WINNERS’ Circle
THE

Flatt Stationers, TX
Independent, Celebrates
75th Anniversary

When It Comes to City of
Hope and Fighting Cancer,
We Are All In It Together

If you’re wondering if there’s still room in the office products world for family-owned and operated businesses, you
might just want to head down to Mexia, Texas, about 90
minutes south of Dallas, and spend some time with the
folks at Flatt Stationers. And while you’re doing so, you can
help them celebrate their dealership’s 75th year of service
to the local business community!
Flatt’s is truly a family business. The company was founded
in 1938, initially as a commercial printing business, by the
husband and wife team of Leon and Jane Flatt, who had
moved to Mexia in the Depression years from Cleveland.
While the company still maintains a printing division, office
products represent the lion’s share of total volume today,
according to vice president Clint Flatt, with close to 90% of
sales going to the educational market.
Flatt’s educational division sells to over 500 school districts,
Clint reports, as well as hospitals, municipalities, government agencies and similar organizations.
Clint and his brother Doug are the third generation of the
Flatt family to run the company and they point with pride to
a team of some 18 employees, several of whom have been
with the dealership for more than 35 years.
And what’s been the secret of the Flatt family’s success
over the past 75 years? “A key part of it has to be our ability
to connect with customers on a level that goes beyond just
the traditional sales process,” answers Doug.
“Our customers really value the relationships they have with
our people,” he says proudly. “They know that when they
call in, they’ll find a familiar, consistent voice on the phone
and somebody who is more like a friend or family member
than just a business supplier.”

As noted elsewhere in this issue, last
month saw the City of Hope induct the
first members of a new Office Products
Hall of Fame, giving special recognition
to those in our industry who have gone
the extra mile and then some in the fight to find a cure for cancer
and other deadly diseases.
From our point of view, it is particularly gratifying that the first two
inductees into the new Hall of Fame are folks who have both given
outstanding service to the dealer community: Joe Templet as a
long-time member of United Stationers’ senior management team
and Bud Mundt, whose efforts as executive director of AOPD have
played a key role in securing a place for many independents, both
AOPD members and non-members, at the national accounts table.
We’re delighted to join their many friends in offering congratulations for this very special honor, which underscores the important
role the independent dealer community has played and continues
to play in support of City of Hope.
As this year’s Spirit of Life honoree, Bob Keller of ACCO Brands,
noted in an interview that ran in our February issue earlier this year,
there are many ways dealers and their business partners can help
raise funds to support this year’s campaign and they don’t always
require getting out the checkbook.
Change jars in the breakroom, car washes, bake sales, dressdown Fridays and even breakfast or lunch served by the management team are easy and effective ways just about anyone can help
the cause.
And when you do get out the checkbook this year, you’ll find some
generous matching funds efforts in place to leverage your own
giving to even greater effect.
One of the things that make our industry so special—and a key
reason why so few leave once they have the good fortune to join
it—is the way it provides a home for so many people who are both
intensely competitive and incredibly generous at the same time.
Putting it simply, there’s no better way to put those two impulses
to work than in support of the City of Hope. Their doctors, nurses
and research scientists are fighting deadly diseases that have affected all of us in one way or another and they need us to be fighting right alongside them. And they need our generosity if they are
to have the resources they need to win that fight.

It may not be exactly news to most independents but it
doesn’t do any harm to say it one more time: When it comes
to building long-term, win-win business relationships,
nobody does it better than today’s independents.

So here’s the pitch: If you haven’t done anything yet to help support this year’s City of Hope campaign, please start thinking seriously about what you and your people can do. When it comes to
fighting diseases like cancer, leukemia, diabetes and AIDS, we’re
all in it together and together, we can and will win that fight.

Congratulations to the Flatt family and their team and here’s
to the next 75 years!

www.cityofhope.org/giving/fundraising-support-groups/NOPI/Pages/default.aspx

Click here to find out how you can help.

continued on PAGE 4
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The #1 Software Provider for the Office Products Industry

Don’t
gamble
on your
software
partner!
Your business Should not bE lEft to ChanCE.
does your software provider guarantee:
• The ability to truly expand into multiple verticals such as jan/san, furniture, MPS, managed
networks and other services
• Privacy of customer data, contracts and pricing
• Full integration of CRM, sales analytics, device management, mobile applications and all vendors
• Dedication to the success of all independent dealers
• they will nEVER sell office products to your customers

Trust your business to a software provider who will be your
technology partner, never your competitor. Call ECi today!!!
www2.ECiSolutions.com/YourPartner
866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc. All rights reserved.

Winner’s Circle continued from page 2
Chris Miller of Yuletide Office
Solutions in Memphis Named
Finalist for Small Business
‘Executive of the Year’ Award

The actual winner of the Executive of the
Year award won’t be announced until the
end of May but kudos are certainly in order already for Chris, who was just one of
five finalists selected.

Congratulations are in order for Chris Miller, president of Yuletide Office Solutions
in Memphis, who was recently named a
finalist for Executive of the Year by the
Memphis Business Journal as part of its
annual Small Business Awards program.

E-Newsletter from Warren’s
Office Supplies, ME Dealer,
Wins All-Star Award from
Constant Contact
Warren Roberts and his team at Warren’s
Office Supplies like to style themselves
as “Your Office Supply Super Hero” and
evidently, they aren’t the only ones who
feel that way about their Springvale,
Maine-based dealership.

Chris has been at the helm of the dealership his father started back in 1972 for
close to 25 years and he’s seen it grow
to become one of the top independents
in the Memphis market and more than a
match for local big box players.
Along the way, the Yuletide team has
also maintained a strong commitment to
giving back. In addition to active involvement in a broad range of local non-profits,
Yuletide has a corporate goal of donating
9% of its net profits to deserving causes
in the community.

SuperTab® File FOlDerS

For the second year in a row, the e-marketing experts at Constant Contact have
recognized Warren’s as an All Star Award
Winner, an honor bestowed on only 10%
of Constant Contact users.
Spearheading the dealership’s e-marketing efforts is Pencil Man News You Can

E-Newsletter for Warren’s Office Supplies

continued on page 6

Stop Playing Hide & Seek
with Your Files.

SuperTab

®

SuperTab® eXpaNDiNG FileS

Standard Label Area

90% Larger

SuperTab Label Area
Standard 1/3-cut tab folder

Smead SuperTab folder

Write Big. Write More. Find FileS FaSt.

SuperTab® pOCKeTS

It’s Easy to Find a SuperTab File Product That Fits Your Style.
SuperTab® FaSTeNer FOlDerS

SuperTab® is more than an extra large file folder tab. Smead now has over 30 different
SuperTab® products to fit your style of organizing. So make your life super easy. Contact your
office products dealer for more information on the complete line of SuperTab® products.

www.smead.com/SuperTab
SuperTab® TWO-pOCKeT FOlDerS
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1-88-use-smead

© 2013 The Smead Manufacturing Company, Hastings, MN. ® Smead, three bars, checkerboard pattern, Keeping You Organized and SuperTab are all registered trademarks of The Smead Manufacturing Company.
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live

Life is making choices—
and living up to them.

By using Forest Stewardship CouncilTM (FSC®) paper, you can conserve
the Earth’s resources while preserving your company’s reputation.
Domtar EarthChoice® Office Paper is a dependable everyday paper designed to provide
optimal printing results on a variety of equipment. Available in virgin, 30% recycled and
50% recycled options. For more information, contact your Enterprise Group Account
Manager or visit us online at www.egpaper.com

For more information, please visit egpaper.com
Follow us on Twitter @egpaper
Like us on Facebook: www.facebook.com/egpaper

(http://archive.constantcontact.com/fs092/1103282508817/archive/1103704123649.html).

