LLC approving a 
Memorandum of Agreement (MOA) outlining how the deal is 
likely to take shape.

The MOA addresses the major elements of how the final 
Definitive Merger Agreement will look and offers some 
specifics as to the structure of the as yet unnamed new 
entity (Newco), currently targeted for launch on July 1, 2019.

The new organization will be structured as a cooperative, 
with Trimega and Pinnacle merging into ISG, the surviving 
legal entity. Its board of directors will be comprised of 12 

Dealer groups provide merger update
individuals, four from each current group. It is understood 
that those individuals have already been named and 
approved by each group’s board. They began their duties in 
mid-April.

“Newco is committed to providing all of the existing 
programs and services currently offered by the three dealer 
groups,” said a statement from the chairs of the three 
groups, Tonya Horn (ISG), Bruce Eaton (Pinnacle) and 
Ian Wist (TriMega). “Substantial operational savings have 
been identified through the merging of three dealer groups 
serving approximately 1,000 dealers. However large or 
small the dealer, Newco is expected to provide immediate 
and significant benefit to all shareholders.”

mailto:news%40IDealerCentral.com?subject=
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The Business Solutions Association (BSA) has announced 
that Industry Week 2020 will not take place as initially hoped.

“As the industry is well aware, more than one hundred 
people have been working for the past year towards 
making a collective Industry Event a reality in 2020,” read 
a statement. “The overarching goal behind an ‘all-industry 
event’ was to reduce costs, eliminate duplicative 
meetings and optimize everyone’s resources in this time 
of unprecedented rate of change in our industry and 
marketplace.

“BSA concluded that, because of the inability to gain 
consensus, the industry being in a state of flux, and the 
unrealistic desire to sustain legacy events and programs 
by some stakeholders, the group is not able to take 
necessary steps (sign contracts, etc.) to make a 2020 
conference a reality.

“We are disappointed that despite the number of hours 
spent on this initiative and many industry leaders voicing 
their support for industry change, some are not supporting 
it for their respective organizations. 

“We will continue to evaluate and work on these issues 
and determine if a future event is achievable.”

Industry Week event will 
not happen in 2020

Industry News CONTINUED FROM PAGE 15

»

Following last month’s revelation in INDEPENDENT DEALER that the International 
Trade Commission (ITC) had re-opened its Section 337 investigation into Canon’s 
claims of mass patent infringement, the agency has now gone further and agreed to 
review both the summary determination of non-infringement awarded to respondents 
Aster, LD Products, Ninestar, Print-Rite, and The Supplies Guys, as well as the 
underlying order that gave rise to this determination.

“Canon maintains a wide array of intellectual property rights relating to its toner 
cartridge technology and will continue to enforce those rights against manufacturers 
and sellers of infringing products,” claimed a press release issued by Canon in 
response to the granted review.

“Throughout the development, sales and marketing process, Canon respects 
the intellectual property of other companies and individuals and expects others to 
similarly respect Canon’s intellectual property rights. Canon remains committed to 
pursuing legal enforcement against those who do not respect Canon’s intellectual 
property,” the release added.

As part of the review the ITC 
writes: “Parties are required file 
initial submissions in response 
to this notice by no later than 
May 20, 2019. Response 
submissions are due by May 
27, 2019. The parties should 
limit their initial and response 
submissions to 15 pages each.”

Read the full ITC notice here.

Canon granted review of patent 
infringement decision by ITC

IAI expands into 
Caribbean and 
Latin America
U.S.-based manufacturer rep 
group Institutional Associates 
(IAI) has appointed a 
father-and-daughter team to 
help its expansion in the Latin 
American and Caribbean 
markets.

Charles Forsythe and 
Joanna Guerrero will cover 
the Caribbean and Central/
South American regions 
respectively after joining the 
rep group recently.

Before IAI, Forsythe 
owned and operated his own 
dealership, Miami-based 
Office City, and Guerrero 
was the firm’s operations 
manager.

IAI CEO Peter Gebhardt 
described their appointments 
as “an exciting new chapter” 
for his organization.

Toytoy at the English Wikipedia

The U.S. International 
Trade Commission

https://www.usitc.gov/secretary/fed_reg_notices/337/337_1106_notice_05062019sgl.pdf
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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 letting Dealers 

 create, build, ship and invoice  
 BTS School Supply Kits for Elementary School Students 

JKILIES@CLASSKIT.COM 
866-723-6574 

New York-headquartered paper distributor JP Gould 
has appointed former chief operations officer Michael 
Trachtenberg as its CEO. 

Trachtenberg joined Gould Paper in 2007 and 
throughout his 32 years in the industry has worked in 
various sales and senior management positions. Prior to 
his COO role at Gould, he was EVP of International, based 
in the Gould UK office with responsibilities for the Price & 
Pierce operations in New York, Finland, the Netherlands 
and Asia, as well as Gould UK, Gould France and the 
Weiss/McNair harvesting equipment company.

“While this industry continues to transform, the one 
thing that remains constant is that the customer is 
paramount,” said Trachtenberg. “We will continue to 
demonstrate our value to our customers and suppliers 
through a broader offering of services, products and 
bespoke supply chain solutions.”

New CEO for JP Gould

S.P. Richards held its annual Supplier 
Summit and Heritage of Hope Golf 
Tournament at the Omni Amelia Island 
Plantation in Florida, attended by more 
than 350 industry vendors.

 The event added more than 
$400,000, a new record, to the 2019 
City of Hope campaign, which honors 
Brad Graves of 3M. 

 In addition, S.P. Richards recognized 

suppliers that make a difference to the 
success of its business and the success 
of its customers’ businesses. The full list 
of 2019 award winners is as follows:

 
Supply Chain Excellence: The Smead 
Manufacturing Company, Inc.
Innovation Excellence: Clorox
Marketing & Digital Excellence: 
Sanford Brands
Sales Professional of the Year: Moe 
Shafer, Harbinger National
Heritage Award: Hirsch Industries

“While we have many great suppliers 
and the decisions are always tough, 
this year’s winners were very deserving 
in all categories.” commented Jack 
R. Reagan, senior vice president of 
merchandising for S.P. Richards. 

“We were extremely happy with 
this year’s event. First and foremost, 
we raised another record amount for 
City of Hope and Brad Graves’ 2019 
fundraising campaign. Second, we had 
a great opportunity to share our future 
strategic vision with our key suppliers 
and our senior executive team was able 
to take the time to respond to questions 
and provide meaningful insight on a 
variety of topics.” 

S.P. Richards 
Vendor Summit and 
Heritage of Hope 
Golf Tournament 
raise record amount 
for City of Hope 

Industry News CONTINUED FROM PAGE 16

S.P. Richards president and COO  
Rick Toppin (left) with 3M’s Brad Graves

mailto:jkilies%40classkit.com?subject=
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Commercial office furniture and seating manufacturer 
AIS has donated nearly $700,000 worth of installed office 
furniture for the new Make-A-Wish Massachusetts and Rhode 
Island headquarters in Boston.

“As a supporter of Make-A-Wish for numerous years, 
AIS hopes that having a newly furnished office space will 
enhance the organization’s mission to provide life-changing 
wishes to children with critical illnesses,” said AIS president 
and CEO Bruce Platzman. 

“With our quest to fulfill the wish of every eligible child, 
it was time to move to a larger space,” said Make-A-Wish 
Massachusetts and Rhode Island chief executive officer 
Charlotte Beattie. “AIS was the first donor to support this 
vision, enabling us to more deeply engage staff, volunteers, 
donors, partners and the community in our wish granting. 
This transformational gift will guide our growth to the next 
level of impact in reaching more children.”

