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Across the Country Dealers Are
Selling More Janitorial and
Breakroom Supplies While
Improving Margins.
Here, in their own words, is
how they’re doing it.
by Jim Rapp
“Every one of our customers uses jan-san products, so if they’re not
on the order, they’re buying from someone else.” That’s Maury
Vockrodt talking, owner of the Watertown, South Dakota-based
dealership Office Systems.
“Some time back it dawned on us it was easier for our customers to
buy these items from us, because our frequent deliveries meant they
could order smaller quantities,” Vockrodt explains. “We realized
there could be a pricing problem with some of our larger customers,
so we sat down with each one and asked them what they were
buying and what they were paying. This enabled us to see what our
pricing needed to be, so we didn’t have to give up too much.”
As I talked with other independents who do well with jan-san, this
same theme kept repeating itself—you don’t have to give away the
store to get the business!
continued on page 14

Time to Make
Your Voice Heard
on Capitol Hill
Ask any dealer about
their top business
challenges and sooner
or later—in fact a
whole lot sooner
rather than later—the
conversation will turn to health insurance
and the impact of seemingly never-ending
premiums hikes.

Opposition to healthcare reform that will
ease the burden for small business is fierce
and well-financed and no overnight
solutions are likely any time soon. But next
month sees an opportunity for dealers and
their business partners to do something that
will help make a difference, when
NOPA/OFDA holds its annual Legislative
Conference in Washington, DC.

Insurance premiums for small businesses
have soared by 80 percent since 2000, not
only putting a direct hit on the bottom line,
but also making it increasingly difficult to
offer a benefits package that will attract the
caliber of employee dealers need to grow
and prosper.

Attending the conference takes time away
from the business and hotels in Washington
are not cheap. But if you want to do
something about healthcare reform, it’s time
and money you need to spend.

THE

Putting it simply, dealers won’t have a
better chance to make their case to key
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New Jersey Dealer Sends
Special Valentine to
Troops Abroad

Kimball dealer Office Furniture
Partnership in Morristown, New
Jersey came up with an admirable way
to mark Valentine’s Day this year, by sending
over 500 “Hugs from Home” to our troops
overseas.
The dealership enlisted the support of clients,
vendors, work associates, friends and family to
send a personalized gift tube as a way of
thanking our military for their sacrifices and
letting them know people back home have not
forgotten them. The troops received everything
from toothbrushes and bug spray to more fun
items such as magazines and cigars.
Special credit goes to Office Furniture
Partnership sales representative Birten
Kafescioglu, who came up with the idea.
Wist Earns Honors from Arizona Business
Magazine as Top Office Supply Dealer
Congratulations go to Wist Office Products
in Tempe, Arizona, recently elected the top
office supply dealer in Arizona by readers of
Arizona Business magazine. Wist earned

regulators and legislators on healthcare and
other critical issues.
We need more of a level playing field for
small business in the government
procurement arena. We need an end to the
use of phony small business fronts and
pass-throughs by the big box operators. And
we need the government to adopt realistic
small business size standards.
The only way any of this is going to
happen is if the powers that be in
Washington hear from the dealers and their
partners in force. That’s why your
attendance at the NOPA/OFDA conference
is so important.
Dates are May 9-10 and more details
and registration information are available
from the association at 800-542-6672
(www.nopanet.org). You know our
competition is making its voice heard on
Capitol Hill. We can’t afford to do any less.

Number One honors in the magazine’s annual
Ranking Arizona publication, beating our all
four of the national chains among others. Wist
was also ranked Number 1 in 2006.
Wist also earned kudos recently for its
commitment to employees, winning national
recognition in USA Today from the Alfred P.
Sloan Foundation for providing one of the most
flexible work environments in the United
States. Wist joins a list that includes companies
like Hewlett-Packard, Intel and US Airways.
Arctic Celebrates Sixtieth Anniversary
In the “Better late than never” category,
belated congratulations go to Anchoragebased Arctic Office Products, which celebrated
its 60th anniversary last year. The dealership
marked the event with a spectacular Open
House at its Fairbanks and Anchorage facilities
and since the company was founded in 1946,
festivities had a distinctly Big Band theme.
Business has been growing very nicely of late
and the dealership has been adding
salespeople and delivery trucks, reports
Arctic’s Mari Wood, thanks to superior
customer service and opportunities that have
come its way due to big box stumbles and cut
backs.
continued on page 4
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continued from page 2
DC Area Dealer Named to
NFIB Board of Directors
Congratulations go to David Guernsey,
president and CEO of Chantilly, Virginia-based
Guernsey Office Products, who recently joined
the board of directors of the National
Federation of Independent Business (NFIB).
NFIB is one of the leading small business
advocacy groups and was ranked the most
influential business-lobbying organization in
the country by Fortune magazine all four years
the magazine conducted its survey.

Impact Gets Better Than Passing Grades

do so as well, but we didn’t want this to be just

green products and offers recycling services of

a drop-off program where we show up one

one kind or another. But few take their

time at the beginning of the school year and

commitment to environmentally-responsible

then disappear,” FitzPatrick explains.

business practices as seriously as Waldeck’s.

In addition to the product donations, Impact

In addition to providing recycling services

staff attends PTA meetings and the school’s

for laser and inkjet cartridges, Waldeck’s also

graduation ceremony and employees read to

serves as a drop-off point for fluorescent

the students on a regular basis every month.

tubes, computers and related peripherals and

And, FitzPatrick adds, customers have been

accessories, stereos, game systems and other

just as enthusiastic. “Our customers have

home electronics items. And the dealership’s

donated computers and furniture and supported

online sales platform features a special area

book drives,” he reports. “It’s given all of us a

highlighting a “Best of Recycled” product

great way to get involved in our community.”

assortment.

And, of course, it doesn’t hurt that those

Also given a high profile on the web site are

same customers have also passed on generous

a stream of special awards and recognition

referrals to their friends and colleagues about

from federal, state and local organizations.

their civic-minded office supplier. The program

Later this year, the dealership is even due to be

has provided a win for Impact, a win for their

honored by the United Nations at a meeting in

customers and, most importantly, a win for

Geneva, Switzerland, for its involvement in a

some school kids in need who can use all the

San Francisco-based business organization

help they can get.

whose focus is greenhouse gas reduction.

for its School Program

The dealership’s leadership position on

What would you call a program that grows

green issues has generated extensive media

customer loyalty, raises your dealership’s overall

coverage, including local TV news spots and

visibility in a new market and provides generous

interviews that help generate a steady stream

support for children in need? If you’re Geary

of potential new business leads.

FitzPatrick and his team at Impact Office

"I’ve served as a local City Council member

Products, chances are you’d call it the Impact

and as an environmental regulator and I really

City Schools Program!

wanted to practice what I preach in my own

Impact is a commercial dealer headquartered
in

Beltsville,

Maryland,

just

outside

business,” explains president Cliff Waldeck.

of

“The green movement has to be in the hands of

Washington, DC. Just up the road is Baltimore

the retailer if it’s to become mainstream and as

and when Impact opened a sales effort there

an industry, we need to strive to better ‘close

about three years ago, they came up with an

the loop’ to preserve our natural resources and

innovative way to make their presence felt.

reduce waste in our landfills.”

“We were looking to move aggressively into
the market and at the same time, get involved in

Internet Reseller
BuyOnlineNow.com Goes "Green"

the local community,” explains FitzPatrick,
executive vice president. Three years later, close

San Francisco Dealer Aims to Recycle

to 75 Impact customers are enrolled in a program

Green Practices into Greenbacks

that donates much-needed supplies to a local
elementary school for every $100 in purchases
those customers make from Impact.
Over 1,000 students have benefited from the
program since it began, but their school supply
donations are just the beginning, says
FitzPatrick, who gives generous credit to
business development manager Phill Scott for
spearheading the program.
“We wanted to be involved in the community
and provide a vehicle for other businesses to
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If you’re an independent, one of the toughest
challenges you face is finding a way to stand
out in a market that’s already plenty crowded
and becoming more so virtually every day.
In San Francisco, Cliff Waldeck and his team
at the dealership that bears his family’s name
has found a way to differentiate their business,

BuyOnlineNow.com, an online office supply
reseller based in Rochester, Minnesota, has
also joined the environmental movement by
offering a "Go Green" option for its customers.
All products available through the "Go Green"
campaign are made from at least 30% post
consumer waste, or environmentally safe
biodegrade material. Products include binders,
paper, file folders, calendars, cleaning supplies,
and more.