Winner’s Circle continued from page 4
Use, an engaging newsletter that comes with plenty of tips for
the office, product ideas and announcements, as well as moneysaving coupons and rebate opportunities. Plus, each issue contains an office trivia question and the exciting exploits of Pencil
Man to add a little fun to the mix.
Currently, circulation for the e-newsletter is about 1,700 and
growing, reports marketing director Jennifer Roberts, with an
open rate that ranges between 35% and 41%, a bounce rate of
less than 4% and just nine opt-outs over the past twelve months.
Those are pretty impressive numbers by any measure and it’s
hardly surprising they drew the attention of the folks at Constant
Contact. If you’d like to see for yourself, you can check out back
issues in the Archives section of Warren’s website.

Keeney’s Office Supply and Office Interiors, Seattle
Area Dealer, Takes Part in Local Carbon Footprint
Reduction Effort
In Redmond, Washington, Lisa Keeney McCarthy and her team at
Keeney’s Office Supply & Office Interiors recently took their longstanding commitment to environmentally-responsible policies and
practices to the next level, when they participated in a special
effort to help reduce the area’s overall carbon footprint.

Working in cooperation with several local environmental organizations and other private corporations, Keeney’s planted 57
trees at a nearby nature education center to help foster a greener
community.
Green practices and policies have long been a part of the way
things get done at Keeney’s. The dealership was recognized last
year by Seattle Business magazine as one of Washington State’s
“Green 50.”
In addition, its Sustainable Office program, developed in cooperation with the City of Seattle, is currently making it possible
for more than 75 companies, agencies and government entities
to save money and reduce their carbon footprint by educating
consumers on green office practices and encouraging the use of
environmentally-responsible products.
“At Keeney’s, we’re proud to work with organizations who share
our commitment to sustainability,” commented Lisa. “As a locally
owned and operated independent business with deep roots in
Seattle, we recognize we have a special responsibility towards
our environment and we’re delighted to have this special opportunity to support a program that helps nurture and protect the
precious natural resources we all share.”

continued on page 8

id/security id card holder sets—
a complete solution
• DURABLE’s shell-style ID/security card holders offer a complete solution, easy to use
all-in-one sets
• Attractive holders securely hold and protect both security identification passes and
magnetic card passes
• Made of high-quality clear acryl, the single-card holders are enclosed for highest
protection and secure hold of an ID or security card and magnetic strip. Pass is
easily removed using the thumb slot.
• Flexible format—can be used portrait or landscape
• Card holders are compatible with all marketed card holder accessories
No.

Description

Attachment

Qty.

DBL8005-19

Shell-Style ID Card Holder

Strap

25

DBL8012-19

Shell-Style ID Card Holder

Reel

10

DBL8268-19

Shell-Style ID Card Holder

Safety Necklace

10

Call for FREE Samples
800-273-3118
Visit us on the web to learn
more about our ID/Security ID
Card Holder Sets
DURABLEOFFICEPRODUCTS.COM
Click on Web brochures

Card holder sets are available from United Stationers.
DBL371-2012LN
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Success Minded
Jennifer Smith :: CEO
Jason Player :: CIO

Successful resellers know that a strong e-commerce
capability, diverse product assortment, and efficient

MBS Dev’s eCommerce
solution enabled us
to compete more
effectively with our
national competitors

operating and sales execution are the keys to
growing their business and competing with on-line
retailers and national chains. If you want your
business systems to enable your growth and profit
initiatives, consider modernizing your e-commerce
and operations with MBS DEV.
SM

Go to our website: mbsdev.com

or scan for info:

Winner’s Circle continued from page 6
Major Jan-San Expansion for Warehouse
Direct, Chicago Area Independent

Office products still represent the dealership’s largest category,
accounting for more than 35% of total revenue.

In Des Plaines, Illinois, just outside of Chicago, Kevin
Johnson and his team at Warehouse Direct have undergone
a major increase in their jan-san business, following the asset
purchases of Metro Professional Products, one of the leading
jan-san distributors in the greater Chicago area market,

and LaSalle Chemical, a smaller jan-san and MRO distributor
specializing in buildings and grounds chemicals and similar
products.
“As separate companies, Warehouse Direct and Metro were two
of the largest independent jan-san distributors in the Chicago
area and we believe bringing them together now makes us the
second largest independent jan-san distributor in the market,”
explains Kevin.
The deal takes jan-san from about 10% of sales at Warehouse
Direct to over 20% and more than quadruples its floor machine
sales and service business.

The acquisition also adds 28 experienced jan-san professionals
to the Warehouse Direct team, who will be working out of Warehouse Direct’s Des Plaines headquarters.
“I believe jan-san continues to represent a huge growth opportunity for traditional OP resellers,” says Kevin. “Jan-san is probably the closest product adjacency to office products in terms of
distribution platform. The opportunity to make the leap into a solutions expert is also significant, yet it requires time, investment
and experienced staff. On the other hand, if a dealer doesn’t
develop strong jan-san capabilities they will eventually be shut
out of many office products opportunities.”
Even before the acquisition, Kevin and his team had some pretty
impressive numbers to back up that claim. Growth in the category at Warehouse Direct has exceeded 20% a year for eight
straight years and has also increased average order size and
strengthened customer relationships, he reports.

“Jan-san is now our second-largest product category in revenue terms, surpassing document management and technology,
office interiors, coffee, MRO and industrial, print and promo,
school supplies and medical supplies,” Kevin reports.
continued on page 10

Not selling on-site records protection from Phoenix?

YOU MUST HAVE MONEY TO BURN.
Fire isn’t just the most common small-business disaster. It’s the
most devastating.
Your customers need on-site records protection. Phoenix takes care
of them and your bottom line. Our files and safes defend documents
and data against destructive fire, water and theft. We offer competitive
prices to increase your margins without compromising the features
and styles your customers want most. And we can also help you make
fire protection an easy, profitable upsell.

With superior on-site records protection from Phoenix,
nobody gets burned.

(clockwise from top)

SAFE INTERNATIONAL, LLC

Jeff McQueen
Janet Pape
Penny Cooper
Sharon Maish

800.636.0778 | www.phoenixsafeusa.com
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ADVERTORIAL

Keep important files

organized and
at your fingertips.
Work in progress...now you can see it,
organize it and prioritize it with new filing
solutions from Avery.
For most hardworking multitaskers in the office, it’s likely
that several projects are in the works at one time. It’s often
difficult to keep things neat and organized, yet readily
accessible so gears can shift quickly. Avery has come up
with innovative new solutions that provide great options
for organizing important work, while keeping offices and
desktops neat. One satisfied administrator told us,“It’s
hard to imagine how I kept multiple projects in order
before. With these new tools, everything can be
organized, but within reach – a huge time-saver.“
New Ways to Organize Files
Avery® Slide and Lift Tab File Folders and Hanging File
Folders have incorporated flexibility and simplicity into
a complete filing system. Gone are the plastic or paper
inserts, Avery has replaced them with tabs that slide left
and right to any position on both hanging folders and file
folders so files can be customized to suit individual needs.
Plus, tabs lift to indicate priority or as a reminder.
On the Go or On the Desktop
Projects will stay organized and sub-divided in one place in
Avery’s new Slide & View Expanding File. Five pockets
expand and slide apart for easy access and visibility. It
collapses and closes securely for easy portability. Priority
Pocket File Folders feature a clear pocket on the front of
a file folder to keep important documents or loose items
visible and accessible.
Easy Ways to Organize Desk or Cubicle
When it comes to keeping files within reach, Avery has
come up with two great options. The Adjustable File Rack
expands and contracts to save up to 64% of desk space
when fully collapsed, yet opens fully with five slots to
accommodate numerous files. A convenient Cubicle Wall
File Pocket attaches to cubicle wall with pins and mounting
bar pocket can be easily removed and reattached.