Meanwhile, AIS has also added two new members to its 
sales team in Southern California and the Midwest.

Todd Smith will take up the newly created position of 
territory manager for San Diego, California. He brings more 

than 20 years of experience in sales, business development 
and project management, most recently as a senior account 
executive for G/M Business Interiors in San Diego.

Also boasting 20-plus years in the industry is Sandi 
Vershay, who joins ASI as a new territory manager for St. 
Louis, Missouri and southern Illinois. Vershay most recently 
worked as a manufacturer’s representative for Lyons 
Company, LLC, where she managed sales to the dealer and 
A&D communities in Illinois and Missouri.

In addition, the firm has also recently received two awards, 
the Worcester Business Journal’s 2019 Manufacturing 
General Excellence Award and the MassHire North Central 
and Central Region Workforce Boards’ Growing and 
Readying Our Workforce (GROW) Award.

AIS donates nearly $700,000 in 
furniture to local Make-A-Wish 
chapters, adds to sales team

Georgia-based table manufacturer 
Special-T has been awarded a New York 
State contract in a number of categories, 
significantly reducing the length of the 
bidding process for all New York State 
agencies and other authorized users.

The contract, effective until February 29, 
2024, certifies that Special-T is a vetted 
and state-approved commercial table 
vendor in the conference furniture, general 
purpose table, library furniture, office 
furniture and school furniture categories. 

As a result, New York State authorized 
users can take advantage of this existing 
contract to expedite the procurement 
process. Special-T’s authorized dealers 
now also can specify Special-T products 
to NYS authorized users leveraging the 
OGS furniture contract. Additional details 
are available here. 

Special-T awarded State 
of New York contract

Visual display solutions manufacturer Claridge Products has launched a 
full-color catalog and product sample kit to coincide with the official launch of 
MIX, a brand-new line of customizable mobile and wall-mounted marker boards.

MIX was developed in partnership with Q Design, the product-design 
and development branch of Chicago-based Whitney Architects, and was 
created as a multi-purpose furniture line that also can be used for mobile 
space dividers, biophilic walls or acoustic solutions.

The MIX product catalog can be viewed and downloaded here and 
samples can be requested here.

Claridge launches catalog and sample 
kits for new MIX line

Industry News CONTINUED FROM PAGE 17

http://www.specialt.net/contracts/new-york-14
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ACCO Brands has expanded into the air 
purification market with a new brand called 
TruSens.

The product line up currently comprises 
three air purifiers for small, medium and large 
spaces. The devices feature a 360-degree 
filtration system from DuPont, ultraviolet 
sterilization and a separate air quality monitor 
called the SensorPod that transmits data to a 
color-coded display on the purifier. For more 
details visit the TruSens website.

Meanwhile, another of ACCO’s stable of 
brands has launched a new, fully automated 
laminator, the Foton 30. The machine’s 
system can auto-feed up to 30 letter sheets 
at a time and has sensors that automatically 
detect film thickness and provide precision 
cuts. To see some video of the product in 
action click here.

ACCO launches air 
purifier brand and 
new laminator

Power and data supply firm ECA by Dekko has launched Departure, 
a brand-new device-charging technology with USB ports and AC 
receptacles designed for beam seating in airports, bus and train 
stations and healthcare waiting rooms. 

Compatible with a variety of group-seating furniture designs, 
Departure delivers power, USB and USB-C capabilities. The product 
mounts to virtually any beam-seating structure: T-shaped, rectangular, 
square, triangular or round. Its arm-to-clamp design also retrofits to 
existing seating, with an under-mount option for installation under 
tabletops located between beam seats for shared user access.

Departure offers 12-amp duplex receptacle power only, or power 
combined with USB and USB-C. ETL Listed, it can be chained to the 
maximum number of units specified by the National Electrical Code. To 
avoid a tangle of power cords, multiple units can be connected from a 
single infeed. The Departure daisy chain system operates from a single 
plug, which can be conveniently accessed from existing floor or wall 
outlets with no power pole needed.

ECA by Dekko launches 
new power-supply 
technology for public 
area beam seating

Industry News CONTINUED FROM PAGE 18

https://www.trusens.com/
https://youtu.be/Tc-r1zqz2MM
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NOPA News
Raising your voice to a whole 
new level: NOPA storms 
Capitol Hill

»

Washington, D.C. has always been something of a minefield 
for people to maneuver. Today that minefield is more 
complex and it can be more difficult to get your voice heard 
over the noise that has taken hold of the nation’s capital. 
While this statement is true for most groups, I can’t say it 
applies to NOPA. Let me tell you why.

This year NOPA’s mission was to tackle the issue of 
Section 846, or GSA’s online marketplace (what some refer 
to as the Amazon marketplace). 

As an industry, we have seen up close and personal 
the impact GSA’s changes can have on our industry. 
We were told by Congress and others that the Federal 
Strategic Sourcing Initiative (FSSI) was the future of federal 

procurement—and so it was for all of five minutes. 
FSSI pitted our industry members against each other. 

Instead of creating a viable program, the government 
created a system that picked long-term winners  
and losers. 

We lost businesses because of FSSI. We saw  
once successful businesses struggle in recent years after 
having to spend valuable resources on technology and staff, 
only to have the rug pulled  
out from underneath them when the federal government 
stopped aggressively promoting and using the program. 

When NOPA’s annual Washington Fly-In got underway 
earlier this year, attendees found themselves facing even 
bigger stakes for the independent dealer and the industry as 
a whole. 

GSA’s new online marketplace has a chance to truly 
revolutionize the way the government buys goods and 
services. 

While most industries were on vacation or taking it easy in 
August of 2017, when the effort to create an online federal 
marketplace began, NOPA was fully engaged on Capitol Hill 
talking about what was, in essence, a proposed handout to 
Amazon and what it would do to the industry. 

After months of discussions, NOPA and our allies were 
successful in changing the final legislation to make it more 
competitive for our industry. Since then, NOPA has been 
working with GSA to ensure we have a voice and seat at the 
table when it comes to this new online marketplace. 

During this year’s Fly-In, NOPA dealers hit the Hill asking 
Congress to create an advisory commission that calls for 
constant input from impacted industries. As technology and 
buying habits change, GSA needs experts who can help 
them shape and guide critical changes to the marketplace. 

This would be no small task for any industry, but NOPA 
was up for the challenge. This was evidenced by our 
independent dealers and the responses they received from 
their congressional delegations. It was a successful fly-in 
due to the commitment from NOPA’s leadership, which has 
inspired a strong grassroots effort by its dealer members.

I’ve worked with NOPA for the past eighteen years and 
have watched how it operates its advocacy efforts very 
closely. When the leadership talks about “raising the level”, 
it’s not just a slogan, but a value proposition. NOPA has 
not been afraid to take on difficult issues over the years. 
It has not been scared off by the uphill climb that comes 
with passing meaningful legislation. It has a membership 
willing to engage and a leadership that is willing to lead by 
example. Success is built on this.

This year’s NOPA Washington Fly-In, in my opinion, may 
have been the best one yet. President and CEO Mike Tucker 
really impressed with his vision for the group and this event. 
Chair of the board of directors Charlie Kennedy worked the 

By Paul Miller
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room talking with NOPA attendees about the issues 
and answering tough questions about strategy, end 
game and our demands of each congressional office.  

The really impressive part of it all is how incredibly 
knowledgeable each of these individuals were about 
the issues at stake and the underlying congressional 
process, which after 25 years in this game, I still can’t 
figure out at times. 