do some good in the community and generate
plenty of high-profile local publicity at the

continued on page 6

same time.
Just about every dealer today sells some
INDEPENDENT DEALER

PAGE 4

THE

Circle

WINNERS’

continued from page 4
"With the GoGreen project we hope to make
finding earth friendly office products easier for
our customers", said BuyOnlineNow CEO and
founder Bob Herman. “We currently offer over
1,300 of these products; but this is only the first
step for us. We are aggressively seeking more
eco-friendly products and expect to add
several hundred more products.”
Miller’s Office Products’ new facility is “designed for distribution,” says its EVP.
New York Haworth Dealer Named to
Advisory Board of Enterprising Women
Rosalie Stackman Edson, owner and president
of New York-based Meadows Office Furniture,
has been named to the National Advisory
Board of Enterprising Women magazine. As a
board member, Stackman Edson will advise the
publication’s staff as it seeks to meet the needs
of entrepreneurial women.
Meadows has been recognized as one of the
top 500 women-owned businesses in the
country and is the seventh largest womenowned business in New York City, as ranked by
Crain’s New York Business magazine.
The Supply Room Companies Named a
“Company That Cares” for Third Straight
Year
Ashland, Virginia-based The Supply Room
Companies (TSR) has been named to the
“Companies That Care” Honor Roll for the third
consecutive year. The Honor Roll, which is
selected by an independent panel of veteran
professionals in a variety of industries,
recognizes organizations that “sustain a work
environment founded on dignity and respect
for all employees, develop great leaders,
communicate standards of ethics and integrity
and actively support the community, among
other outstanding attributes.”

actively seek, a better quality of life for
employees and their communities. That’s really
what being a good corporate citizen is all about
and what makes our employees stand out.”
For more information about the Center for
Companies That Care, visit www.companiesthat-care.org or call 312.286.1547
Miller’s Office Products, DC Area Dealer,
Moves to New Headquarters
Anyone looking for signs of continued growth by
independent dealers only needs to take a short
drive down Interstate 95 from Washington, D.C.
to Lorton, Virginia, where Miller’s Office Products
is settling in nicely to its new and greatly
expanded headquarters.
Previously, the dealership had operated out of
two separate buildings three miles apart that
together totaled some 26,000 sq. ft. The new
facility, just half a mile away, weighs in at 65,000
sq. ft. and, says exective vice president Wayne
Stillwagon, is “designed for distribution” with the
help of warehousing consultants Footlik and
Associates.
In addition to featuring 13 loading docks all
located conveniently on the front of the building,
all the dealership’s office space has been

“The Supply Room Companies' support of
organizations such as St. James the Less Free
Clinic as well as the Central Virginia Food
Bank, American Cancer Society, and Special
Olympics was a significant factor in its
selection to the Companies That Care Honor
Roll,” according to executive vice president,
Addison Jones.

consolidated onto the one floor, making for
much-improved communications. Also included
in the new space are six separate conference
rooms for seminars, customer receptions, etc.
and, says Stillwagon, plenty of room for a
furniture showroom later down the road.
Office Environment Company, Louisville,
KY Dealer, Celebrates 100th Anniversary
The champagne was flowing last month at
Louisville, Kentucky-based OEC, Office
Environment Company, as the dealership
welcomed nearly 250 guests from more than
100 companies to a special Century of
Solutions event to celebrate OEC’s 100th
anniversary. Over 20 office supply and furniture
vendors participated in the show.
All guests received a commemorative
canvas sports tote, enjoyed a complimentary
lunch and, by visiting each vendor booth, were
entered in drawings for prizes ranging from
desk accessories to an executive chair. In
addition to visiting vendor displays, many
guests also enjoyed OEC’s historical display,
which featured a collection of photos dating
back to the 1930s, advertising scrapbooks,
vintage catalogs and other memorabilia.

OEC chairman Kelly
Burke and president
Tricia Burke welcomed
guests to the Century of
Solutions trade show
celebrating OEC’s 100th
anniversary.

“We're honored to be among a growing
group of companies that believe in, and
APRIL 2007
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project, from finding a site or building, to
delivering the finished product, with the
client needing only to open the front door.
SDOI offer clients a guaranteed maximum
price on the total project, or the open
book method, where the actual cost of
each line item is shown, and then the total
cost is marked up with an agreed-upon
profit.
SDOI makes it easy for clients to pull all
the elements together into one package.
They have what they call an “accurate
budgeting tool,” which offers four choices:
Level One is the least expensive, still with
good quality carpeting, lighting, wall
coverings, floor finishes, etc.
Refinements increase with each level, with
Level Four being the highest quality—topof-the-line wood finishes, perhaps even a
stone entry.

San Diego Office Interiors
Vincent E. (Vince) Mudd | president and CEO

By Jim Rapp







Sales: $20 million
Primary vendor: Haworth
42 employees
In business since 1994
www.sdoi.com

San Diego Office Interiors bills itself as the
city’s only full-service commercial
design/build office interiors firm, but this
only begins to describe what’s happening
at this different kind of office furniture
dealership.

“We started as a furniture
company with interior
design services,” says
founder, president, and CEO
Vincent E. (Vince) Mudd,
“and things sort of grew
from there!”

Going green

would alienate the interior design
community to the point where we would
get no business through them. So we did
a survey of furniture dealers and
discovered that, at best, when the dealer
got a lead from a design firm, it was just a
lead, and more times than not they were
simply one of five or more bidders, with
chances of getting the business based
mainly on price.”
“It was tough at first,” he recalled,
“because so many designers were selling
furniture or had other connections, but we
persisted, and our model began to pay off.”

A one source company

Vince Mudd and his wife started the
business from scratch in 1994 by
purchasing the name from another dealer
who was no longer in the office furniture
business. Although many office furniture
dealers offer other services, SDOI started
out that way.

SDOI has grown from a start-up to a “one
source” company that starts with finding
space, to design, to planning, to total
project management, including build-out.
They have a full-time professional staff,
including project managers who oversee
the job from start to finish.

“At the time,” says Mudd, “we thought
about it a lot because we were afraid we

With a general contractor on staff, they
now have the ability to handle an entire
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“On the first day, we give the customer a
binder that shows exactly what the
finished product looks like—lobby,
conference rooms, offices and all other
spaces. All the customer has to do is
select colors,” Mudd explains.

INDEPENDENT DEALER

SDOI has two LEED-certified (Leadership
in Energy and Environmental Design)
designers on staff, and a number of LEEDcertified projects under construction.
The dealership recently started construction of a new 20,000-square-foot
office building for their own use, which is
“LEED Platinum,” thirty-five percent solar
powered, with waste water treatment,
raised floor system, special skylights to
reduce energy use, bamboo flooring, and
a complete modular Haworth interior.

Giving something back
“We encourage all our people to give
something back to the community that’s
been so good to us,” states Vince Mudd,
“and they do.”
Mudd himself is heavily involved in local
organizations, serving on the Boards of
Big Brother, Big Sisters and the American
Red Cross. He also serves on the Board of
the University of San Diego School of
Engineering, and PBS (Public Broadcasting System) in San Diego. The
company distributed nearly $200,000 to
charities in 2006.
PAGE 7
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Last month’s column by BKM’s Don Griesdorn on manufacturers’ spiffs
struck a chord with Chuck Fetta of the Office Furniture Warehouse in
Islandia, New York. Here’s what Chuck had to say:

I have to agree with Don Griesdorn regarding spiffs and how things are handled. I will also take it a step further and
state that spiffs have made it harder for dealers to be profitable in a very competitive industry.
By allowing the sales rep in some cases to make more money from a spiff than they might on commission, depending
on the gross margin of a job, manufacturers are in essence, providing an incentive to the rep to take their focus off
the true objective.
In addition, when the dealer sales reps get their W-2 at the end of the year and see what they make, the spiff money
is never included. It appears to be coming directly from the manufacturer and not the dealer at all, even though it's
the dealer that has the relationship with the manufacturer and it’s the dealer who pays the rent, lighting, electrical,
etc. None of that, of course, prevents the dealer from being left out of any type of compensation negotiations in these
spiff negotiations.
We had one case where we as the dealership actually paid the vendor 50% of the spiff so they could in turn pay our
sales rep, making even worse the perception of where the money actually comes from.
I have seen manufacturer rebates reduced since spiffs have increased. The administration of all the different
programs is costing additional money for all involved—dealers and manufacturers alike—and it returns actually no
value except to add friction to an already over-taxed system of order entry, invoicing, bill payments, credits, damages,
missing pieces, wrong colors and sizes, etc.
Some vendors have gone to incredible expense to build web interfaces, so they can manage their spiffs online. Again,
this brings no value back to the dealership, except for possibly making it a little easier to report.
All in all, the way spiffs operate in our industry is not doing anyone any favors at this point. And since everyone is
now doing it, it brings no real value to the manufacturer, either. They now look at this Frankenstein of a program as
a necessary evil and feel if they don't offer a plan they will lose out.
I have even seen situations where salespeople will only take a position with a company if they are guaranteed to get
their spiff money, and know of dealerships who have lost sales people over spiffs.
I for one have never allowed spiffs at our dealership from Day One. Spiffs only lead to bad decision making on the
part of the dealer sales rep who should instead be driven by the best interests of the dealership and the end user. It
is the dealership who should be determining compensation, not the manufacturer. It is the dealership that needs to
control what is sold, not the sales rep.
Any money or incentives that are offered need to go back to the dealership to better operate the business and
increase profitability, so as to better establish themselves and their manufacturer partners in that area.
Chuck Fetta
The Office Furniture Warehouse
Islandia, New York
Got something on your mind or want to comment on
something in this month’s issue. Just drop us a line.
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May 9-10, 2007
L’Enfant Plaza Hotel
Washington, D.C.

NOPA-OFDA 7th Annual

LEGISLATIVE CONFERENCE
Your Participation Counts!
Join your dealer, buying group, wholesaler and manufacturer business partners for a day and a half of focused policy issue brieﬁngs,
state dealer roundtable discussions and pre-arranged congressional visits. Our ﬂy-in Washington program addresses those government advocacy issues of direct concern to and impact on NOPA and
OFDA members:
-

Small business health insurance legislation
Federal Prison Industries (FPI) permanent reform bill
Small business pass-through advocacy campaign
JWOD program accountability legislation
GSA Strategic Sourcing Initiatives.

For more information and to register,
call NOPA-OFDA at 800.542.6672

NATIONAL OFFICE PRODUCTS ALLIANCE

OFFICE FURNITURE DEALERS ALLIANCE

INDUSTRY
is.group Announces Authorized
Agent Relationship With Acsellerate

ECI2 Releases Enhanced Version of
New E-Commerce System
Dealer technology provider eCommerce
Industries, Inc. (ECI2) has released an
enhanced version of ecInteractive, its nextgeneration Web storefront/Internet Service
application. Version 6.8 includes an
accounts receivable module and an
enhanced version of the Point Rewards
feature originally introduced in ECI2’s
Dealer Station product.
The A/R module provides online customers
with access to account history. Customers
can review or print outstanding invoices,
drill down to view line item detail for
individual invoices, or even print remittance
forms for payment. Point Rewards enables
dealers to create custom incentive
programs where customers earn reward
points for each dollar spent. The
accumulated points can be used to
purchase additional products. The new
release also provides simplified catalog
management and support for higher
resolution displays,

S.P. Richards Honors
Birmingham Operation as
‘Distribution Center of the Year’
Wholesaler S.P. Richards Company recently
honored its Birmingham, Alabama
operation with its 2006 SPR Distribution
Center of the Year award. The award
recognizes the S.P. Richards distribution
center that records the highest combined
score in a number of quality measurements
including service levels, order accuracy,
inventory accuracy, inventory turn, sales,
profits and employee productivity. Martin
Bonk, Birmingham general manager,
accepted the award at the company’s
Operational Excellence Awards dinner.
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The is.group dealer co-op has announced a
partnership with Acsellerate Solutions, by
which is.group will serve as an authorized
agent for Acsellerate, providers of ondemand sales intelligence solutions.
is.group said the partnership will give its
members the opportunity to quickly and
easily understand their customers’ data,
increase
sales
performance
and
profitability, identify customer penetration
opportunities and implement successful
retention strategies.

ActionEmco Presents Dealer Seminars
Wholesaler ActionEmco recently hosted a
one-day seminar for its Northeast and
Midwest dealers on “Effective Negotiation
Skills.” The program, presented by Sam
Johnson of Graytrout Training, covers the
understanding and definition of negotiation, key elements that affect the
negotiation process and its outcome, and
how to better plan and apply key negotiation concepts and principles.
ActionEmco will hold its next seminar,
“Effective Office Products Marketing,” on
May 10 (Northeast) and May 17 (Midwest).
This workshop will give dealer executives
an overview of the modern marketing
function and help them to evaluate and
improve their own marketing programs. Key
topics include the dealer’s individual
product/service mix, pricing, promotion and
strategic placement.

Red Cheetah Integrates New S.P.
Richards e-content
Dealer technology provider Red Cheetah
has announced it has incorporated S.P.
Richards’ new e-content into its system.
The new content provides product specific
images, quicker and more intuitive product
searches, cross sell and up sell
suggestions, and category specific attribute
templates that make possible side-by-side
item comparisons.
INDEPENDENT DEALER

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

Fellowes Veteran Mike Metchikoff
Joins OPMA As New President
Long-time Fellowes veteran Mike
Metchikoff has joined Office Products
Marketing and Advertising (OPMA) as its
new company president. OPMA serves as a
design and production agency for the office
products and furniture industries, providing
catalogs, flyers, and other specialty
marketing services to manufacturers,
wholesalers, buying groups, and dealers
throughout North America.
Metchikoff comes to OPMA after over 20
years with Fellowes, where he held
positions in territory and national accounts
management, and most recently served as
director of commercial sales for North
America.

OF USA Awarded GSA Contract
Mid-market office furniture franchisor
Office Furniture USA, has been awarded a
contract by the U.S. General Services
Administration (GSA). “This is the
culmination of several years of hard work
by our team, our dealer partners and our
manufacturer partners,” said Dennis
Arnold, president of Office Furniture USA.
“We’re excited about the possibilities this
contract gives us.”
While many OF USA dealer and
manufacturer partners already hold GSA
contracts, there was no single contract to
unify them until now, the organization
noted in a statement. “This contract allows
us to set a pricing schedule that is
extremely advantageous to GSA,” Arnold
said. “Combined with our nationwide
network of professional dealers for service
and installation, and a variety of contractgrade manufacturers, it allows GSA much
greater latitude and flexibility when
choosing office furniture.”
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In the News:
Last month, the Indoff
organization announced a new
program, Next Day Office
Supplies, which it said is
designed to assist independents
to profitably grow their business
and compete with the power
channel. In the following
interview, Indoff president Jim
Malkus provides an update on
the organization and outlines
the goals and objectives of the
new program.

Maybe we could begin with a little
background on the organization as a
whole. How does the office products
side of Indoff operate and how’s
business been of late?
MALKUS:
Business has been good. We closed
2006 with sales volume in excess of
$125 million and steady growth in all
four divisions, especially office products.
We are a privately held company,
founded in 1971 as a Material Handling
Distributor servicing customers in the St.
Louis market. In 1991, we launched our
Sales Partner program which gives
entrepreneurial sales people the
opportunity to run their own business
under our corporate umbrella. We
launched the Business Products group
in 1996, and today that group has 150
Partners and sales volume in excess of
$40 million.
Our model is totally stockless; the
Partner is a W-2 employee with a full
benefits package including insurance
and a 401k. The Partner is responsible
for sales, marketing and customer
service. We take care of all the rest.
How is your Next Day Office Supplies
program different and how would you
describe your primary Next Day dealer
candidate?
MALKUS: The Next Day platform is
essentially the Partner Program
designed for folks who want to own a
MARCH 2007