Little things that work in a big way.™
Check out these new organizing solutions at avery.com

Avery® Slide & Lift Tab
Hanging File Folders

Avery® Slide & Lift Tab
File Folders

Avery® Slide & View
Expanding Files

Avery® Priority
Pocket File Folders

Avery® Adjustable
File Rack

Avery® Cubicle Wall
File Pocket

Winner’s Circle continued from page 8

Midwest Office, IL Dealer, Completes Acquisition
of BJ Office Products in St. Joseph, MO

a compelling argument for buying from locally owned and operated companies to support the local community at large.

Springfield, Ilinois-based Midwest Office has moved into its first
out of state market, following its recent acquisition of BJ Office
Products in St. Joseph, Missouri.

In addition to Mike, the video also features what he calls “the
extended family at Ponderosa,” with sales, customer service and
warehouse team members offering their own perspective on the
dealership and their value and service-based business model.

Barb Burns, owner of BJ Office, has been in business for 34
years in the St. Joseph market and she and her team are joining
the Midwest team. The dealership said it will continue to operate
under the BJ Office name in St. Joseph.

There’s no new business that Mike can point to directly as a result of the video but surely it’s part of the reason why Mike can
report sales were up 10% at Ponderosa last year and trending
way above that so far this year.

Midwest Office president Steve DeMarco said they will look
to relocate their newly acquired operation and add a furniture
showroom sometime this summer. In addition, the dealership will
operate a call center at the St. Joseph location to complement
the current call center at Midwest Office headquarters.

“Independent office products dealers have a great story to tell
and video can be a very effective way to present it,” says Dianne
Zellers of the Marketing Machine, who produced the Ponderosa
presentation. “For independents, it’s all about selling the people and the services and making the point that your customers
aren’t just a bunch of numbers.”

“We are extremely excited to bring on Barb and her staff to the
Midwest family”, said Steve. “We think that with the combination of BJ Office’s reputation in the community and the business
model of Midwest Office, customers in the St. Joe region will
enjoy a viable alternative to the big box stores.”

Video from Ponderosa Office Supply, CA Dealer,
Presents Independent Value Proposition

GSA Extends Chuckals Office Products’ Contract
Tacoma, Washington-based Chuckals Office Products last
month announced the General Services Administration (GSA)
has extended the terms of its contract enabling it to sell office
products to federal government agencies through April 2018.
Chuckals president Al Lynden made the announcement.
“Chuckals has a long record of service to federal government
agencies, both locally in the Tacoma area and nationwide,”
commented Al. “We are proud of our many federal government
customers and very much appreciate the confidence they have
placed in us over the years,” he added.

MOI Washington, DC Showroom is awarded
LEED Gold Certification
Knoll dealer MOI last month announced its Washington, DC
showroom has been awarded LEED Gold Certification.

As more and more dealers are discovering, video can be a very
effective way to present the very special value proposition they
bring to the market. Case in point: Mike Rau at Ponderosa Office Supply in Camarillo, California, about an hour west of Los
Angeles.
Point your web browser towards www.ponderosasupply.com
and head for the “About Us” page and you’ll find a terrific video
message from Mike and his team that covers all the key points
and then some in a very professional but also very personal way.
In the presentation, Mike explains the appeal of owning and operating his own business after a career in the corporate world and
how the idea of being part of the community drew him to Camarillo.
He also highlights the way technology has become a powerful
market equalizer, enabling his dealership to offer the same features and functionality as their larger competition, and he makes
APRIL 2013

Administered by the U.S. Green Building Council, LEED (Leadership in Energy and Environmental Design) is an internationally
recognized certification system, providing third-party verification that a building was designed and built using strategies aimed
at improving performance in areas such as energy consumption,
water efficiency, CO2 emissions reduction and improved indoor
environmental quality.
MOI’s 10, 400 square-foot Washington, DC, showroom is in a
LEED Platinum building close to walkable amenities and public
transportation.
The space was designed to reduce energy use and includes
features such as the controllability of systems lighting, thermal
comfort design and floor to ceiling windows allowing access to
natural light.
The space also incorporates low emitting furniture and materials
for better indoor quality.
The showroom interiors were designed by STUDIOS Architecture in 2010 and feature an open plan, multi-purpose rooms,
break out areas, library and conference rooms.
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SECRETS OF SUCCESS:

They Started with Sandwiches,
Dry Cleaning and Shoe Repair

by Jim Rapp
n

Patty Tate, Owner

n

Don Wesolowski, General

Manager
n

S
 upplies, Furniture, Promotional,
Technology and Printing

n

Founded: 1986

n

Sales: $3.5 million

n

Employees: 18

n

P artners: Independent Stationers,
S.P. Richards

n

Online Sales: 50%

n www.regencynow.com

It all started in a small basement room in a high-rise office building in downtown Dallas. The idea of the startup was to fill the
needs of the people working in the building—take the elevator to the basement, get a sandwich, some coffee, maybe a box of
paper clips. The shop continued to grow and services were added, like shoe repair, dry cleaning, etc.

Still the One Stop Shop
Then customers started coming in from
other offices and businesses in the area
and people asked for other supplies, and
“could you possibly deliver?”

n n n n n n n n n n n n

products) and perusing your latest brochure
printed by—you guessed it—Regency. Oh,
did I mention your chair and desk?

“It wasn’t long until we had to find a bigger place,” explains Regency’s Don Wesolowski. They’ve been growing and moving ever since. “We’re still doing it,” Don
says. “We’ll be moving into an even larger
building soon.”

“That’s not what really sets us apart from
our competitors,” Don explains. “Just
about every dealer offers everything under the sun these days. The difference
is our customer-centric approach. Every
person who works here has customer responsibility, regardless of their title.”

Although Regency no longer provides dry
cleaning and shoe repair, you can still get
something to eat (snack food items) and
something to drink (beverage products),
while sitting in your office wearing a shirt with
your company’s name on it (promotional

“Our salespeople focus on selling and the
office, warehouse and delivery people do
everything else. We deliver 100% of our orders next day and if we don’t have an item,
we call the customer and if they have to
have it, we find it somewhere and deliver it.”
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“We look at all possible sources for products. Offering items that competitors don’t
stock has really helped with customer retention and getting new customers.”
Regency purchased two other office supply companies in the Dallas area last year.
Asked about future plans, Wesolowski replied, “We are quite optimistic about the
future of the marketplace, and see nothing
but continued growth in the years ahead.”
Maybe they’ll even get back to shoe repair
and dry cleaning. Who knows?
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The True

OEM Alternative
ColorLogic Technology™
West Point Products has set a new standard in
color quality and performance with its ColorLogic
Technology™. By utilizing next generation technology, high
quality chemical toners and components, and proprietary
robotics and automation, West Point Products cartridges
featuring ColorLogic Technology™ provide a true alternative
to the OEM.
The ColorLogic Technology™ Advantage
• Peak performance and consistent, vibrant color output
• Engineering, R&D, and manufacturing facilities
dedicated to color, resulting in the most advanced color
systems on the market
• Automated manufacturing environment with
centralized quality monitoring system
• Rigorous testing protocols to ensure products to meet
or exceed OEM performance
• 100% IP-cleared – dealers are fully indemnified against
OEM litigation
• 100% quality guarantee

West Point Products…The ONLY Logical Choice

206213A

Visit www.westpointproducts.com for more information

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

City of Hope
Names First Members of OP Hall of Fame

Industry members turned out in force for the annual City of Hope tour. This year’s event had an extra dimension with the announcement of the first inductees
into the organization’s Office Products Hall of Fame.
Bud Mundt, executive director of AOPD, and Joe Templet, senior
vice president of United Stationers, have been named to the
newly-formed National Office Products Industry City of Hope
Hall of Fame in recognition of their many years of support for the
Duarte, California-based cancer research and treatment center.