What you saw during our day on the Hill was 
teamwork. You had an organization talking about 
a complex issue and not talking in generalities but 
suggesting real solutions. You had more first timers 
than I can remember at these events and not one 
needed hand holding. This is why NOPA is successful 
in Washington. It is a solution-driven organization, 
working as a team to send a message to Congress 
about critical issues impacting your profession. This 
approach has caught the attention of key members 
of Congress and it’s why more and more offices each 
year are asking for your input or have been willing to 
support you.

NOPA has figured out how to drown out the noise 
and focus its attention on what matters most:  the 
issues. 

It’s very easy to get distracted in this town—it’s like 
a child with a very short attention span—and having a 
membership invested in the organization’s vision and 
goals is key to success. 

NOPA has some of the best citizen lobbyists I’ve 
seen. I’ve seen first-hand how impressive your pitch 
and approaches have been. NOPA can be proud of 
the legacy it’s building in Washington. 

With this article I wanted to highlight not only the 
success of another legislative day, but also how far 
we’ve come in 18 years. NOPA’s success starts with 
you! Your support and success at legislative day 
proves that.

But that cannot be the end of your work. We need 
you to stay engaged. We need you to follow-up 
with the staff you met with. We will need you to send 
follow-up letters throughout the year during NOPA’s 
letter-writing campaigns. We will need you to continue 
to support NOPA’s grassroots efforts 12 months a 
year, not just during legislative day. You commit to 
doing that, and I assure you, NOPA will continue to 
grow its voice and presence in Washington, which all 
leads to success or “raising the level”.

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.

You are invited, and encouraged, to participate in the 
most comprehensive salesforce performance study in 
the industry.  The need to operate efficiently has never 
been greater.  In an industry where companies have 
access to very little data, this study will be a key source 
of benchmarking information that can help you analyze 
your own company, identify key trends and help you 
strategically plan for the future. This important study will 
provide you with invaluable benchmarks for gauging your 
company’s strengths and weaknesses and identifying 
improvement opportunities.

Gain an unprecedented level of information on…
l Sales Objectives and Challenges
l Hiring, Onboarding, and Training Practices
l Salesforce Compensation
l Overall Salesforce Performance
l and more! 

The National Office Products Alliance (NOPA) has 
retained an independent research firm, Industry Insights, 
to manage this study.  Your data will always remain secure 
and confidential. 

Complete the survey by May 31st and you will receive:
l a complimentary copy of the complete 2019 NOPA 

Salesforce Benchmarking Report, and
l a personalized Company Performance Report – based 

on the study’s findings and your individual company’s 
responses.

The survey can be submitted electronically through the 
secure survey website: www.NOPAResearch.com.  If you 
prefer to participate offline, a PDF version of the form is 
available to download.

Thank you in advance for participating in this important 
study. Please let me know if you have any questions.

Mike Tucker
President & CEO
mike@iopfda.org

Dear NOPA  
Member:

mailto:info%40iopfda.org?subject=
mailto:mike%40iopfda.org?subject=
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As you may know, EPIContent is now 
being aggregated and syndicated 
by GfK Etilize. This solution is being 
made possible through the innovative 
collaboration of TriMega, Independent 
Suppliers Group, S.P. Richards and 
GfK Etilize.

To refresh your memory, 
EPIContent’s objective is to make 
manufacturer content that is NOT 
stocked by the wholesalers (S. P. 
Richards and Essendant) available 
to dealers’ ecommerce and ERP 
systems. An additional objective is to 
make this process as easy as possible 

for manufacturers to load and for 
dealers to access.

The release of EPIContent 
accomplishes all of these goals in 
most cases. Many manufacturers 
are already doing business with GfK 
Etilize, so adding the non-wholesaler 
stocked SKUs is extremely easy. 
For those manufacturers not doing 
business with them, the ability to 
contract and load SKUs is easy 
as well. GfK Etilize has held three 
webinars with manufacturers to date 
and demand is beyond our initial 
projections.

To Get Started: 
1. Determine which user group you fall into.
2. Select which method you would like to use to access the 

EPIContent product data.
a. For non SPR Dealers, create an account at https://reseller.

spexaccess.net to request access to the EPIContent.

3. Work with your ISV/Local developer to add the EPIContent 
product data to your website.

As of today, we have 28 manufacturers with over 3,600 
items added to the EPIContent catalog with additional 
manufactures adding content on a daily basis.

Using EPIContent 
and Etilize to enrich 
your online offer

Dealers will have access to 
content in two different ways:

• First call SPR dealers can 
access this content directly 
using SPR SearchPro

• Dealers that are not using 
SPR SearchPro can download 
content and import to their 
system

The following chart gives a bit 
more detail surrounding how the 
data can be accessed and the 
requirements:

For additional information, please reach out to  
T. J. Crayne (tcrayne@trimega.org), or Lloyd Wood (lloyd.wood@gfk.com).

User Groups SPR First Call Dealer Essendant First 
Call Dealer

Non-wholesle 
Affiliated Reseller

Access Model SPR Search Pro Native search (ISV or 
dealer’s local search)

Native search (ISV or 
dealer’s local search)

Custom search (ISV or 
dealer’s local search)

Signed SPR Content 
Agreement Required?

Yes Yes Yes No

EPIContent Method Web service sub 
catalog

Full download, dealer 
flat file or sponsored 
content download

Full download, dealer 
flat file or sponsored 
content download

Sponsored content 
download only (reseller.
spexaccess.net)

How EPIContent needs 
to be added to the 
dealer’s active 
catalog by ISV

Dealer/ISV needs to 
load the EPIContent 
in local DB (ipdate 
scripts to include 
EPIC SKUs)

Dealer/ISV needs to 
load the EPIContent 
in local DB (ipdate 
scripts to include 
EPIC SKUs)

Dealer/ISV needs to load 
the EPIContent in local 
DB (ipdate scripts to 
include EPIC SKUs)

*ISV: Independent Systems Vendor (ex. ECI, Thalerus, BMI, etc.)

By T.J. Crayne

https://reseller.spexaccess.net
https://reseller.spexaccess.net
mailto:tcrayne%40trimega.org?subject=
mailto:lloyd.wood%40gfk.com?subject=
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By Michael Chazin

Furniture sales are 
likely to continue 
strongly for the 
near future. With 
that in mind, make 
sure your furniture 
efforts are primed 
and ready to go
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Office furniture provides independent 
dealers with strong sales possibilities. 
It’s a category with some familiarity for 
almost every salesperson and a capital 
purchase that every business needs 
to make. Aside from transactional 
business, most furniture sales tend to 
be cyclical and right now the market 
appears to be at a peak.

“Four or five years ago people wanting 
to revamp their furniture gave everybody 
a new chair,” says Roger Harrell, 
general manager at Ponder’s Inc., 
Thomasville, Georgia. “There’s more 
money flowing in the economy now and 
people have decided to pull the trigger.” 
Last year was the biggest ever for 
furniture sales at Ponder’s; that success 
was driven by two larger furniture 
projects. This year sales will probably 
not hit the same mark but Harrell 
expects profit dollars to be as good or 
better. “The more success we have, the 
more successful we are,” he says. 

With office furniture there are myriad 
ways for independents to improve 
sales efforts. Transactional business 
can provide a solid path to sales 
success. Moving into office layout and 

work space design offers still more 
options. Dealers can hire a designer, 
outsource work to independents or 
rely on vendors to provide drawings 
and layouts. Dealers can succeed with 
open lines or commit to represent an 
A-grade manufacturer. Many dealers 
also find opportunities to sell used and 
close-out furniture to augment sales of 
new products. 