FACE to FACE with
Jim Malkus
of Indoff/Next Day Office Supplies
business, manage people and grow. The
main difference is in the compensation:
In the Partner Program we split the
gross profit while the Next Day program
is fee based.
We believe our offering will appeal to
several types of dealers at various
stages of their development. We think
the dealer with a sound business plan
that has a strong desire to grow either
by acquisition, by adding salespeople or
organically through marketing programs
but lacks access to capital will want to
investigate our program.
We also know there are dealers
approaching their retirement years
looking to either sell or transfer their
dealerships. Utilizing our model, a dealer
can withdraw their capital, creating a
larger pool of buyers for their
businesses because a potential new
owner will not need working capital as
part of the purchase price.
Finally, there are good dealers struggling
to pay the light bill. Frequently, these are
good salespeople who lack sufficient
capital and backroom expertise to
continue to grow and implement their
sales and service strategies.
What kind of target bottom line do you
anticipate for participating dealers and
what will be the critical success factors
and requirements for them to make it
work?
MALKUS:
The last NOPA numbers I reviewed
showed the average independent dealer
in our target size range was earning 1-2
percent pre tax. We are very confident
that if a dealer embraces our model they
can dramatically improve pre-tax profit.
Under our structure a dealer has risk free
ownership of his business. The dealer still
owns and operates his business and all
the final decisions are still his. But under
our corporate umbrella he has an
INDEPENDENT DEALER

opportunity to grow his business with
access to the best practices of other
independent dealers.
What kind of support will you be
providing?
MALKUS:
We will do the non-revenue generating
activity in a typical dealership. We
finance and process all orders, receive
and process all supplier orders, invoice
and collect payments from customers,
provide sales tax calculations and
reporting and provide detailed reports to
manage the business.
Additionally we believe our offering will
simplify the IT component of a dealer’s
business. Next Day Direct, our customer
ordering module, is a robust system that
will greatly enhance the end user’s
internet ordering experience.
We will work closely with each affiliate
to customize a specific marketing plan
for their dealership. There are many
large successful independent dealers in
the industry, and we believe our
platform will provide good operators the
working capital and tools to become
one of them.
What’s your take on the future of the
independent dealer?
MALKUS:
We are very optimistic that the
independent dealer armed with the
proper tools can successfully compete
and win market share. Being big does
not necessarily make you good. The
Mega dealers are gaining now because
they have the capital to invest in IT,
advertising and brand awareness. Give
those same tools to small dealers
coupled with a superior personal service
model and I know they will acquire
customers and thus market share.
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and these two industry giants are facing
some considerable obstacles.

The
Market
is Never
Wrong
By Tom Buxton

In case you have just returned from a
three-month vacation or had sworn off
reading until the April issue of
INDEPENDENT DEALER arrives, let me
tell you what everyone else already
knows: Staples no longer promotes
remanufactured or compatible toner
cartridges for HP equipment (at least in
their stores). What does this mean if
you’re an independent dealer? Putting it
simply, an opportunity that is truly
unbelievable.

When I was with Corporate Express, one of
my favorite bosses would often tell me, “The
Market is Never Wrong.” If customers were
not wowed by one of our marketing pieces
or if our sales dipped, he would encourage
me to better understand the market, not try
to re-make it in my image.
In my opinion, Hewlett-Packard and
Staples are attempting to change the
market and I commend them for the effort.
However, consumers are not easily swayed,
particularly when it comes to saving money,
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First of all, the deal HP made with Staples
appears to apply only to retail stores.
Staples’ 2007 Business Advantage catalog
prominently features private label toner and
inkjet compatibles for HP. And while I have
not seen their full line business catalog for
2007, I have been told it too contains the
very items Staples removed from retail. Isn’t
it ironic that the fastest growing portion of
Staples’ business is in the B-to-B sector,
where their marketing materials still reflect
an “outdated” philosophy?

four percent savings on future purchases.
With those customers who are more
interested
in
cost-savings,
follow
Walgreen’s example and introduce them to
compatible inkjet.
When competing against Staples for a
mid-market customer that is using their
store catalog, ask them if they see any
inconsistency in Staples advertising
compatibles for Brother, Canon, Dell, and
Lexmark but not for HP or Epson. You might
also ask if your prospect has been offered
any new savings from Staples based upon
HP purchases.

Another obstacle to moving the market
back to OEM brands is the fact that
compatible cartridges for both toner and
inkjet are much more reliable than before.
The improved performance of compatible
monochrome (black) toner has enabled our
channel and others to grow sales of such
products to approximately 30% of the
overall pie. Obviously, this sort of success
threatens HP, Lexmark, and Dell’s
hegemony over the laser cartridge world.

Understand History. Fifteen years ago,
the original HP II laser printer created a
printing revolution. The margins our
channel made on the 92295A were
significantly lower than what it cost us to
deliver the product, so dealers searched for
solutions. Through trial and error, the
chasm between HP and compatibles
narrowed until the failure rate from quality
manufacturers and OEMs became almost
negligible.

Moreover, when a company like
Walgreen’s commits to the sale of
remanufactured inkjet, the challenge to the
OEMs’ dominance in that largely untapped
category becomes extreme. Walgreen’s is
currently advertising their inkjet refilling
capabilities nationwide and don’t be
surprised if they add some toner SKUs in
the near future. Clearly, they believe the
market for less expensive imaging products
is still very much alive and well.

Will history repeat itself with color
compatibles? Quality is improving quickly
and margins on HP color are lower than the
dealer’s cost structure. Conclusion:
Understand the potential of color
compatible toner. It is not the same color as
OEM, but it is good and the quality is
improving quickly.

So, how can the independent dealer
benefit from what HP and Staples are trying
to do? Here are a few suggestions:
Begin by asking yourself one important
question: Do I believe my current
customers are concerned more about small
variances in quality than dramatic cost
savings?” Then ask that same question of
your customers. If you find any who are
indeed more concerned about absolute
quality, introduce them to HP’s high yield
cartridges and to the “Purchase Edge”
program, so they can benefit from up to
INDEPENDENT DEALER

Above all, analyze Hewlett-Packard’s
reasoning. Was their offer to Staples made
out of strength or weakness?
As you ask yourself and your customers
these questions, keep the focus clearly on
identifying opportunities to grow the
imaging part of your business—which now
represents over 35% (not including copy
paper) of your customers’ total purchases.
And always remember, “The Market is
Never Wrong.”
Tom Buxton is founder and CEO of InterBiz Group, a
consulting firm that works with independent office
products dealers to help increase sales and
profitability,
For
more
information,
visit
www.interbizgroup.com.
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simple clear easy – complete solutions for your furniture needs
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CLEANING UP
Time and again I heard, “My jan-san margins
are higher than traditional office supplies.”
How can this be? There are several reasons:
Some customers consider that their dealer is
doing them a favor to stock these items, which
they can order frequently. Price is not an issue.
Some customers insist that products be of high
quality—name brands—which may not be
available from their local jan-san distributors.
As a dealer sells more, the ability to “buy right”
increases. And manufacturers, wholesalers,
major distributors and buying groups are
working hard to help independents be more
competitive.

A win/win for everyone
Even the smallest dealer and the stockless
dealer can play in the jan-san game, with
thousands of items available from wholesalers,
with next day delivery. This greater total
volume, in turn, helps wholesalers and buying
groups cut some very good deals with
manufacturers and major distributors.
While it’s difficult for a dealer to deliver a giant
jan-san contract from the General Motors of
the world, even smaller contracts can produce
enough volume for the dealer to buy
truckloads or partial truckloads at very good
prices.
Garvey’s Office Products, Niles, Illinois, is a
major player in the Chicago market when it
comes to jan-san and related products. “These
items make up a big chunk of our customer
catalog,” says Bernard Garvey, Jr., “and now
represents 10 percent of our dollar volume.”
“How do you do it?” I asked.
“Buying right is important,” said Garvey, “but
that’s only one piece of the puzzle. We buy
from two very large jan-san distributors, but we
also buy from S.P. Richards and United
Stationers. We need this flexibility to satisfy
each customer. Some customers are very
particular about paper products, for example.
We may go back to them with three or four
samples before they decide which one
represents the best quality and value.”
“To be successful with jan-san, you not only
need to buy from a number of different
suppliers, but you must be willing to stock
inventory,” Garvey contends.
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Top Ten Tips
for Cleaning Up
Taking a leaf out of David Letterman’s
book and with thanks to the folks at
Marcal Paper Mills who provided them,
here are Ten Tips your dealership can
follow to be effective in selling jansan/breakroom supplies:
| Qualify the individual who is
responsible for Jan-San/Breakroom
purchasing decisions. The decision
makers are often different from those
purchasing office products.
| Determine the size of the office, both
in space and employees and in use
of Jan-San/Breakroom products.
| Study the main categories and price
points (paper, cleaning chemicals,
can liners, etc.).
| Know your competitive strengths and
weaknesses. Your competition
includes club/retail stores and
traditional jan/san distributors.
| Time is money: Sell your customer
both on the tangible and intangible
benefits of buying jansan/breakroom from your
organization (office productivity
gains, consolidation of invoices, etc).
| Be flexible with delivery. Just as
desktop delivery has increased
customer service in office products
(pens, paper, and ink), consider
delivering jan-san/breakroom
products to storage closets and
break room pantries.
| Invite your wholesaler and
manufacturer representatives to sales
meetings and encourage your sales
people to ask questions and follow
up with those representatives
present at the meeting.
| Develop monthly promotional flyers
which feature jan-san/breakroom
products.
| Give the customer the confidence
they expect by appointing a jansan/breakroom sales specialist. This
does not have to be a new hire but
can be an existing employee who
receives additional training from the
wholesaler or manufacturer.
| Jan-san/breakroom offers your
organization new revenue at high
margin, therefore set conversion
goals and incent your sale people to
meet those goals on a monthly,
quarterly and annual basis.
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That thought was seconded by Roger Miller of
Office Technology Supplies in Sunrise, Florida.
“Customers will put up with back orders on a
lot of items, but toilet paper is not one of them!”
he says bluntly.
Miller says he has been able to substantially
reduce his jan-san inventory through his
is.group distribution center, which stocks over
100 of the fastest moving items. “We previously
bought these items in truckload or partial
truckload quantities, which really reduced our
turn rate.”