Spirit of Life honoree Bob Keller of ACCO Brands, along with all
30 previous Spirit of Life honorees.
Separately, City of Hope announced the publication of a special
guidebook for its “Century of Hope” fundraising campaign.

Mundt and Templet received their Hall of Fame awards last month
at the annual office products industry City of Hope tour.

The guide provides detailed information on the annual OP industry
fundraising campaign, including a calendar of events, ways one
can support, etc.

Joining them in the inaugural Hall of Fame class will be this year’s

For more information, visit www.cityofhope.org/nopi.

James Fellowes to Receive 2013 BSA Leadership Award
The Business Solutions Association (BSA) will present James
Fellowes, chairman and CEO of
Fellowes, Inc., with its 2013 Leadership Award, the association’s
highest honor. The award recognizes industry members who have
consistently displayed dedication
APRIL 2013

to the industry, business acumen,
forthrightness and integrity while
having a cooperative spirit.
“We’re pleased to have this opportunity to recognize Jamie Fellowes
and his many achievements within
the industry,” commented BSA
president Mike Wilbur. “Through-

INDEPENDENT DEALER

out his outstanding career, he
has been the model for high professional and ethical standards.
Jamie has been a friend, mentor
and leader to so many people in
our industry. It’s truly an honor for
BSA to present this award to him.”
continued on page 16
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Industry News continued from page 14
James Fellowes represents one of Chicago’s oldest and largest family-owned
businesses. Over the past 43 years he
has worked in partnership—initially with
his father, then his brother, and now his
son—to build Fellowes into a global market leader in business machines, office
products and technology accessories.
He currently serves on the boards of
Crossway Books, a publisher of evangelical Christian books, and Culver Academies, a group of college preparatory
boarding schools and summer camps.
He has also served three terms as an elder in his local church.
In recognition of his leadership, both within and beyond the business community,
Ernst and Young recognized Fellowes as
Illinois’ “Master Entrepreneur of the Year”
in 1997.
He also received the “Torch of Liberty”
award from the Anti Defamation League
in 1994 and the 1997 City of Hope “Spirit
of Life” Award.
In October, 2010, the Chicago Bible Society recognized him with its Gutenberg

Award, a special honor presented to individuals whose life and work have contributed to the promotion and understanding
of the Bible.
Fellowes has been married to his wife
Deby for 44 years and they have four adult
children and four grandchildren.
Fellowes will receive the award at the special Awards Dinner on October 30 during
the 2013 BSA Forum, which takes place
October 28-31 at the Hyatt Regency Coconut Point Resort in Bonita Springs,
Florida.
The BSA Awards Dinner is included in
the full registration package for the 2013
Forum. For additional information, please
contact BSA headquarters (410-931-8100;
vincem@businesssolutionsassociation.com).

Southern Travelers Annual Charity Golf Outing Set for May 20 in
Atlanta Area
If you’re going to be anywhere near Atlanta around May 20, you might just want to
find time in your schedule to take part in

the Southern Travelers Club’s 2013 Charity Golf Outing.
The Southern Travelers proudly claims to
be the oldest continuously operating club
in the office products industry with a record of service that spans seven states
and over 100 years.
Its annual golf outing not only raises funds
for industry people in need, but it’s also a
tremendous networking opportunity. Last
year’s event drew some 80 players. Among
those helped by the funds raised was an
employee at United Stationers who was
a single mom struggling to recover from a
devastating house fire.
The event is open to all industry members,
so whether you’re a dealer, manufacturer,
wholesaler or rep, get ready to swing
those clubs in support of a good cause at
the Country Club of Roswell on May 20.
Please contact Donna Shafer to register:
(770-952-2416; donnashafer@bellsouth.net)
continued on page 18
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A

Splash
of green

for your office

FREE water bottle

when you buy $50 of qualifying
Scotch® Brand or Post-it® Brand Products

Scotch®/Post-it® Brands FREE Water Bottle Offer only available by mail using this Official Claim Form
Mail this claim form and the original UPCs from $50.00 or more in
purchases of qualifying Scotch® Brand or Post-it® Brand products.
See second page of this flyer to view all qualifying Scotch® Brand or
Post-it® Brand products.
Mail this official claim form and UPCs to:

Scotch /Post-it Brands Free Water Bottle Offer
P.O. Box 14148
St. Paul, MN 55114
®

Promotion period: 04/01/2013-09/30/2013

Please Print Clearly:
Name

®

Qualifying Scotch® Brand and Post-it® Brand Products (purchase $50 or more for free item):
MMM 175G, MMM 3750G-6, MMM 3650G-6, MMM 812-10P, MMM 812-16P,
MMM 812-6PC38, MMM 612-12P, MMM 559RP, MMM 559RP-VAD6, MMM R330-10SST,
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S.P. Richards Honors Vendor of
the Year Award Winners at 2013
Vendor Summit
Wholesaler S.P. Richards recently announced its Vendors of the Year in five different categories at the company’s annual
Vendor Summit in St. Augustine, Florida.
Award winners were determined by a
number of key measurements such as
sales, service levels, and outstanding
support for both dealer and S.P. Richards
sales and marketing initiatives
TOPS was recognized in the traditional office products category, Balt received the
furniture award, Verbatim captured the
technology category, GOJO was named
the winner in the cleaning and breakroom
supply category and UPS was awarded
the Strategic Partner of the Year Award.
In addition, Avery was awarded the coveted S.P. Richards Heritage Award which
recognizes a vendor who exemplifies

leadership qualities in every aspect of
their organization.

services solutions through a partnership
with Docuwise.

“S.P. Richards has done business with
Avery Dennison for a very long time and
we can honestly say that we don’t have
a supplier that is more supportive of
SPR and our customers,” commented
S.P. Richards chairman and CEO Wayne
Beacham.

Under the agreement, Encompass will
market Docuwise’s full MPS suite. Docuwise specializes in delivering turnkey managed print solutions distributed through
value-added resellers leveraging its proprietary PESO (Print Environment System
Organizer) cloud-based platform.

“We greatly admire their dedication, perseverance and tenacity as these are qualities we admire at S.P. Richards Company,
and we were pleased to present them with
this year’s Heritage Award.”

Docuwise services include remote document output monitoring; print cost reduction analysis; replenishment of consumables (toner and ink cartridges) and
supplies/parts (fusers and maintenance
kits), and on-site print device maintenance
and repair.