More profitable sales 
Furniture sales are important to 
success at Apex Office Products, 
Tampa Florida. “It’s important because 
profit margins are much higher and 
there is a little less competition,” says 
Martha Landis, vice president of 
furniture. The furniture division puts out 
proposals, makes presentations, sells 
the furniture and performs installations. 
“Being able to develop designs in 
house has been a big advantage for 
our clients,” she adds. 

Business is up at Apex. The 
dealership has added numerous 
new accounts due to its expansion 
into Ocala and the acquisition of a 
dealership in Bradenton in January 

of this year. “We cover a larger area 
than we did just a few years ago,” says 
Landis. Ocala is situated near some 
of the largest retirement communities 
in the nation and Apex has developed 
a market for home office furniture. 
“Retirees are doctors, lawyers and 
engineers, and they want to put an 
office in their home,” she says. 

Office Essentials, St. Louis, has 
seen furniture grow to become 25 
percent of its sales. Three years ago 
that figure stood at 15 percent; more 
recently furniture has outpaced growth 
in office products sales. Chris Fortune, 
furniture manager, has been with the 
dealership for 14 years and in that time 
has seen the furniture category grow 
from a transactional business to where 
today it regularly brings in furniture 
projects. “We now get half-million and 
million-dollar projects that we never 
could have handled just a few years 
ago,” he says. 

Success at Office Essentials came 
first by developing a team to handle 
large-scale projects and then building 
relationships with C-level executives 
in its client base and gaining their »
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confidence. “Our entire company 
has embraced going after contract 
business,” says Fortune. “Having 
confidence that we can compete with 
larger contract dealers has taken some 
time but we’ve turned that corner now.”

The merger last year of Harris Office 
Products in Van Nuys, California, 
with American Office Products of 
Chatsworth created one dealership 
with a strong furniture sales tradition. 
“American was a blend of office 
products and furniture but there was a 
strong focus on furniture,” says Dennis 
Watson, vice president of sales for what 
is now Harris American. 

“Like most office products dealers, 
Harris would sell furniture by accident,” 
says Watson. The merger resulted in 
a perfect blend to bring American’s 
furniture expertise into supply accounts. 
“They had solid relationships but were 
reluctant to push furniture,” Watson 
says. “It’s pretty typical for a general line 
salesperson to not want to screw up a 
good account by bringing in furniture.”

Sales of furniture at Harris American 
are up and should come in between 
15 and 20 percent of total sales this 
year. “We have a lot of projects in the 

pipeline right now so we might even hit 
25 percent,” Watson says. American 
Office Products would typically hit 
furniture sales close to 35 percent. 
“We’re starting to get a lot of traction on 
the Harris side,” he says. A couple of 
supply salespeople from Harris have 
been motivated to sell furniture. “I could 
definitely see them being swing players 
who could really drive sales.”

Furniture accounts for roughly half 
of the revenue at Egyptian Workplace 
Partners, Belleville, Illinois. We are 
really good at furniture projects,’ says 
Kevin Baltz, director of interiors. “We 
have built a really strong infrastructure. 
No job is too big for us to go after, and 
we’re having success at going after 
and winning those jobs.

“Almost every item sold is made 
to order,” says Baltz. “It’s designed 
and arrives when the customer needs 
it.” Full service takes in working with 
the customer, designing the project, 
scheduling, installation and continuing 
follow-up. “Probably half of our furniture 
is for new customers.” The furniture 
division drives all the volume with four 
project managers who work on sales 
and design. 

Specialists drive sales
Having expertise on staff is one of the 
key requirements for growing furniture 
sales. Office Essentials employs eight 
furniture specialists, who are designers 
by trade but also sell and manage 
projects. “We ride the coattails of our 
office products salespeople, says 
Fortune. Office products salespeople 
bring their relationships to the furniture 
team. “Then the furniture team takes 
that and hopefully turns it into more 
business.” 

Supply salespeople can always turn 
a furniture lead over to a specialist but 
there are incentives for aggressive 
salespeople to go after furniture sales 
on their own. “You can sell a customer 
a thousand dollars of office supplies 
and make 18 to 20 points or you can 
sell them a thousand dollars’ worth of 
furniture and make 40 points,” Harrell 
says. “When salespeople have success 
with furniture, even on a small scale, 
that makes them hungry for more.” 

Supply salespeople should inform 
customers about furniture capabilities 
and hand out a capabilities’ brochure, 
a furniture catalog or both. This lets 
clients know that—in addition to 
what’s available in the catalog—space 
planning, move management and other 
services are also available. Harrell 
tells supply salespeople that after 
they finish a successful meeting at a 
50-person office that it makes sense 
to make a brief stop at the ten-person 
office next door. “A salesperson might 
not normally spend time on a small 
supplies account, but if that office 
requires a remodel or relocation that’s 
suddenly a viable client,” he says. 

Tallgrass Business Resources, 
Coralville, Iowa, sells supplies 
and promotional items but its core 
competency is furniture. “The primary 
reason for our growth is a commitment 
to change our market strategy,” 
says Tom Vander Vaart, director of 
furniture sales. “We have addressed 
what we present and how we present 
it, because the days of measuring »



MAY 2019 INDEPENDENT DEALER PAGE 27

Cover Story CONTINUED FROM PAGE 26

»

success by how many cubicles we can 
sell are long gone,” he says. 

Instead, the current furniture sales 
approach at Tallgrass endeavors to 
gain as much intel as possible so the 
customer becomes part of the solution. 
“It’s really about getting in front of the 
customer and letting them make the 
choices,” adds Vander Vaart. 

More choices for workers
It is less about the furniture and 
furnishing products that go into a space 
as it is about the environment that those 
products go into. “We address the whole 
environment—what some people would 
call an ‘eco-system of spaces’,” says 
Vander Vaart. Work environments are 
changing. There will always be a need 
for what he calls “head-down work” but 
today’s agile work spaces give workers 
more choices as they bounce between 
a small home-base workstation, softer 
seating where they can catch up 
on email and areas for collaborative 
meetings with two or three people.

“Everybody wants to be Google and 
have a swing, a slide and a Foosball 
table,” says Vander Vaart. “But it 
can look different to that.” It’s about 
choices, he says. These modern work 
environments incorporate meeting 
spaces, café-like areas, various 
seating options and workstations. 
“Everybody wants it,” he says. He 
describes a meeting with a five-person 
office where they expressed a 
desire for a look other than cubicles. 
“Unquestionably, the Google look 
has started to trickle down to smaller 
companies,” Vander Vaart contends. 

A heightened attention to business 
workspaces is integral to success 
with the furniture category. With 
low unemployment, attracting and 
retaining quality employees becomes 
more challenging and an attractive 
workplace can serve as an additional 
enticement. “A lot of kids don’t want to 
work in the same type of environment 
that their parents were trapped in for 30 
years,” says Baltz. New environments 

incorporate various zones such 
as private work areas and more 
social settings. Generally speaking, 
environs are more open, encourage 
conversation and appear reminiscent of 
residential spaces. 

Egyptian employs a working 
showroom to show its primary offerings 
from Steelcase and other furniture 
vendors. There’s also an offsite 2,000 
square foot showroom for healthcare 
and education products. Products 
include exam tables and waiting room 
seating along with numerous variations 
on classroom situations. “We have 
these solutions more isolated so they 
don’t use up showroom space for 
everyday needs,” says Baltz. Everyday 
furniture also gets used in healthcare 
and education but not so much in exam 
rooms and classrooms.