You have to go after it
Every office supply dealer I talked with who
does well with jan-san agrees on one thing:
You have to go after the business, even with
your old, reliable, never-fail regular customers.
Running specials may help. Customers
ordering online are more exposed to jan-san
items than they would be with any other
ordering method, but if you don’t offer
anything special and your reps don’t push it, it
will remain a very small part of your business,
several dealers told me.
“Several years ago we decided that jan-san
was an opportunity area for us,” states Dale
Bloem of Old Colony Stationers in Whitinsville,
Massachusetts. “We saw wholesalers getting
serious about the business, and TriMega
helping out with their ‘preferred vendor’
program.”
Since then, Old Colony has gone after this
business in a big way. The dealership was
recently awarded a five-year contract to supply
jan-san to an organization with more than 50
offices throughout the state, beating out the
big players because they were the only bidder
that would deliver to every location.
I always ask, “How did you do it? What’s your
secret?”
Dale Bloem responds, “You ask for help from
everyone. We asked TriMega, wholesalers,
other suppliers, other dealers. We have an
excellent rep from Saalfeld, and that has been
a big help.”
“We learned that if you sell dispensers, you’ll
get the refill business. It’s the old, ‘Give them
the razor, sell them the blades’ idea. We also
see a growing ‘green office’ trend with
customers, which reduces somewhat the ‘I
want the lowest price item’ mantra.”
continued on page 16
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Your business is

BIGGER
than you think...
Are you sending out half-empty
boxes to your customers?
Fill your boxes higher with Jan/San
products and start packing in
the profits.

Think

inside the box

Think Opportunity

Think Convenience

If you focus only on selling traditional office products,
you’re missing out on a profitable opportunity —
one that exists now within your customer base:
Jan/San products.

With United’s Jan/San team of category specialists on your
side, you’ll have:

Jan/San products are everyday items such as
cleaning supplies, paper towels and tissue, coffee
and breakroom supplies and more. Companies
typically spend 15% or more of their annual business
products budget on Jan/San items — driving an
end-user market that’s $23 billion strong and
growing. And all of your customers are buying
Jan/San products from somebody. Is it you?
Selling Jan/San products requires little additional
effort or investment, yet gives you a distinct
competitive advantage. Non-traditional Jan/San
suppliers (dealers just like you) saw an average
annual sales boost of 15% in Jan/San products last
year. And because Jan/San items provide higher
gross profit margins, the category offers a smart
way to make your business more lucrative.

I The right products, pricing and information to meet
each customer’s needs and be a true single-source
supplier
I The advantage of selling Jan/San without adding to
your inventory or changing your current supplier
relationship
I A full array of Jan/San marketing tools, catalogs and
training seminars to help you promote, sell and
educate your customers effectively.
Expand your business and fill those boxes — the Jan/San way.
For more information, contact your United Account Manager
or United’s Jan/San Category Team at JanSan@ussco.com.
One Parkway North Blvd.
Suite 100
Deerfield, IL 60015
847.627.7000
unitedstationers.com

continued from page 14

CLEANING UP
I was eager to talk with Bill Garner, because I
heard that he was one of the most successful
office products dealers in jan-san in the
country. I wasn’t disappointed.
Garner is with A-Z Resource and Workspace
Solutions, with headquarters in Nashville and
seven locations—six in Tennessee and one in
Alabama.
A-Z has gone from almost no jan-san business
a few years ago to more than $3 million last
year. “It’s the fastest growing part of our
business right now,” says Garner. As usual, I
asked “How did you pull it off?”
Garner, word for word: “There has never been
a time when dealers have had such a broad
offering of product from wholesalers, training,
special deals, and so on. All this is helpful, but
the bottom line is this—to be successful, you
must have someone on staff who knows how
to do it. You can’t just say, ‘Now we’re going to
sell jan-san’. I brought in an experienced
person from a major distributor, who knew the
market, knew the manufacturers and was able
to get us better pricing.
“We looked at what our competitors were
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doing and did them one better. First, most jansan distributors do not have frequent contact
with their customers, did not (at the time) offer
online ordering, and most delivered in three or
four days, and some took even longer.
“As an office supply dealer, we had much more
frequent contacts, we made online ordering the
way to go, and we offered overnight delivery.
Now comes the hard part—how do you get your
reps to sell it? We found that about one in four
or five reps were eager to sell it. The others
needed convincing, but once they tasted
success, you couldn’t hold them back.”
Garner said that it’s a “show and tell” business.
“Reps carry a supply of samples, make
demonstrations, discuss hand and air sanitizers
and other neat products. In a very short period
of time, our reps became subject matter experts
for their customers.”
Jan-san is a natural fit with so many other products
that dealers sell—shipping room/mail room
supplies, safety and security items and products
used by hospitals and other medical facilities.
Some products are difficult to categorize. What
about mats? Some dealers sell a lot of them. If
they’re customized or imprinted, I suppose you
would call them an ad specialty. The point is
this: office product dealers are in exactly the

INDEPENDENT DEALER

right spot to build a jan-san business.

A great opportunity
There has never been a time in our industry
when dealers have had such great resources
available in the jan-san, breakroom and related
fields.
Wholesalers—Action/Emco, S.P. Richards and
United Stationers have all invested heavily in
these categories, purchasing major distributors
and creating broad product availability, training
programs, online information and pricing
structures to satisfy end-users, separate
catalogs, flyers, and all kinds of promotional
materials. Action/Emco stocks a full line of
jan/san products, with major growth planned
for later this year. S.P. Richards offers nearly
3,000 items in this and related categories.
United Stationers has approximately 4,700.
Manufacturers offer all sorts of “how to sell”
and product information, promotional materials
and samples.
Dealer groups—TriMega includes Saalfeld
among its list of vendors, while is.group has an
alliance with jan-san buying group Afflink and
they both offer their members special buying
arrangement and sales aids.
So, what are you waiting for? Get out there and
sell, sell, sell!
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Meet The Member:

Rep. Steve Chabot
of the House Small Business
Committee
With so many changes in Congress this session, I thought it would
be helpful for you to get to know the people who have been
appointed to oversee small business issues. Let me introduce you
to the Ranking Member of the House Small Business Committee,
Congressman Steve Chabot.
Congressman Chabot represents Ohio’s First District, which encompasses most of Cincinnati, its
western suburbs and southwest Butler County. A Republican, Chabot was first elected to Congress
in 1994 and is serving his sixth term.
Congressman Chabot is one of Congress’s leading advocates for fiscal responsibility, voting
consistently to eliminate wasteful spending and reduce the excessive tax burden on hard-working
Americans.
Nonpartisan taxpayer advocacy groups such as Citizens Against Government Waste, the
Concord Coalition, and the National Taxpayers Union consistently rate Chabot as one of the most
pro-taxpayer members of Congress.
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Here is my interview with
Representative Chabot:

I was first elected to Congress in 1994, and I
continue to work to reduce federal taxes, eliminate
wasteful government spending and limit the size and
scope of the federal government.

Can you give our readers a little background on
who Steve Chabot is and what brought you to
Congress?

You have been a member of the Small Business
Committee for a while now. What made you seek
out this committee?

Chabot: I was born and raised on the west side of
Cincinnati. As I grew up, I had to work sweeping floors
and pumping gas to pay my tuition at a Catholic
school. I graduated from LaSalle High School and went
on to earn a degree from the College of William and
Mary.

Chabot: I’ve been a member of the House Small
Business Committee since I took office in 1995. I had
some experience running a small business of my
own—I ran my own legal practice for a number of years
with just my father as my assistant—so I understand
some of the challenges small business owners face.