Encompass Partners with
Docuwise to Offer Managed
Print Services Solutions
Encompass Supply Chain Solutions, a
provider of forward and reverse logistics
for electronics products and parts, last
month announced it has expanded its service offerings to include managed print

The solution is OEM and vendor neutral,
covering all major brands and models of
laser printers, copiers, multifunction print
devices, fax machines, wide format printers and plotters.
Visit www.encompass.com for more
information.

continued on page 20

YOU NEED


ID/badge holders



WE HAVE

(800) 323-6084
c-line.com

Badge Holders, Lanyards and Accessories

CLI 89723, 2½ x 3½, Vertical
http://www.c-lineproducts.com/product_category.php?cat_id=lanyards-id-badge-accessories
CLI 89732, 3½ x 2¼, Horizontal

Badge Holders

• PVC-free polypropylene
• Prepunched for strap clips,
lanyards, reels, chains & more
• Vertical and horizontal

CLI 89311, Black
CLI 89314, Red
CLI 89315, Blue

Lanyards

• Round woven nylon
• 36" long, swivel hook
• Flat lanyards &
breakaway styles too

CLI 89210, Translucent Colors
CLI 89231, Black

ID Card Reels

• 30" retractable cord
• Belt clip, spring clip &
split ring styles

©2013 C-Line Products, Inc. Mt. Prospect, IL 60056-6053, All Rights Reserved. C-LINE is a registered trademark of C-Line Products, Inc.
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Industry News continued from page 18
AOPD Announces National
Technology Consultant
The AOPD dealer national account marketing organization has announced it has
retained T.J. Crayne, the founder and principal of PTC Associates, as the group’s national technology consultant.
Crayne will be responsible for working with
the AOPD board of directors and staff on
the development of a national technology
strategy intended to enable AOPD dealers to differentiate themselves through his
strong understanding of dealer best practices and technology.
Crayne is a veteran industry executive
with over 30 years of dealer technology
experience. He was formerly vice president, reseller technology, for United Stationers.
Early in his career he founded United
Business Computers and grew the company’s installed base throughout the United States and Canada before its merger
with ECi Software Solutions.
“AOPD is extremely pleased to have a

person with TJ’s industry experience as a
member of our team,” stated Bud Mundt,
AOPD executive director. “We look forward to his support and leadership to
enhance AOPD’s position as the leader in
national accounts and leading edge technology for our dealers.”

Independent Stationers Concludes
2013 Regional Meetings Series
The Independent Stationers dealer group
last month announced it has concluded
the last of its 2013 regional meetings.
The two-day meetings, with the theme “In
It 2 Win It,” were held in Washington, DC,
Dallas, Chicago and Atlanta and included
representation of over 140 Independent
Stationers dealer principals, their sales
reps and 28 vendors.
The meetings this year focused on two IS
programs, national accounts and federal
government sales, and included sessions
for those dealers already participating in
both programs and also training for dealers who wanted to learn more.

Guest speakers included Danny Emerson
from HON who discussed office trends;
Scott Zintz from Independent Stationers on selling green; Vicki Ondich from
United Stationers on positioning your
dealership to win, and Peter Frost from
Proficiency Post on competing against
Amazon. The first day concluded with a
vendor tabletop expo and reception.

New President
for Office Furniture USA
Janet Bullard has been named president
of Office Furniture USA and its parent
company, Chordus. Bullard, who was
executive vice president of the two companies before her appointment, is taking
over from Bob Lazar, who retired at the
end of last month.
“I’m honored to be named president of
Chordus and Office Furniture USA,” Bullard said. “Bob has been a valuable member of our team for 17 years and his leadership will be missed. His strategic insight
and broad logistics expertise helped us
continued on page 22

“Born In
The U.S.A.”
And oUr vAlUe
rockS, Too.
At Tennsco, we make what we sell.
Our extensive playlist of quality steel
shelving and storage systems offer
every office, educational, and industrial
environment the best value because we
build them right here in the U.S.A.

with your every need. They also stay current
by designing new products for today’s
needs such as our laptop charging station.
When you need rock solid, quality steel
products, call us, we’ll make the perfect duet.

To request a copy of our catalog, please call
Our in-house engineering team can also
866-446-8686.
create a custom solution to work in concert
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Increase your sales with
EnerGel-X® roller gel pens.
Advanced ink technology delivers:
✔ No smears
✔ No smudges
✔ No globs

Visit us at: www.pentel.com

Industry News continued from page 20
build and grow our national and international network of dealers
and manufacturers and although we hate to see him go, everyone at OF/USA wants him to enjoy a long, well-earned retirement.”
Bullard has worked for Office Furniture USA since the company’s inception in 1992, serving in a variety of roles. Since
2009, she has served as executive vice president, responsible
for manufacturer partner relations, strategic pricing, sales and
marketing and customer service. She has more than 38 years
of experience in the office furniture industry.

2013 WorkPlace Furnishings Conference Highlights
Power of the ‘Blended Solution’
At a time when the office furniture industry overall is still struggling to achieve full recovery mode, members of the WorkPlace
Furnishings dealer group (WPF) had plenty of new growth to celebrate at their annual meeting in Palm Springs, California, last
month.
WPF posted a 16% increase in sales in 2012, reported WPF president and CEO Greg Nemchick, in a year that saw the addition to
the group of several new dealer and manufacturer members and
the launch of a number of innovative new dealer programs and
services designed to boost top-line sales and enhance members’ bottom-line profitability.
Among the meeting highlights was a special presentation by

WPF VP of business development Hope Roadcap on “the Blended Solution,” a marketing concept built around WPF’s ability to
allow dealer members to combine product from their primary
manufacturers with product from the group’s supplier partners
to grow sales and boost profits.
In her presentation, Roadcap showed how strategic use of WPF
supplier partners’ products can increase gross profit significantly
—in some cases almost doubling it.
In addition, she highlighted the way the WPF product portfolio
allows dealers to capture sales and profit opportunities in areas
such as artwork, signage, desk accessories, recycling systems,
mailroom furniture, soundmasking products and more.
Also on the agenda: a series of presentations on key industry
topics and an update on the WPF Learning Academy, the group’s
comprehensive training resource for dealer management and
sales and operations team members.
At the conference, WPF recognized several members for their
outstanding support of the organization. Supply Source, Inc.,
Williamsport, PA, was honored as Dealer of the Year while Maxon Furniture Inc., Muscatine, IA, was named Manufacturer of the
Year.
In addition, Carlene Wilson of BKM Total Office of Texas in Dallas,
received the 2013 Nathan M. Loth Award, WPF’s highest honor,
and Chuck Fetta, the Office Furniture Warehouse, Islandia, NY,
received the Kyle William St. Clair Pay It Forward Award.
continued on page 24

“Three generations of
my family work here –
I love this place.”
Martha Sargent
Small Board Assembler, 19 years

Check out our MADE IN THE USA video
on YouTube by scanning above!

Whiteboards • Tackboards • Enclosed Boards • Easels
Serving Independent Dealers for 30 Years.
ghent.com
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Industry News continued from page 22
The Pay It Forward Award is a new honor
from WPF to recognize a member who
displays outstanding community support
or philanthropy. Fetta received the award
for his work following Hurricane Sandy,
when he singlehandedly raised nearly
$10,000 through a grassroots fundraising
effort to support storm victims.

tomatically update pricing, view stock
availability in real time when a customer
submits an order, and transmit purchase
orders directly to TOPS Products.

The award is named for Kyle St. Clair, son
of WPF chairman Mark St. Clair, who died
earlier this year at the age of 8 after a long
and courageous struggle against an undiagnosed disease.

It is being made available first for independents that use ECi’s DDMS business
system software. ECi Britannia software is
undergoing a similar integration.

Next year’s conference will take place April
6-9 at the Hyatt Regency Coconut Point
Resort & Spa, Bonita Springs, Florida.
Separately, WPF also announced the renewal of Nemchick’s contract as president
and CEO for another three-year term.

Office Products Software Alliance
Announces Initial Agenda
The Office Products Software Alliance
(OPSA), the organization formed earlier this
year by six of the industry’s leading dealer
technology providers, has released more
details of its initial agenda and priorities.
The group, whose founding members include BMI, ECi Software Solutions, GOPD,
Red Cheetah, SSI and Thalerus, said it is
focusing on three key areas: content standardization and uniform deployment; security and data integrity standardization,
and mobile order entry, smartphone apps
and mobile payment investigation.
OPSA said it is confident these three initial
topics are aligned with its stated goal of
better supporting the independent dealer
community and indicated it will push forward in these three areas immediately.

ECi Integrates Private Supply
Network with TOPS Products,
Names New Managing Director
for European Operations

This integration makes it easier for independent supply stores to sell more than 2,000
forms, binders and products for filing and
note-taking from TOPS Products’ brands.