Furniture customers planning 
significant projects are invited to the 
Office Essentials showroom to check 
out available furniture options. “But 
we also have mock-up programs and 
demo chair fleets where we will send 
product out to customers for them to 
try,” says Fortune. On large projects 
the dealership might mock-up a 
workstation and have the customer try it 

out and get back with feedback after a 
week or a month. 

“Our 7,000 square foot showroom 
sits right on the street in Ocala and 
gets walk-in traffic almost daily,” 
says Landis. The Apex showroom 
features an array of new furniture 
and two salespeople are on the floor 
full time to greet customers and help 
them find what they need. In the 
rear of the showroom is an area of 
closeout furniture. “We buy truckloads 
of furniture that comes in dented or 
dinged or was ordered incorrectly,” 
says Landis. “It’s all new stuff that we 
are able to get at a solid price point.” 

Harris American has what Watson 
calls a “small but functional” furniture 
showroom. “It allows us to show enough 
to give people ideas,” he explains. The 
dealership works with a number of local 
furniture manufacturers and relies on 
them for product support. “It gives us 
the opportunity to let clients go through 
a factory tour. It kind of helps cement 
the deal,” he says. 

Customers seek guidance
Watson expects furniture will gain a 
bigger share of sales dollars in the 
future in part because the furniture 
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category is populated by products that 
aren’t commodities. “There is still that 
fear factor of a capital purchase that 
can so easily get screwed up,” says 
Watson. “If you are putting together 
an office as a package or you’re doing 
a floor, there’s a fear factor where the 
customer wants you to guide them.” 
That’s where the opportunity for many 
value added services comes from and 
where dealers can make a significant 
profit, he adds.

A furniture showroom close to 5,000 
square feet in Thomasville is the only 
spot in town to view office furniture. 
“We have some competition from local 
furniture stores that have some home 
office products,” says Harrell. The 
showroom offers samples of many of 
the furniture offerings and also includes 
a selection of used and closeout 
furniture. “We’ve been doing used and 
closeout for as long as we’ve been 
selling furniture,” he adds. “We found 
that it brings in customers.”

Egyptian Workplace Partners gives 
used furniture away. When the dealer 
does an installation it decommissions 
the site and recycles or reuses as much 
as possible. “For the most part it’s not 
worth the cost to move the furniture,” 
says Baltz. It costs about $250 per 

cubicle to break down an office and 
load it on a truck. Just recently Egyptian 
donated product from its warehouse 
with a $35,000 street value to the local 
police station.

“Our competition is Haworth, Kimball, 
Herman Miller, Teknion, Allsteel—all 
of those kind of companies,” says 
Baltz. Egyptian does offer Global as a 
back-up, lower-priced line but typically 
leads with Steelcase. “There’s a reason 
why we do that because the depth 
of the line allows us to do projects 
without using multiple suppliers,” says 
Baltz. Customers agree that a minimal 
number of lines in a project guarantees 
that products will match and it is much 
easier to manage a couple of vendors 
compared to eight or ten. 

Harrell isn’t particularly concerned 
with competition. At lower price points 
he chooses not to compete, taking 
the position that low-priced chairs, for 
example, will always fail in a short time. If 
he sells those inexpensive products his 
customers will only get upset with him. 

“Our competition ships furniture in a 
box and you are on your own,” Harrell 
says. They won’t always admit it but 
most customers seek guidance when 
purchasing furniture, he says. “You 
have to educate them along the way 

that whether it’s a chair mat or a whole 
second floor that you’ll be there for 
them.” Most people, especially when it 
comes to larger purchases, are unsure 
of what they’re doing and expect some 
guidance from their dealer.

The anti-Amazon approach
Ponder’s offers HON, Maxon and 
Indiana Furniture products to provide 
more choices for customers. If a 
customer needs something a little 
different, these American-based 
manufacturers can easily produce 
items not listed in their catalogs, Harrell 
says. “It might be called special order 
or custom, but these higher-margin 
products are not something you can 
find shopping on Amazon.”

At Tallgrass, competition as Vander 
Vaart describes it comes mostly from 
other independents who look very 
similar to themselves. “Our competition 
looks exactly like us so we have to 
differentiate ourselves with unique 
processes, solutions and products. 
“Out of necessity we can’t represent 
Steelcase alone, so we work with other 
manufacturers that address different 
needs,” he says. 

Vander Vaart also finds that the 
dealership competes with Costco and 
Wayfair on lower-end products. He 
lets customers know that Tallgrass 
also sells products in that price range, 
that the products he offers are built to 
commercial standards and often come 
with some warranty. “We absolutely have 
to represent product like that,” he adds. 

The biggest competition for Apex has 
to be the internet. “We hear constantly 
from customers that they found 
something online with a great price and 
can we match it,” says Landis. Those 
customers don’t differentiate between 
one supplier that drops a box off on 
their doorstep and Apex who will come 
in and install the item. “They may spend 
a few dollars more with us but they get 
way more value based on the services 
we provide before and after the sale. 
We take care of everything for them.” »
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On trend
In terms of furniture trends, Landis 
points to a number of recent product 
introductions that offer creative 
approaches such as adjustable-height 
tables, sit-to-stand desks and 
collaborative seating. “These products 
are exciting for the industry and for our 
market,” she says. Different soft seating 
solutions with a variety of options and 
arrangements, some even equipped 
with phone jacks and USB ports, are 
now offered. “Collaborative seating 
provides a more relaxed atmosphere 
that is supposed to promote improved 
morale,” says Landis.

The growing popularity of 
collaborative seating options and the 
space it takes to support the approach 
can lead to less space remaining for 
conventional workstations. “If they want 
collaborative space, something has to 
give,” says Vander Vaart. Workstations 
are shrinking from an eight by eight 
cubicle to four by six or six by six, which 
frees up collaborative space. “The shift 
to collaborative spaces is the biggest 
trend we’ve addressed in the last 
couple of years,” he says. 

“The hottest things that people are 
buying are sit-to-stand desks and wall 
systems,” says Baltz. Egyptian offers 
three types of desk – A grade, B grade 
and imported product. “I would say that 
70 percent of the desks we’ve sold in 
the last two years have been motorized 
up and down.” 

Available wall products, generally are 
ceiling to floor wall and door systems, 
usually glass, which offer alternatives to 
stick-built walls. 

The paperless office  
takes hold
The paperless office also impacts 
furniture trends. As businesses convert 
paper files to digital and reduce the 
need for traditional file cabinets, they 
don’t always recognize other changes 
that take hold. 

“We challenge them to understand 
why these changes are coming,” says 

Baltz. “We’re not putting binder bins 
on cubicle walls, and there will only 
be minimal storage space at each 
workstation.” Many times multiple 
monitors are now involved and 
additional efforts are required to make 
sure workstations incorporate all these 
options ergonomically. 

At Office Essentials Fortune maintains 
that while the Midwest has been late 
to the game on some recent trends, 
benching products have started to 
filter down from the East and West 
Coasts. “Even though it’s not a new 
trend, it’s now trickling down to smaller 
companies like accounting firms and 
law offices,” he says. Additionally, 
sit-to-stand continues strong. “Many 
of the new projects we work on 
incorporate sit-to-stand units upfront as 
opposed to the recent past where we 
would do retro-fits,” he says.

To get the word out about furniture, 
Tallgrass has hired new business 
development people that have no 
account responsibility. “They are 
just out there with a Tallgrass name 
knocking on doors,” says Vander Vaart. 
There is also a year-long marketing 
campaign underway that targets 
different sectors each month. “We 
are trying to get as many touches as 
we can to keep our name out there. 