After graduating, I taught at St. Joseph’s High
School in Cincinnati’s West End while attending
Salmon P. Chase College of Law in the evening. I
worked hard and wanted to give back to the folks in
my community, so I successfully ran for the Cincinnati
City Council and later served as a Hamilton County
Commissioner.

I’ve always believed small businesses are the
lifeblood of the economy. The Cincinnati region alone
boasts of more than 30,000 small businesses and
some 365,000 small business employees. The
economy, our families, even larger corporations rely
heavily on the health of America’s small businesses.
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Now that you have moved into the
ranking position on this committee,
what priorities would you like to see
the committee focus on in the new
Congress?
Chabot: I would like to focus on ways
to make health care more affordable to
small business owners and their
employees, including legislation to
create small business association
health plans. In addition, I am
committed to reducing taxes, and
eliminating frivolous lawsuits and
regulatory burdens on small businesses and their employees. We also
need to ensure that the Small Business
Administration is operating as
effectively and efficiently as possible.
Do you believe you will be able to
work with the Democrats in a
bipartisan way to accomplish your
goals? If so, how?
Chabot: I am committed to working
with Chairwoman Velázquez and
other members of the Small Business
Committee, Republicans and Democrats. I believe the Chairwoman and I
have already demonstrated an ability
to work together to help small businesses. We have passed a temporary
reauthorization for important SBA
programs and have introduced
legislation together to help small
businesses have increased access to
capital.
You serve on a committee that has a
lot of new faces. How do you plan to
build consensus with so many new
players?
Chabot: On the Republican side, we
have a great leadership team
committed to making sure small
businesses continue to have access
to capital and that taxes and the
regulatory burden remain low. We
have a lot of new members but I’m
pleased to say they all bring with
them a certain expertise in dealing
with small business issues.
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Last year small businesses got close
to passing Association Health Plan
legislation. What are the chances
Congress will finally act on this
legislation or a similar approach that
provides much-needed relief to small
businesses?
Chabot: I am hopeful we can pass
legislation to establish Association
Health Plans for small businesses. The
House has passed Association Health
Plan legislation six times in the past
five years, and Chairwoman Velázquez
has supported such legislation in the
past. Ideally, both houses will pass
versions of Association Health Plans
and we can hammer out differences
in a conference committee.
While I am hopeful we can pass
Association Health Plans legislation in
the 110th Congress, I will also
reintroduce the Health Insurance
Affordability Act, which would provide
every American the ability to deduct
100% of the cost of their health
insurance and make coverage more
accessible to uninsured Americans
and more affordable to those families
facing ever-increasing premiums.
Small businesses continue to
struggle in the procurement arena.
You have always been a strong
advocate for fairness in this process.
Do you see an opportunity to change
some of the rules to truly level the
playing field for small business or do
you see opposition to this effort that
will limit what your committee will be
able to do?
Chabot: The rules clearly need to be
reviewed to ensure that small
businesses get their fair share of
federal contracting opportunities. The
system is weighed towards bundled
contracts, which make it more difficult
for small businesses to compete. I
expect to work on a bipartisan basis
with the Chairwoman to level the
playing field and give small
businesses a better opportunity to
compete for government contracts.
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The Small Business Administration is
supposed to be the lifeline for small
businesses in this country, but over
the years it seems it has become
weaker and weaker. Is there anything
your committee can do to strengthen
the SBA and get it back to being a
strong supporter and advocate for the
small business community?
Chabot: We must ensure the Small
Business Administration fulfills its
mission of assisting and protecting
the interests of America’s small
businesses. Additionally, it is
important to continue to provide
increased access to capital for small
businesses. Any funding increases for
the SBA should go towards
increasing the agency’s lending
capacity rather than increasing the
agency’s staff. We need to make sure
the SBA is efficient.
Other than the issues we’ve just
discussed, what do you see as the
biggest challenges facing the small
business community?
Chabot: Small businesses in the
United States face a global
competitive environment where
technology is advancing rapidly.
Maintaining a competitive edge
requires ensuring that America’s
small businesses have access to the
best technology, the best scientific
and technical research, and the most
advanced, energy-efficient means of
producing and selling goods and
services. This is a challenge not just
for the members of the Small
Business Committee but for the entire
Congress and the nation.
Paul Miller is a founding partner in Miller/Wenhold
Capitol Strategies, LLC, providers of direct and grassroots
lobbying, legislative and regulatory tracking, advocacy
planning and implementation and related services. Before
setting up Miller/Wenhold, Miller served as government
affairs director for the National Office Products Alliance
and the Office Furniture Dealers Alliance
(NOPA/OFDA). In addition to his lobbying and
regulatory monitoring activities, Paul also provides
consulting services to businesses on selling to the federal,
state and local government markets.
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Their Experience is

Your Brand!
How can you create a strong brand in a market that is so competitive and commodity-heavy?

Think about Starbucks.
They broke free of commodity pricing dynamics by creating a consistent experience wherever
they operate. What is your customers’ experience?
by Trish Brock
Whether it is intentional or not, your
company has a brand. It is how your
customers, employees and competition
perceive and experience your company.
It is your reputation, your image and the
impression that your market associates
with your dealership. Every facet of your
company contributes to that experience
and the result is your brand. And that
means the real question you face is not
how to create a strong brand, but rather,
is the brand you have the one you want?
Here are some questions you can ask
yourself and a few “starter” ideas to
help focus on how best to develop a
meaningful brand:

As you think about your brand, you should evaluate how the market is currently experiencing your
dealership. An independent market analysis would yield valuable information for comparison
against your own in-house conceptions. If you are unable to initiate one, here are some “customer
experience” factors to consider that are already contributing to your existing brand:
I Everyone provides products. What is unique to the experience you provide?
I Are the values of your company clearly and consistently communicated internally as
well as externally?
I Do your customers see clean trucks? A clean and attractive showroom?
I How are delivery people identified with your company? Do they all wear consistent
uniforms that are always clean and pressed?
I How well trained is the first point of contact with your company, your receptionist?
I Are your salespeople quota-driven or solutions-driven?
I Are your sales materials current and fresh?
I Do your letterhead and business cards have updated colors and graphics?
I Are letters and promotions to prospective and existing customers well written and
free of typos?

I What does your organization
stand for and how is it
delivered? You are selling
products, but people are
buying the experience of
sourcing products from you.
That is where your brand
develops.

I Is your web site easy to navigate and is it consistent with the graphics in your
printed pieces?

I How do you fit into your
customers’ lives, not their lives
into yours?

I Are your invoices easy to read, and do they match proposals?

I What is the user’s experience
with both product and
communication?
I How are the values of the
organization marketed
internally?
I Do your words match your
actions, internally and
externally?
I What one word would your
customers, competitors and
your employees use to
describe your dealership? And
would they all choose the
same word?
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I Are claims made during the sales process genuine and deliverable?
I Do employees strive to help customers or simply fulfill their job descriptions?
I What would be your customers’ memory of their last interaction with one of your
employees?
I How many people do customers have to talk to in order to get problems resolved?
I How do you thank your customers for their business?
I Are people happy working in your dealership? If it’s a good place to work, it’s
generally a good place to do business.
I Are you clear and specific about acceptable etiquette and behavior with every
employee? And are you leading by example?
I Do employees embrace the fact that they represent an organization and something
larger than just their job?
I Are you setting a standard in the market, or trying to live up to your competitors?
Using Starbucks as an example, remember that even though the product is a price
competitive commodity, in reality, people are buying a purchasing experience. Being
thoughtful, specific and consistent when creating your customers’ experience will enable
you to create a strong brand experience and enable you to stand out in your market.
Trish Brock is a well-known industry consultant, with over 25 years of “real world” sales, marketing and
management experience. Her cross-functional consulting group, Trish Brock & Associates, specializes in helping
dealer principals and their management teams solve identity, branding, sales support materials and web site
challenges. For more information, contact her at 720.277.3035 or tbrock@trishbrockassoc.com.
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A typical suggestion from Winget: “If you
work for me and sell three times what everyone
else sells, then come in when you want and
stay as long as you want. I don’t know what you
are doing and I don’t care…as long as it’s legal
and ethical, it’s fine with me. I just want you to
keep on doing it. Just tell me how I can help
you do it. Or tell me to butt out. That’ll work too.”