Each lectern is manufactured from thick
Plexiglas sheets in either clear or smoked
finishes and ships fully assembled and
ready to use.

Domtar to Buy Xerox’s U.S. and
Canadian Paper Business

Separately, ECI announced the appointment of Adam Stockwell as its new managing director for Europe.

Domtar Corporation, parent company of
Enterprise Group and one of the largest
manufacturers and distributors of paper
in North America, has signed an agreement to acquire Xerox’s paper and print
media products business in the United
States and Canada.

Stockwell brings more than 26 years of
sales management and business development experience to ECi Europe. Most recently, he worked at Staples Europe where
he was European director for Managed
Print Services (MPS) and was responsible
for developing Staples’ strategic plan to
enter the European MPS market.

“The Xerox brand is well regarded in the
paper markets it serves,” said John D.
Williams, Domtar’s president and chief
executive officer. “This deal brings together Xerox’s branded papers with
Domtar’s already comprehensive paper
offering and will allow us to better serve
our customers.”

Prior to Staples, Stockwell was involved in
the successful launch of several ERP systems into new industries and markets, including manufacturing and ERP systems
for PeopleSoft, e-commerce platforms for
IBM and financial systems for Hyperion,
amongst others.

While Xerox does not manufacture paper,
the company has long distributed through
its brand name a broad range of coated
and uncoated papers and specialty print
media including business forms as well
as carbonless and wide-format paper.
This business will now become part of
Domtar’s pulp and paper segment, and
Domtar will market and distribute Xeroxbranded paper and print media.

AmpliVox Launches
New Lectern Styles
Presentation equipment manufacturer
AmpliVox Sound Systems has introduced
14 different new styles of acrylic lecterns.
Additionally, AmpliVox now offers a customizable logo option to many of its lecterns, including a number of its acrylic and
Euro-Contemporary models. The new option allows any logo or image to appear on
the front panel of these lecterns, further en-

The transaction is expected to close in
the second quarter of 2013, subject to
customary closing conditions.
Xerox will continue to manufacture, sell
and support its broad range of consumables, such as toner and ink, and Xerox
replacement cartridges.

Office Products Recycling
Associates Launches New
Website and Loyalty Program
Empty ink and toner cartridges broker
Office Products Recycling Associates
(OPRA) announced last month the launch
of a new website with enhanced features,
functionality and content.

Dealer technology provider ECi Software
Solutions last month announced a new
integration of the ECi Private Supply Network
(PSN) with office supply manufacturer
TOPS Products.

Enhancements include an online PO processor that provides instant access to
customer account details, an integrated
loyalty points program and instant access
to payment and shipment tracking information.

The integration provides a new work flow
for independent dealers to purchase directly from TOPS Products.
Resellers will now be able to download
the TOPS Products master catalog, auAPRIL 2013
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Print
materials.
Electronic
materials.
Regardless of the vehicle,
we take your customers
to where you want them:
your website.
e-marketing

flyers
catalogs
websites

To learn how OPMA can take
the wheel for you, contact us at
616.785.6061, or visit opma.com.
Office Products Marketing & Advertising
4211 North Division
Comstock Park, Michigan 49321
616.785.6061

Industry News continued from page 24
Also new is OPRA’s direct deposit option, which allows customer
to receive payment even faster.
“The re-launch of our website is an important milestone for OPRA
and for our partners,” said OPRA vice president Angela Walton.
“We spent many months working to understand our customers’
needs and developing the tools to provide them with a best in
class experience. With our new loyalty rewards program and
direct deposit option, as well as other tools, we feel we have
achieved this.” To learn more, visit www.oprausa.com.

New End User Promotion from Pentel of America
Now through June 30, Pentel of America is
running a special end-user promotion on
its EnerGel-X™ Rollergel pens. EnerGel®
ink is extremely smooth writing, fast drying
and has vivid ink colors.

RECEIVE ONE

15 VISA GIFT CARD
BY MAIL

$

84%

BY MAIL
WHEN YOU PURCHASE
DOZEN
ENERGEL-X®® PENS!

RECYCLED
PLASTIC

3

$

NO SMEARS!
NO SMUDGES!
NO GLOBS!
NOW AVAILABLE IN

BOLD!

15

VISA GI

FT

End-users can earn a $15 Visa gift card by
mail when they purchase any combination
of three EnerGel-X dozen boxes (any combination of sizes and ink colors).

*Excluding consumable content and refills

CARD

How to receive your
$15.00 VISA® Gift Card...
Purchase a minimum of any combination of
3 EnerGel-X® dozen boxes (PEN-BLN105-A,
PEN-BLN105-B, PEN-BLN105-C, PEN-BL107-A,
PEN-BL107-B, PEN-BL107-C, PEN-BL110-A,
PEN-BL110-B, or PEN-BL110-C)
between 01/01/13 - 06/30/13.
Submit the completed redemption form, original or
photocopied invoice(s) itemized and dated, AND the
original UPC code from each box or package.
Mail to: Pentel Fulfillment
Global Equipment Inc.
185 West Stephenie Drive
Cortland, IL 60112

mpleted redemption form must be postmarked no later than 7/31/13.

Name
Company (For mailing purposes only; recipient must be an individual)
Street Address
City
State

Zip (required)

Email
Allow 6-8 weeks for delivery. Not responsible for lost, late or undelivered responses. This certificate must accompany
request. Hand print. No mechanical reproductions accepted. No Post Office boxes allowed; only street or rural route
address are acceptable. Limit one per household, group or organization. Duplicate requests will not be honored or
acknowledged. Offer void where prohibited, taxed or otherwise restricted. No proof(s) of purchase(s) will be accepted
other than those specified. Fraudulent submissions could result in federal prosecution under mail fraud statutes (Title 18,
United States Code, Section 1341 and 1342). Pentel reserves the right to substitute or limit offer.

Offers are non-transferable. Pentel is not responsible for errors.
Offer good while supplies last.

EnerGel-X is available in eight colors and
three tip sizes. As an added benefit, it is
made of 84% recycled plastic and is part
of Pentel’s Recycology™ “green” line of
products.

For more information, or a customizable PDF and/or HTML emarketing piece on the promotion, contact your local Pentel of
America rep.

Safco Achieves Greenguard Certification
for 75% of its Product Lines
Safco Products Company announced last month it has achieved
Greenguard Indoor Air Quality Certification from UL Environment
for over 75% of its product lines.
The Greenguard Certification Program is internationally recognized for evaluating product emissions and certifying building
materials, furnishings, finishes and cleaning products that meet
stringent product emissions criteria set
by UL Environment. “This milestone signifies a long-standing dedication to ensure Safco products meet the rigorous
chemical emissions standards of the
Greenguard Certification Program, as
well as the company’s stewardship to every indoor environment its products are a
part of,” Safco said in a statement.
Safco said it is currently in the process
of certifying 80 new products that were
released in 2012, with 67% of these new
products already certified.

sit us: www.pentel.com

75A • 3/13 © Pentel of America, Ltd..
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Along with Cosco innovation, be assured our hands-on approach
delivers a personalized and efficient buying experience, with all your
office solutions in one convenient place.

Featuring the

Cosco is a leader in the
industry, committed to
product innovations that
improve your business.

Built in
antimicrobial protection
inhibits the growth of microbes such as stain
& odor causing bacteria.

By Stephanie Vozza
From hospitals to single practitioners, the healthcare market
offers independents a wide range of opportunities. But it’s
highly competitive and those dealers who have done well in
this vertical have had to learn to weather the challenges and
effectively convey the unique value proposition they bring to
the table.
INDEPENDENT DEALER spoke with four dealers who serve
the healthcare market and each one shared with us their
concerns about the changing marketplace, their unique
prescription for success and their prognosis on the future of
selling to healthcare market buyers.