Unfortunately there are a lot of projects 
that we never hear about,”

Last month, in order to get its name in 
front of potential customers, Egyptian 
partnered with Steelcase to deliver a 
webinar “The State of Work: Blur the 
Edges,” which looked at the factors 
driving change in the workplace. 
“About 20 people signed in for the 
webinar but the program was recorded 
and people can go back in and view 
the webinar at a later date,” Baltz says. 

Baltz is convinced that furniture is 
going to become a more important 
category for independent dealers going 
forward. “If you’re just selling commodity 
products you are really missing an 
opportunity,” say Baltz. Dealers 
can sell furniture with relationships 
they’ve already established, and its 
presentation is a natural extension to 
the office products story that is already 
being told. “And it’s been a pretty easy 
transition to sell furniture to supply 
customers,” he adds. 

Michael Chazin is a freelance writer 
specializing in business topics, who 
has written about the office supply 
business for more than 15 years.He 
can be reached at:  
mchazin503@comcast.net.
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If you’ve read (or are planning to read) 
the preceding feature, there’s a good 
chance that you already have a furniture 
business or you are considering 
expanding your offer to include one. 
If so, you should certainly be thinking 
about heading to Chicago next month 
for NeoCon, the annual gathering of 
the office furniture clans. Held every 
June at The Chicago Merchandise 
Mart since 1969, NeoCon serves as 
the commercial design industry’s 
launch pad for innovation—offering 
ideas and introductions that shape the 
built environment today and into the 
future. First timers be warned however, 
it’s not a small show—with nearly one 
million square feet of exhibition space. 
This year around 50,000 industry 
professionals will visit the Windy City to 
check out the wares of 500 exhibitors 
featuring the best and brightest in 
products for corporate, hospitality, 
healthcare, retail, government, 
institutional and residential interiors. 
There is also an educational program 
featuring 100 seminars, in addition to 
daily keynote presentations. As usual, 
this includes several workshops and 
presentations specifically for dealer 
attendees; we’ve selected a few we 
think might be of particular interest and 
they are highlighted below:

Sunday, June 9
9:30 AM - 10:30 AM
MOVE OVER MILLENNIALS: ARE 
YOU AND YOUR FIRM READY TO 
MARKET TO (AND EMPLOY) GEN Z?
Irene Williams, owner-principal, 
Msg2Mkt, Nashville, TN
Generation Z is coming of age. Are you 
and your firm ready to market to, and 
employ, this unique and increasingly 
powerful group? By 2020, Generation 
Z—also known as “iGen”—will 
represent 40% of U.S. consumers. 
Born between 1996 and 2010, Gen 
Zers will challenge our marketplace 
and workplaces like never before. In 
this session, we’ll peel back the layers 
to identify the core characteristics you 
need to understand about Gen Z. From 
vital statistics to identifiable mindsets, 
you’ll gain foundational knowledge 
to create cultural shifts. You’ll receive 
insights and ideas to develop fresh 
messaging and marketing strategies 
that will connect and attain actionable 
perspectives to welcome and work with 
this next generation. 

Monday, June 10
11:00 AM - 12:00 PM
MAKING MORE SENSE OF SOCIAL 
MEDIA FOR BUSINESS
Jim Nowakowski, ASID, NKBA, AIA, 

president/owner, Interline Creative 
Group, Palatine, IL
Simply put, it’s no longer optional for 
designers to successfully navigate the 
world of social media. Knowing how 
to manage your business messages 
across these diverse platforms—from 
Facebook to Pinterest—can seem 
daunting. Our session will clarify 
the business implications—and 
opportunities—that abound. Building 
on examples from Twitter, LinkedIn, and 
YouTube, among others, our presenters 
will show attendees how the proper 
strategies and the right audiences are 
the keys to building successful social 
media interactions.

1:00 PM - 2:00 PM
DEVELOPING A MORE 
CUSTOMER-CENTRIC DEALER 
BUSINESS MODEL
David Solomon, managing principal, 
Solomon Coyle, LLC, Alexandria, VA
Furniture dealers today face increasing 
pressures from commoditization, the 
rising variability and complexity of 
customer requirements, and their own 
need to gain market share. Dealers that 
can strategically attune their thinking 
to diverse customer and order types 
and adapt their resources accordingly 
will be the best equipped for success 
with these opportunities. Our seminar 
will help dealers explore and compare 
new business models. We’ll explore 
how participants can best adapt. 
While a one-size-fits-all application is 
a detriment to healthy profitability, it’s 
clear that a profitable future furniture 
dealer requires (1) understanding the 
key types of customers and orders 
and (2) enabling the adaptive use 
of process, labor and technology 
resources. 

2:30 PM - 3:30 PM
COMPLEXITY, OPPORTUNITY AND 
RISK MITIGATION-THE DEALER 
VALUE PROPOSITION
Paul Holland, principal, Solomon Coyle, 
LLC, Maumelle, AR »
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In this seminar, we’ll delve into the crucial 
ways the dealer remains relevant today. 
One way concerns how the dealer 
envisions, teaches and communicates 
the value proposition to the client. As 
our industry increases in complexity, the 
dealer’s strongest value proposition lies 
in managing not only complexity, but also 
risk, for the client. We’ll work to answer 
this vexing question: what gain can we 
create for clients and what pain can we 
take away?

Tuesday, June 11
11:00 AM - 12:00 PM
WANT MORE FEDERAL BUSINESS? 
IS HOLDING YOUR OWN GSA 
CONTRACT THE BEST PLAN?
Mike Tucker, IOFDA, president and 
CEO, Independent Office Product, 
Baltimore, MD
Bob Broderick, president North 
American Marketing, OFDA, Ocean 
City, MD
Jack Williams, independent consultant, 
OFDA, Baltimore, MD
The federal government is the world’s 
largest consumer of goods and 
services, including office furniture. 
This complex marketplace is filled 
with compliance and procurement 
regulations that can overwhelm even 
experienced furniture manufacturers 
and dealers. This session provides 
a guide for navigating the federal 
marketplace.

11:00 AM - 12:00 PM
LEARNING AND EARNING: WHY 
HIGHER EDUCATION & WORKPLACE 
ENVIRONMENTS ARE COLLIDING

Julie Zitter, IIDA, CREW, associate 
director, commercial /interior design, 
Stantec, Austin, TX
Christina Eddy, IIDA LEED Green 
Associate, interior designer, Stantec, 
Plano, TX
Brad Robichaux, IIDA, associate , 
senior interior designer, Stantec,  
Plano, TX
Today’s higher learning centers 
provide innovative places that 
integrate the worlds of learning and 
earning. In this melding, people in 
both worlds are exposed to learning, 
innovating, creating and fostering 
ideation in incubator environments 
with their peers and engaged industry 
partners. These types of spaces 
have already been explored in the 
workplace setting, which is evolving 
away from independent thinking at 
private offices and stale cubicles into 
varied, highly collaborative areas of 
ideation. This session also explores the 
parallels between progressive learning 
environments and workplace design 
while discussing how each can learn 
from the other to benefit all.