“It’s Called Work
for a Reason!
Your Success Is Your
Own Damn Fault”
by Larry Winget.
By Diane Griffin,
President of Radstons Office Plus
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If you’re looking for an unconventional business
book, you might want to take a look at “It’s
Called Work for a Reason! Your Success Is Your
Own Damn Fault” by Larry Winget. You’ll find
some deceptively simple concepts that are not
necessarily supportive of many of the accepted
premises found in other business books.
For example, Winget is not a big fan of
teamwork. Instead, he advocates building
“groups of superstar individuals who share a
common goal.” These superstar individuals, if
they truly are achieving exceptional results,
require support but not rules and red tape, he
argues.
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The book is based on simple, ethical,
learned-in-kindergarten concepts that I feel
sometimes we as adults overlook. Yet they are
still good tenets to live by and run businesses
with. The one I relate to most is “Do the right
thing…if you have to ask if it’s the right
thing…it isn’t.”
It makes sense for me … enough that right
now I’m heading for his original book, “Shut Up,
Stop Whining and Get a Life.”
If you’ve got a favorite book you’d like to share with
your fellow dealers, please let us know. Just drop us
an e-mail and we’ll take it from there!
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WHAT’S HOLDING
YOUR

dealership

Since 2002, our industry has lost a lot of talent,
partially due to layoffs in the early part of the decade

and partly a result of talented employees seeking
better opportunities or a more flexible lifestyle.
Dealers are now finding the replacement
pool very difficult to fill, and they’re finding
current employees and potential
applicants are bringing new expectations
when they come on board.
We had begun to understand
Generation X—treat them right and they’ll
be loyal. But within the next ten years,
most of them will turn 40. We are now
beginning to deal with Generation Y.
Reported to have a strong sense of selfinterest, they go where the money and
opportunity is.
The vast majority of dealers with whom
I speak indicate that hiring and keeping
people are their two biggest problems. So,
what gets people fired up about our
industry and your dealership? As Randy
Pennington wrote in his recent book,
Results Rule!, “It’s the culture, stupid.”
What is culture, really?
I’ve written numerous articles on culture
over the years and described it as the glue
that holds an organization together.
Culture is about values, shared beliefs,
purpose, direction and relationships.
Webster’s New Collegiate Dictionary has
some useful concepts, albeit rather broad,
in its definition: “The integrated pattern of
human behavior that includes thought,
speech, action, and artifacts and depends
upon man’s capacity for learning and
transmitting knowledge to succeeding
generations.”
One definition, suggested by Deal and
Kennedy, authors of Corporate Cultures,
that I prefer comes from the former
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TOGETHER?

managing director of McKinsey & Co.,
Marvin Bower: “It’s the way we do things
around here.”
How do you do things within your
dealership? What are your commitments
and relationships with customers? Within
your organization, what are your commitments to one another? What opportunities
and rewards do you provide your people?
Bottom line: Who will want to work for
you?
When I prepare employee surveys for
dealers, I still find that owners and
employees often see things very
differently. (Next month’s column will
cover an employee survey directed toward
dealer culture).
Five measurements of culture
While each dealership will have its own
unique culture, there are common
indicators of a strong corporate culture.
Rate yourself on the following:
| Common dealer purpose, values (i.e.,
shared beliefs) and goals, spearheaded
by owners and key management. And
being able, in words, to express and
define your culture.
| Company-wide employee engagement
and a sense of community built upon
mutual respect and trust which includes
truth, candor, honesty, and openness.
| High level of retention and motivation
among employee talent (not necessarily
measured by overall employee turnover).
| High expectations and performance
standards for results, with commitment
and a sense of urgency to meet those
expectations.
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| New and repeat business verified by
customer satisfaction and their
excitement about what you can do for
them.

It’s important not to overlook the last
point—customers. Years ago when I was
running a dealership in Denver, we
secured our largest account ever, Johns
Manville, who was moving from New York
City to Denver. The job never went to bid.
Once we had the contract, I asked why we
got it. Was it because of our price? Our
service? The answer: “Much more than
that; from the first day we entered your
showroom, saw your facilities, and talked
to many of your people, we sensed the
atmosphere and were almost certain that
you would be the dealer to meet our
demands and needs.” That’s culture!
Take time to understand your present
culture, including an assessment of the
five measurements listed. Add other
measures you feel are key drivers of your
culture. Then, make the effort to address
and build upon your culture. Be
passionate about it; otherwise, a strong
culture just won’t exist. Culture drives
results, and a healthy culture will lead to
high performance.
Bill Kuhn, principal of William E. Kuhn & Associates, is a
noted industry consultant, writer, and speaker with over
35 years of industry experience. He consults with dealer
principals and their management teams in areas of strategic
planning, leadership and organizational development,
marketing, financial management, valuation and merger/
acquisition. For more information, contact Bill by phone
303-322-8233, fax 303-331-9032, or e-mail:
BillKuhn1@cs.com.
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Account Penetration is a

PROCESS
NOT A THING

Last year our company decided the best use of our resources would be to create a
new inside sales team instead of bringing on another outside sale rep. I applauded
that decision (especially since that team would come under my direction and
coaching!) and immediately set to writing a training manual for the new inside sales
(telesales) team.
One area I concentrated specifically on was account penetration, one of the most
important activities for any office products dealership. I would wager most dealers
miss at least fifty percent of their customers’ business by not following a structured
account penetration process. And like sales, it is an ongoing process, not a thing.

The process begins with the sales
team taking responsibility for the
account. The growth and
relationship-building process is the
responsibility of each sales team
member, not marketing, not the
warehouse staff or customer service
or management.
This responsibility takes the form of
accurate and timely communications and
reporting between them and the company.
The sales team must accept responsibility
for the growth of the account. These
activities require their direct involvement
and are a critical part of the next stage in the
process, the relationship.
Building a meaningful relationship means
the rep must learn to stop doing all the
talking and start listening. Ask open ended
questions that require more than a simple
“yes” or “no” response. These questions
begin with words like “who”, “what”, “how”,
“where”, and “when”. This skill can be easily
developed by utilizing role-playing
scenarios.
At our own dealership, we spend a lot of
time on role-play, practicing different
situations, recording responses and offering
constructive criticism. We practice until our
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new sales reps can reply to objections
without even thinking about it.
Then, when I turn them loose on the
phones, I record their calls and we have
meetings to discuss the good and the bad.
We continue to role-play until they are
comfortable and fluid in their delivery.
The next process is understanding the
customer’s business. You need to know how
it is organized, who their competitors are,
what their corporate goals are and what, if
any specific needs they might have.
Armed with this knowledge, you can
demonstrate how your dealership can meet
their specific needs with your products and
services and educate the customer or
prospect on your “value proposition.”
Next is simply know all the equipment in
your customer’s office. How old is it? What
condition is it in? How satisified are they
with the function and cost of operation?
Demonstrate any cost savings that might be
available, either from new equipment upgrades
or different consumable options such as
remanufactured toners or non OEM brands.
Articulate your strengths. You may have
CSRs with exceptional product knowledge,
technicians with specific expertise, or
management with previous experience in
your customer’s industry. Use these
strengths and make team calls to the
customer to aid in the development of the
INDEPENDENT DEALER
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relationship.
Do not be intimidated by the customer or
the competition. You are a professional. You
know the competition and you know how
best to service the customer. You may well
have years or even decades of experience
that your big box competitors don’t.
Customers are in desperate need of
personal service and you are in the driver’s
seat in this respect.
Use Customer Relationship Management
(CRM) software. There are many useful
CRM programs on the market today that can
help your business, particularly in account
development and penetration. I insist on
accurate documentation and call history on
every account. Hosted (off site) solutions are
particularly valuable since they will allow
your outside sales team to enter this
information via a laptop or home computer
via the Internet.
Onsite solutions are costly but they may
offer additional connectivity to your backoffice systems and provide greater reporting
capabilities. Take the time to thoroughly
investigate these solutions and determine
how they can be applied to your needs.
The processes outlined here will give you
a good start on developing your own
account penetration system. Be prepared to
ask your customer lots of questions, identify
your opportunities and then listen, listen,
listen. Take ownership of the account and
commit to providing a unique customer
experience as an end result of your process.
Customer service is worthless by itself but a
unique customer experience will give you a
loyal customer for years to come.
Don Hill is marketing and business development
manager at Office Supply Services, Inc, an independent
dealer headquartered in Concord North Carolina. He is
also the author of an office products sales blog at
www.HillonSales.com.
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?
ASK THE

Expert

If you’ve got a question about running your business,
send it along and we’ll try and find an answer for you.