Focus on community.

Since the recession,
we’ve seen hospitals
and doctors’ offices
making the move to
support local
businesses with
their dollars.
Kim Crook

Kim Crook
Strickland Companies

Kim Crook is the general manager of Strickland Companies, a
privately owned office products
and services dealer based in Birmingham, Alabama. Strickland
has six locations in three states—
Alabama, Mississippi and Florida—and distributes a broad
range of products throughout the Southeast.
“Healthcare is very important to our dealership,” says Crook.
“It represents about 10% of what we do.”
Strickland Companies lists hospitals as well as doctors’
offices among its healthcare clients and while some dealers
report they are seeing this vertical shrink, Strickland has a
different story to tell.
“Last year, we experienced growth in the healthcare market,”
says Crook. “We’ve always been in this market, but we had
a couple of hospital opportunities that opened and we were
able to land new clients.”
Crook said Strickland Companies targets healthcare like it
does all of its B2B markets, and doesn’t have a dedicated
salesperson for this niche.
“Their business needs are similar from a process standpoint,”
she says. “At end of the day, business offices—healthcare or
non-healthcare—are all run in a similar fashion. We try not to
segment too much. In our mind, it’s a business office and it’s
run like a business. We focus on it from that perspective.”
continued on page 29
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Sellling to Healthcare continued from page 28
Crook said her company has been able
to grow within the healthcare market by
offering complementary products, such as
janitorial supplies.
“This helps strengthen your position within
the accounts,” she says. “They appreciate
being able to purchase more from just one
vendor.”
One challenge Crook has found with
the healthcare market is understanding
where the Group Purchasing Organization
(GPO) element fits within their business
agreement.
“Sometimes they are mandated and we
lose control,” she says. “We work with
Premier and Novation.”
Crook says e-marketing is the most
important thing her company does to
continue relationships.
“Our direct marketing efforts are defined
by our users,” she says. “Many of our
vendors offer us great tools that we use
for our e-marketing purposes.”
When it comes to competing against the
big boxes, Strickland Companies focuses
on the local element.
“We can tailor a program to a particular
facility,” she says. “Big boxes can’t
customize like we can. We can find unique
solutions that address individual pain
points within the market.”
In fact, Crook says she is seeing the
healthcare market changing to become
more responsive to the community angle.
“Since the recession, we’ve seen hospitals
and doctors’ offices making the move
to support local businesses with their
dollars,” she says. “This continues to drive
the message of community. Ultimately, it’s
where their healthcare dollars are coming
from, too.”
Crook says Strickland Companies won a
hospital contract within the past year due
to her company’s community support and
local involvement.
“We participate in fundraising events that
the hospital sponsors,” she says. “And we
work with their marketing team to create
APRIL 2013

joint efforts within the community. Building
on our existing relationship, we were able
to tailor a program to fit their needs, with
special billing, deliveries and order size.
And we customized our product offerings
to meet their needs. All of this helped us
achieve the win.”
When it comes to identifying the keys
to building a successful healthcare
market business, Crook says Strickland
Companies will continue to focus on the
basics.
“It’s still all about uncovering needs and
finding pain points and then offering the
best solutions,” she says.

Be willing
to change
with the
times.

Mark Leazer
FSIoffice
Mark Leazer is
director of sales
technology at Charlotte, North Carolinabased FSIoffice and like Crook, he says the
healthcare market is very important to his
dealership.
“Moving into this vertical happened
organically but it also happened as a result
of strategic things we’ve done,” he says.
“We have a GPO contract with Sun Health,
which is the precursor to Premier. We also
have a contract with American Office
Product Distributors (AOPD).”
Leazer says healthcare represents 12% of
FSIoffice’s business.
“It’s grown in recent years,” he says.
“We’ve always done what we think is a
good job, but we’ve recently started to
feel pressure from people at the CFO level,
who want to make sure they maximize
incentives and rebates. Sometimes
GPOs have compliance costs, and office
suppliers can get caught up in that. If
somebody gets the right ear, they can
offer incentives, and all of a sudden we
have to defend against that. Occasionally
INDEPENDENT DEALER

the contracts fall into wrong hands. We’ve
seen overall growth for sure, but it’s been
a tough road.”
Within the overall healthcare market,
Leazer says FSIoffice’s “sweet spot” is
hospitals but, he adds a word of warning.
It’s a segment, he says, that comes with a
challenge.
“A lot of hospitals have bought a number
of doctors’ practices over the years and
formed conglomerates around a particular
acute care facility,” he says. “In our
market, Carolinas HealthCare bought
several hospitals in the region and all of
the doctors’ practices associated with
those hospitals. It creates efficiency, but
it eliminates choice. If you had a contract
with the hospital, then you were able to
get most of those doctors’ practices.”
Leazer says another challenge within the
healthcare market is the level of service
hospitals require.
“Hospitals require desk-top delivery,
which means taking products to floors,
individual copy centers, nurses’ stations
and other areas,” he says. “Often, they also
require special reporting and procurement
systems. Some also require our staff have
credentials to get to certain areas. We’ve
been able to do all that and satisfy them
and that has helped us gain and keep
business.”
Like the Strickland Companies, FSIoffice
doesn’t have a dedicated salesperson for
its healthcare accounts.
“Certain sales people tend to gravitate
to this vertical,” Leazer says. “Several of
our top reps call on hospitals. The way we
serve all of our customers tends to lend
itself toward the high service level required
for healthcare.”
Leazer says he is also seeing a growing
number of hospitals use his company for
products they could acquire elsewhere,
such as forms and printed envelopes.
“It comes down to the convenience of
working with just one supplier,” he says.
To compete with big box retailers, Leazer
continued on page 30
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says his company focuses on building
relationships.
“As in all verticals, this is still a relationship
business,” he says. “We’ve had some
customers for years. Those customers
who leave and sign with big boxes
because of prebates and signing bonuses
often experience what I call ‘churn and
burn.’ It can be enticing for hospitals that
are in financial predicaments, but I hear
all the time that hospitals rarely see their
sales rep after they gave them business.
“Hospitals know the level of service they
get from us, and they’re not sure they will
get it from somewhere else,” he adds.
To have success in the healthcare market,
Leazer says independent dealers need to
be accommodating and willing to change
with the times.
“GPOs are where it’s at,” he says. “It’s
where hospitals choose to be. We’ve
discovered you need to be affiliated with
GPO contracts to protect the business you
already have and to gain new business.”

You have
to add value.
Todd Miller
Yuletide Office
Solutions

Todd Miller is director
of sales and a partner
at Yuletide Office
Solutions, a familyowned office supply
company in Memphis. He says healthcare
represents about 20% of his company’s
business.
Yuletide serves mid- to large-sized private
practices, such as gastroenterology,
cardiovascular or spinal specialists. He
says his company targets this vertical in
one of two ways.
“We are extremely involved in the Medical
Group Management Association,” he says.
“We’ve taken a grassroots approach, being
part of networking groups and getting
in front of key buyers and influencers.
APRIL 2013