1:00 PM - 2:00 PM
REVELATIONS AND 
CALCULATIONS ABOUT 
WORKPLACE CIRCULATION
Cheryl Duvall, FIIDA, CID, LEED AP, 
regional consulting practice area leader, 
Gensler, Washington, DC
Dudley Whitney, AICP, workplace 
strategist, Avancé, Annapolis, MD
Are you correctly calculating 
circulation for today’s modern work 
environments? If not, you may be 

experiencing significant challenges 
to accommodate the space program 
within your floor plate, and possibly 
putting your company at risk when 
purchasing, building, or leasing a 
space that is too small for their needs. 
Understanding how to anticipate the 
correct circulation factor is even more 
important as workplaces become more 
open and designed to purposefully 
encourage “collisions” and 
spontaneous encounters. In today’s 
workplaces, circulation is regarded as 
a welcomed design element to facilitate 
connections, rather than its former 
mundane job to simply move people 
from elevators to offices to egress 
stairs. Yet many brokers, architects, 
designers, and facility managers 
are using 20th century circulation 
factors for 21st century workplaces. 
Join our industry experts to learn why 
circulation is often underappreciated 
and incorrectly calculated; and how 
you can anticipate the full benefits of 
tomorrow’s connective spaces.

Wednesday, June 12
1:00 PM - 2:00 PM
IS MOBILE WORK HERE TO STAY? 
WORKPLACE STRATEGY TRENDS 
BASED ON A LONGITUDINAL 
GLOBAL STUDY
Dr. Gabor Nagy, MCR, Haworth, San 
Francisco, CA
This session will offer insights into 
mobile work trends across the past 
decade. We’ve based our insights 
on a biennial global workplace 
study representing over two million 
employees. In this seminar, we’ll 
examine business drivers, types of 
work and workplace options used, 
participations across organizations, 
length and formality of programs, 
implementation factors and barriers, 
values and benefits, as well as 
management policies, work practices 
and metrics for measuring success. 
In conclusion, we’ll reveal interesting 
trends that can provide us a glimpse 
into the future of our workplaces. 
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Way back round 1600, Shakespeare 
famously wrote, “To be or not to be: 
that is the question”. In today’s sales 
environment we say, “To go high or go 
low: that is the question”.

Let’s look at some predictable 
responses we hear when asking for  
a sale: 
• “I need to run this by John before I 

can make a decision.” 
• “I was instructed to get three quotes 

before making a decision. I’ll get 
back with you.” 

• “We need to do a survey and see 
what everyone else is thinking.” 
There are really two types of people: 

those who can make a decision on 
their own and those who need others 
to make that decision. You want to be 
with the right person—the one with the 
decision-making power—not just the 
nice person. 

Before you read on, recognize that 
if you are calling to grow categories 
within existing accounts, do not be 

tempted to leapfrog over your current 
contact to start high. However, if the 
account is not actively ordering and 
you don’t have a relationship with a 
specific person, you have absolutely 
nothing to lose in starting high. 

Let’s think about cold calling for a 
minute. Here are some dos and don’ts 
to keep in mind: 

Finding the Wrong Person  
• the person who “orders” supplies 
• the person who “purchases” 

supplies
 
Finding the Right Person
• the person who “decides” where to 

buy supplies
• the person who “oversees” the 

purchase of supplies

Before getting into specific titles 
to target or not target, let’s dig a little 
deeper into this subject. Say you’re 
biking to the top of a mountain. It’s 

strenuous. It takes a ton of energy, 
focus, balance, determination and time. 
Once you make it to the top and start 
going down the other side, you have 
momentum behind you. It doesn’t take 
nearly as long; the ride is fun and it 
requires a whole lot less energy. 

Now think about the tendency to start 
at the bottom in the sales process. For 
example, think about office managers. 
It’s very easy to get people at the lower 
levels to talk to you but they are not the 
ultimate decision makers. You have to 
go higher up. Also, at the lower level, 
you are met with more price objections 
and questions about your pricing on 
paper, etc.   

Connecting with a person at a higher 
level does take longer and more effort is 
needed, but the reward is greater. Your 
sales process will go a lot more smoothly, 
just like riding down the mountain. 

If we look at potential people to 
contact in an organization, generally 
there are three levels:

By Marisa Pensa

»

THE HUNT 
FOR H.E.R.B. 
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1. H.E.R.B. or Highest Executive 
Responsible for Buying: Think 
about the person in the company you 
are calling who holds 51% of the vote 
to order with you. In a small company, 
this may be the president, owner,  
VP of whatever, or director of this  
and that.  

There is one more level above 
H.E.R.B. This person can be 
referred to as the Grand Poobah. 
They oversee the macro-level of an 
organization. They hire H.E.R.B.s to 
oversee the micro-levels.

2. Decision Influencer: This is 
someone H.E.R.B. has hired and one 
of their roles is to influence H.E.R.B. 
to buy from you. The primary example 
of an influencer title is a manager. 

3. Gatekeeper: The gatekeeper isn’t 
just the front desk person who serves 
as the first line of defense against 
unwanted calls or visits. Anyone who 
is eager to keep you from getting 

through to H.E.R.B. counts as a 
gatekeeper. This person is afraid of 
change. A gatekeeper could be an 
office manager, a third party who 
makes the decision, a front desk 
person or an executive assistant. 

Don’t get hung up on the 
“executive” part of H.E.R.B. This 
person, male or female, can hold 
many different titles. Just keep your 
sights set on the person who holds 
51% of the vote to go with you. (Stay 
tuned for what in the world to say 
to H.E.R.B. or the Grand Poobah, 
plus the dos and don’ts of asking for 
appointments in a future article.) 

Getting back to the original 
question posed at the start of this 
article…should we start the sales 
process low or high?

Without hesitation, the rule is 
to start high. The only exception 
to this rule is when you have an 
established relationship within the 
company. Even if you know you’re 
not currently dealing with H.E.R.B. at 

this company, be very careful not to 
leapfrog over an existing client. You 
could risk losing the business you are 
already getting.  

Remember, it may be easier to reach 
managers and gatekeepers initially, 
but future roadblocks will be tougher. 

Now it’s time to put this article’s 
advice into action. Choose five 
prospective organizations, figure out 
your H.E.R.B.s and go after them. 
If someone besides H.E.R.B. is the 
person you should be talking to, you 
will be guided to them. How valuable 
is that? Try it. You truly have nothing 
to lose and so much to gain. 

Good selling to you! 

Marisa Pensa is founder of Methods 
in Motion, a sales training company 
that helps dealers execute training 
concepts and create accountability 
to see both inside and outside 
sales initiatives through to success. 
For more information, visit www.
methodsnmotion.com

Marisa Pensa CONTINUED FROM PAGE 32

Mike Tucker the President of OFDA, will be presenting with 
Bob Broderick, President of North American Marketing 
and Jack Williams, former Regional Commissioner of GSA, 
responsible for the National Furniture Center.

The federal government is the world’s largest consumer 
of goods and services including Office Furniture.  The 
presentation will provide an overview of the federal 
marketplace and GSA’s role in providing furniture.  You 
will also learn about the Integrated Workplace Acquisition 
Center (IWAC) and Quality Partnership Council (QPC) 
which work with government furniture suppliers, both 

dealers and manufacturers.
Lastly, we will cover strategies and options to help 

dealers and manufacturers grow and better manage their 
GSA furniture business.  

Attending Neocon this year?........... 
So is IOPFDA!
We hope you will join us on Tuesday morning June 
11th at 11:00 AM for a presentation on selling 
furniture to the federal government.

For more information or to register 
for this session please visit  
www.neocon.com or contact  
Mike Tucker at mike@iopfda.org.

http://www.methodsnmotion.com
http://www.methodsnmotion.com
http://www.neocon.com 
mailto:mike%40iopfda.org?subject=
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Sometimes I think we make selling 
entirely too complicated—and by 
“we,” I mean my profession of sales 
authors and trainers. Sure, selling can 
be difficult. That’s why they pay us the 
big bucks. We’re dealing with people 
and trying to persuade them, and 
that’s always a challenge. Still, why 
make the sale more complicated and 
cumbersome than it has to be?