Todd McKenzie at Landis Office Center in Cumberland, Maryland was looking for some reasonably priced software to manage his
dealership’s fleet of 16 trucks, vans and other vehicles. He found a solution before we could track down an expert to help him, but his story
is so good, that it warrants sharing with other dealers. Here’s what Todd had to say:
I started out searching for fleet management software on the Web and
most of what I found was way too expensive for our needs. There’s a
lot of high-priced asset management software out there you can use
to keep track of plenty of other things besides your vehicles, but most
of it comes with a hefty price tag ... often up in the thousands of
dollars for an annual license.
Fortunately, I found a low-cost alternative in a program called
Automotive Wolf Pro. For just $39.95 (and that’s after a 30-day free
trial), Automotive Wolf Pro tells me when oil changes and other routine
maintenance are due and helps me track repairs, fuel usage, operating
costs and much more.

It’s an inexpensive piece of software
that makes it easy to calculate the
cost per mile on your deliveries and
helps you move from a reactive
approach to maintenance to a
scheduled program that keeps your
vehicles running longer and
more efficiently.
Automotive Wolf Pro may not be the
answer for every company’s fleet
management needs, but it’s certainly
doing the job for us. And if using it
helps us save just one tow, the low
price means we’re ahead of the game
and then some!

Automotive
Wolf Pro:
I Helps you stay up-to-date on your
vehicle maintenance and service
schedule (You can configure each of
your vehicles according to the
manufacturer’s recommended
maintenance/service schedule or
create your own.)

I Automatically compiles a personal
Parts List. As you enter Maintenance
and Repair records a parts database is
automatically compiled for each vehicle
and you can easily search your Parts
List to determine what parts have been
replaced previously.

I Issues maintenance reminder alarms
at program launch or boot-up.

I Provides a Vehicle Health Status
Gauge that lets you know the overall
condition of your vehicle at a glance.

I Predicts when car maintenance and
inspections are due.
I Integrates with the Infotraxx database
of Technical Service Bulletins (TSBs)
issued by the manufacturer.
I Performs Detailed Cost Analysis
(cost/mile, cost/year, investment value,
accumulated costs, operating costs).

I Records important personal and
business trip information. (Mileage, food
and lodging costs etc.).
I Provides detailed formatted reports
you can view, print and export, including
Cost of Ownership Report, Repair Cost
Summary Report, Fuel Usage Report,
Maintenance Detailed Report and
What’s Due Check List Report.

I Automatically calculates average
Miles Per Gallon (MPG) and displays it
in graphical form so that you can
monitor fuel usage trends, check your
vehicles’ ffuel economy and watch for
trends that can alert you to potential
problems in the future.
For more information,
visit www.lonewolf-software.com/automotivewolf.htm
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Bill Encell: From Pulitzers
TO

even more emphasis on investigative
reporting, though results were less
successful. “We tried to come up with
similar kinds of investigative pieces on a
weekly basis but there really wasn’t
enough material out there to be able to
do that with any regularity,” Encell
explains.

Then...

...and Now with
Larry Kavich

These days when Bill Encell
celebrates, it’s usually because
the dealership where he works,
Omaha, Nebraska-based All
Makes Office Equipment Co., has
met another sales goal or
secured a major new office
furniture project.
As executive vice president, sales
manager and vendor relations executive,
Encell is part of the leadership team at an
organization with a proud history of
service to the business community in
Nebraska and Iowa. Next year, All Makes
will celebrate its 90th anniversary and the
dealership, now in the hands of the fourth
generation Kavich family that founded it,
is already gearing up to celebrate.
But just a few short years before he
joined All Makes, Encell found himself in
the middle of a very different celebration,
as his employer at that time, the Sun
Newspapers of Omaha, was honored
with a Pulitzer Prize.
The year was 1973 and while the
Watergate scandal dominated the
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Peds

national headlines, the Omaha Sun, a
group of audited-circulation, weekly,
neighborhood newspapers at that time
owned by investment guru Warren Buffett,
was earning honors for its own
investigative reporting on Boys Town, the
Nebraska home for needy and troubled
boys.
Made famous in the 1930s by the
movie starring Hollywood legend Spencer
Tracy as its founder Father Edward J.
Flanagan, Boys Town by the 1970s had
come a long way from its founder’s vision
and become a mighty fundraising
machine. By 1972, its endowment stood
at a staggering $209 million, with most of
that money going nowhere except
towards more investment.
And while Encell himself was not
involved in any reporting on the Boys Town
story—he started out in advertising sales
and spent most of his time on the
business side of the paper—he still has
vivid memories of the award. “It was a
pinnacle for all of us,” he recalls. “I still
remember the huge dinner party Warren
Buffett threw at his home for the entire
staff to celebrate.”
After the Boys Town series, the paper put
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At the same time, as the attachment to
neighborhoods became less important,
the Sun began finding it increasingly
difficult to compete against the city’s
much larger circulation daily newspaper
and Pulitzer or no, long-term prospects for
the publication began to dim.
By 1978, Encell, then assistant publisher
at the Sun, was looking for a new career
and he found it at All Makes. And while on
the surface at least, there would seem
little connection between selling
advertising and office furniture, he says
what he learned during his newspaper
days provided a solid foundation for his
present career.
“If you wanted to succeed in ad sales
back then, you had to be close to your
customers,” he explains. “And you often
did virtually everything for your client …
develop the concept for the ad, write the
copy and even design the layout. It was
the kind of consultative, problem-solving
approach to selling that we pride
ourselves on at All Makes today.”
And even if there’s little chance of a
Pulitzer coming his way at All-Makes,
Encell has no doubts about the wisdom
of his career change. “As a fourthgeneration family business, this is really a
unique operation,” he says proudly.
“There’s a passion about the business
here that is similar to what drove the
newspaper. Fortunately, though, there’s
far greater emphasis on the need for
profitability than we had at the paper,
and that’s made it a lot more enjoyable
and rewarding!”
PAGE 26

THELast

Word

Vendors:
Hedge your Bets!
BY

Robert Peck
President
Peck’s Office Plus, Flushing, NY

I feel like Rodney Dangerfield, “I get no Respect.”
It has been a steady slide for more than 15 years
and the trend continues. Vendors (most of them,
but certainly not all) don’t give independent
dealers the respect, or attention, they deserve.
As dealers, we have all seen it happen. First the vendor drops their
direct field reps in favor of an outside rep group with 10 other lines.
Then, co-op ad dollars get thinner, the vendor stops bothering to print
you a sell sheet for their new product and you’re reduced to finding
out about it when you see it in a Staples or an Office Depot store.
Before you know it, the rep group’s commission gets cut and they
stop coming in.
Sure, the vendor will take your order and ship it. They may even try to
give you a price they feel is fair. But for anything beyond that, you are
on own. In their eyes, with all due respect of course, your volume is
just not important enough to warrant any further attention.
To all those vendors out there who don’t really feel they need to do all
that much for the share of sales they receive from the independent
channel, this 79-year-old independent dealer is here, in this “Last
Word,” to tell you this: When you ignore the independent dealer, you
may be putting your own long term viability at risk.
Now, you may think this is a rather weighty conclusion from an
obviously biased source, but the logic and several business case
studies bear me out. If your only avenue to the consumer is the three
major wholesalers and the big box operators, then any chance of
maintaining profits becomes little more than a dream.
The pressure to bring costs down is so great that sooner or later it’s
almost inevitable those mega resellers will either drop you for a
competitor over pennies, or more likely, outsource your product for a
private label equivalent overseas.
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I remember one manufacturer in particular whose business went
from dealing with independents to catering almost solely to big
boxes. Before long, they got dropped by their big new friend and
although they tried hard to draw us independents back to them, it
was too late.
Many vendors are already feeling the pinch as they see products of
theirs being outsourced and manufactured overseas. One day you are
in. The next day you’re out. Suddenly the independent dealer’s
volume is looking pretty attractive. So why not hedge your bets?
In all fairness, there are some vendors who get it. As part of is.group,
we have seen our volume go up with the vendors who have
supported our distribution centers. And there are those who still
believe in spending money on getting product introduced to us, and
working with us. Those vendors have our loyalty, and I believe, don’t
have to cater to every whim or request from the big boxes.
But for the rest of you vendors out there, may I suggest this: Think
about really catering to the independent dealer as a first priority.
Bring us your new products and spend a few dollars on introducing
them to us, instead of letting us discover them on a superstore shelf.
Give us programs that allow us to stock and promote your products.
Back us up and help us.
Having a strong independent dealer community behind you will make
you that much more prepared to deal with the big box business you
have to contend with. We promise to respect you in the morning.
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