The truth is that, boiled down to 
its elements, every sale consists of 
a prospective or current customer 
making four decisions. The trick is that 
there’s no gray area—every decision 
must be in your favor or you won’t win 
the sale. Here they are:

Decision One: The decision to 
engage with you. Yep, the first decision 
that your customer makes is the 
decision to talk to you—or to engage 
with you, if you prefer that terminology 
(and I do; “engagement” implies a 
two-way street). If you can’t get an 
audience with your customer, you can’t 
sell them. »

By Troy Harrison

THE  
FOUR 
DECISIONS 
EVERY 
BUYER 
MAKES

Yes, you can receive an order from 
someone who doesn’t talk to you 
(technology these days is wonderful), 
but you won’t have an opportunity to 
persuade or affect the outcome of that 
decision. 

This means that your approach to 
them MUST communicate the value of 
a conversation with you. In fact, in most 
cases, that’s all you should be shooting 
for; by trying to sell more than the 
simple value of the conversation, you 
can get neither.

Decision Two: The decision that 
you can solve their need(s). Every 
customer has needs. Your ability to 
discover their needs and then solve 
them is the key to getting a “yes” at this 
stage of the sales process. 

That means, first and foremost, 
you must ask copious amounts of 
questions. Even if you THINK you know 
what the buyer needs, you don’t KNOW 
until you ask them. 

Ultimately, you must know how 
the BUYER will define a successful 

purchase. Not how you define it, not 
how most of your other customers 
define it, not how your boss says it’s 
defined, but how the buyer defines it. 

Without knowing how the buyer will 
define success, everything else is just 
guesswork—and guesswork rarely 
wins sales.

Once you know their needs and how 
they define success, two burdens are 
placed upon you. The first burden 
is this—if your offerings do not and 
cannot solve the buyer’s needs, while 
meeting their definition of success, you 
must bow out. 

This is the only way to retain your 
(and your company’s) professional 
credibility. Yes, I know, there’s nothing 
more painful than walking away from 
potential dollars—but would you rather 
collect the dollars by hammering 
someone into a bad purchase and then 
live with the failure? 

Walking away early means that you 
live to sell another day when your 
solution fits; making a bad sale means 
that you are forever disqualified. Simply 
pushing a solution when your buyer 
knows it’s not a solution can forever 
disqualify you.

The second burden is that, if your 
solution does meet the buyer’s 
needs and definition of success, your 
presentation must be specifically and 
intimately tailored to those exact needs 
and definition. This is harder than it 
sounds, as sometimes (many times) 
you have to develop a presentation on 
the spot. 

Salespeople can get into the “sell 
sheet” or “slide deck” mentality that 
says, “I have all this great information 
and I have to get it all out,” even when 
the customer doesn’t care about all the 
information. 

If I go to the doctor for a sore 
shoulder and he gives me a pill that will 
fix it (I know that’s not a real thing, but 
work with me here), I don’t care that it 
will also solve a sore throat because I 
don’t HAVE a sore throat. 

When presenting, present 
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specifically to the customer’s needs. 
Hit the points hard and often that are 
meaningful and leave out information 
that is meaningless. If you execute 
these steps correctly, your buyer will 
make the second critical decision—that 
you can solve needs—and move you to 
the next step of the process.

Decision Three: The decision that 
your solution represents good value. 
If your buyer is interested, he/she is 
probably going to say, “Okay, how 
much?” At this point (or as soon after 
as you can), you offer a proposal with 
price and terms. Your buyer is then 
going to evaluate your offering and 
basically ask themselves whether it’s 
a good spend of money, time and 
resources, or not, and make their third 
decision. 

If you’ve asked enough questions 
about priorities, needs and the impact 
of solving those needs, you should 
already be 80% toward the answer to 
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this question. Still, we sell to human 
beings, and those human beings can 
be somewhat unpredictable.

Decision Four: The decision to 
buy from you. “But wait, Troy, isn’t the 
decision that you represent good value 
also a decision to buy?” Nope. Not in 
the slightest. This is where variables 
outside of your control come into play. 

Sometimes your solution is a good 
spend for the department you’re selling 
to—but corporate priorities dictate that 
resources go in a different direction. 

Or, the timing just isn’t right (maybe 
they have other projects going on that 
require the attention and resources that 
would otherwise be devoted to yours). 

In any case, you can have the 
greatest solution to a big problem, 
priced right but still not win the sale 
because something external is 
blocking you. 

Your best strategy here is to ask 
about overall company priorities, 

ongoing projects, etc. back when 
you’re doing the questioning.

Sometimes you can sell against 
those priorities if you know about 
them—but final decision time is too late 
to ask or sell against it.

Here’s what you need to know: All of 
these decisions MUST go in your favor 
and each one qualifies you to move 
to the next step. Fail any one and you 
will not win the sale, even if your buyer 
“allows” you to keep selling (by offering 
a price that won’t result in a sale, for 
instance). 

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.

Office Products Women in Leadership (OPWIL)  
is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
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NATIONAL BUSINESS PRODUCTS INDUSTRY

CityofHope.org

BRAD GRAVES

2019 Spirit of Life® Honoree,

Vice President and 
General Manager, 
3M Stationery and Office 
Supplies Division

2019 Science Creating Hope campaign 
honoring Brad Graves of 

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.

Advancing precision medicine 
and translational research

City of Hope, recognized as a world-renowned independent research and cancer and 
diabetes treatment center, and Translational Genomics Research Institute, a leading 
biomedical research institute, have formed a new alliance to advance precision medicine 
and accelerate the speed with which scientists and medical staff can convert research 
discoveries into cures for patients. 

This alliance helps City of Hope to better diagnose, treat, ultimately cure and prevent 
diseases by discovering the genetic cause of the disease, understanding why individuals 
respond to different therapies, and translating this information into new targeted 
tests and therapies — each a contributing factor to City of Hope’s pursuit of precision 
medicine and to provide patients with more options and access to the newest and best 
care available. 

For more than 30 years, the National Business Products Industry has supported 
City of Hope in its mission to find the cures to cancer, diabetes and other  
life-threatening illnesses. 

To date, you have helped raise more than $184 million which has helped more than  
100 million patients around the world each year. Join us in 2019 for the “Science 
Creating Hope” campaign honoring Brad Graves of 3M and help bring hope to those  
who need it most.

JULY

12 to 16

Wonewok – Park Rapids, Minnesota

City of Hope Wonewok Event, 
Hosted by 3M and S.P. Richards Co.

JULY

29 to 30
Honoree Golf Outing  
at The Royal Golf Club, Hosted by 3M
The Royal Golf Club –  
Saint Paul, Minnesota

AUGUST

7 to 9
S.P. Richards Co. ABC Conference, 
Exhibitor Show and Raffle
San Diego, California

AUGUST

12
Smead Manufacturing Golf Outing
Dakota Pines Golf Club –  
Hastings, Minnesota

AUGUST

5
ACCO Brands Golf Outing
Knollwood Club - Lake Forest, Illinois

JULY

25
TOPS Golf Outing
Arrowhead Golf Club – Wheaton, Illinois

UPCOMING EVENTS

http://cityofhope.org/nbpi
mailto:mdodd%40coh.org?subject=
http://cityofhope.org
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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

http://idealercentral.com
mailto:chris%40idealercentral.com?subject=
mailto:rowan%40idealercentral.com?subject=