Technology makes it simpler to market to
customers, but the tools aren’t nearly as
robust as in-person networking.”
Miller says Yuletide also targets the
healthcare market by basic blocking and
tackling—finding leads and picking up the
phone. They recently hired a healthcare
market specialist to call on existing
accounts and pursue new business.
“This is one vertical market we pay close
attention to,” he says. “We wanted to
make sure we’ve got the same person
calling on this type of client and the same
person attending all of the events.”
Miller says his healthcare sales specialist
was trained on GPO and healthcare terms,
so she can talk intelligently to existing
customers and prospects.
Like Leazer, Miller says the healthcare
customer demands more service.
“Once we get on a roll, everything flows
smoothly,” he says. “Healthcare is a high
profile target and it’s good business to have.
But you’d better have strong relationship
skills and be able to provide value, because
everybody’s knocking on their door.”
Also like Leazer, Miller says he expects to
see more mergers and acquisitions within
this vertical, resulting in fewer private
practices. That makes finding the right
point of contact—always a challenge—
even more important.
“It’s changed across the board,” he says.
“Office managers don’t always place the
orders any more. We trained our healthcare
specialist to go top-down.”
Yuletide’s approach is always to add value.
“We go in and show them ways to reduce
their overall soft costs of purchasing by
techniques such as single sourcing,” he
says. “We also offer proactive business
reviews. I believe big box companies
only offer this level of service to a certain
size customer. What we are willing to do
protects and differentiates us. We are
always creating and re-creating value with
customers. Everybody offers next day
delivery and competitive prices. You’d
better get out of the business if you don’t.
INDEPENDENT DEALER

The only way to survive is to do something
your competition isn’t doing.”
Also key, he suggests: an understanding
of healthcare jargon and strong people
skills.
“Customers want to know you understand
their needs and concerns,” he says. “You
need to know the obstacles they have to
overcome, and be able to relate those
obstacles to solutions. Independent
dealers need to find innovative ways
to proactively address issues such as
prebates, although sometimes you just
can’t have an answer for that. If you’re the
first one in door and can tell the potential
client about the pitfalls of accepting the
check, you might combat the problem. It’s
important to be the first one in.”

It’s all about
relationships.

Steve DeMarco
Midwest Office
Steve DeMarco is
managing partner of
Midwest Office, an independent office products company headquartered in Springfield, Illinois. He says the healthcare field
makes up his largest two accounts, and
brings in around 18-20% of his total business.
“We’ve seen this number increase every
year and the fact that we offer furniture is
the driving force behind the increase,” he
says. “We’ve recently acquired some new
healthcare accounts, and a lot of them are
doing a facelift to their locations, upgrading
their furnishings.”
DeMarco says Midwest Office mainly
serves hospitals. His approach is to get in
front of the decision maker for a healthcare
account and make sure he or she knows
there are alternatives to their purchasing
options, especially with furniture.
All of the sales representatives at Midwest
Office’s seven locations pursue the healthcontinued on page 32
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May 1
dinner reception and
program with special
guest speaker

May 1 - 2, 2013
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BOB PARKER

Former Spirit of Life®
honoree and
National Office Products
Industry chair

Join esteemed members of City of Hope’s National
Office Products Industry for the annual Bob Parker
Memorial Golf Outing to commemorate former
City of Hope Spirit of Life honoree and National Office
Products chair, Bob Parker. His legacy and your generous
support continue to help City of Hope save more lives.
To register, visit www.cityofhope.org/nopi or contact
Cathleen Tighe at 866-905-HOPE or email
ctighe@coh.org.

May 2
Breakfast, golf
dinner sponsored by

Sellling to Healthcare continued from page 30
care business. DeMarco says they are all trained
internally by vertical and take advantage of the
ongoing training offered by manufacturers.

Traditional marketing
really doesn’t apply to
healthcare because of the
different levels of buyers.
The secret is 100 percent
in personal contact.
Relationships are key.
Steve DeMarco

For DeMarco, having to work through the
multiple levels of contacts that are common in
the healthcare market represents a significant
challenge.
“You may have multiple and new contacts per
project,” he says. “There may be a key contact
person for overall purchasing, but the people in
charge of each project have different needs, as
well.“Traditional marketing really doesn’t apply
to healthcare because of the different levels of
buyers. The secret is 100% in personal contact.
Relationships are key,” he contends.
When it comes to competing with big box
retailers for healthcare business, Midwest
Office has caught a break. DeMarco reports
he doesn’t see the big box retailers in his area
targeting healthcare as much as they do the
other segments he serves.
Like the other independent dealers that serve
this vertical, DeMarco says he’s seen the market
change due to increased consolidation.

“Larger providers are merging with and acquiring
smaller providers,” he says. “The field has been
narrowed. I expect this to continue. To survive,
you need to expand and build on relationships.”
DeMarco says he recently landed a new
healthcare facility because his company was
able to furnish everything it needed.
“It was a ground-up project in a new building,”
he says. “They purchased everything—furniture
as well as office supplies. It was hard work and
a long process, but it was very rewarding.”
To succeed in the healthcare market, DeMarco
says you need to focus on building awareness.
“You must make sure the buyers know you’re in
the healthcare game and able to provide them
with what they need. Whether it’s office supplies
or furniture, be in front of them. Invite them to
your showroom and make sure they know there
is an alternative to the traditional route. Make it
all about building personal relationships.”
Stephanie Vozza is an award-winning journalist
with more than 20 years of experience writing about and for
businesses. Publications where her articles have appeared
include Entrepreneur magazine and Business Tennessee. For
more information, visit www.stephanievozza.com.

giving you
more reasons to smile!
Deflecto offers a variety of solutions for the healthcare

industry including storage systems, file archiving and lounge
and reception literature displays.
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displays

tilt bin™
storage systems
Scan to learn more
about our products.
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HELP PLANT THE

SEEDS HOPE!
OF

COmPAssiONATE CArE.
PiONEEriNg rEsEArCH.
iNNOvATivE EduCATiON.
City of Hope™ is moving into an extraordinary future
of discovery, and the National Office Products
Industry is playing a pivotal role in that future.
From sponsoring fundraising events to encouraging
employee giving, donations large and small are
invaluable in helping City of Hope™ improve the lives
of men, women and children throughout the world.
That’s why from now through September 30, 2013,
a selection of ACCO Brands’ most popular items will
help support a donation to City of Hope™. Learn more
about how you can help at accorewards.com.

It’s an honor for my ACCO Brands
colleagues and me to be leading
this fundraising initiative. I hope you
will join me in making this year’s
contribution the best one yet!
~Bob Keller
Executive Chairman
ACCO Brands Corporation
2013 Spirit of Life® Honoree

Clean Up with
Cleaning &
Breakroom

By Bill Marsh

As an office dealer, you are seeing your margins becoming compressed and squeezed on traditional office
products. You are looking for a way to improve those margins. You have heard the buzz around Cleaning &
Breakroom, but you’ve got questions: How do I start? What do I sell? Where do I sell? What if I get tough
questions? What about green? Read on. It is a lot easier than you might think.

How do I get started?
This may be both the toughest part and the easiest part at the
same time. The answer is to simply start. Determine to ask your
customers about these products. Ask them to give you a shot at
their can liners. Leverage your existing relationships to get a few
sales under your belt and to build your confidence. Be sure to
utilize all the promotional materials available from your manufacturers and wholesalers.

What do I sell?
Start with high volume items. Every customer goes through a lot
of towels, tissue and can liners. You will build customer confidence in your ability to provide these items. They will move fast
and be re-ordered often. Once you are comfortable, move to the
higher margin items like wipes, cleaners, disinfectants, air care,
coffee and creamer. This is where you will start to see your margins improve.

To whom do I sell?
You can sell to everyone. Every one of your customers buys and
uses these products. Small and large customers alike, they all
need what you have to sell. Offices buy supplies. Restaurants
buy food. Hotels buy fixtures. They all have one thing in common:
They all buy cleaning and breakroom products.

What if I get tough questions?
It will happen eventually. Don’t sweat it. First of all, you have used
these products yourself somewhere along the way. You already
have a basis of product knowledge. Beyond that, you have a
wealth of resources at your disposal such as your buying group,
your wholesalers, your manufacturers and your reps. All of them
are available and anxious to help you answer your customers’
questions. A word of caution, however: If you don’t know the
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answer, don’t make it up. Your customer will smell a made up
answer immediately. Your best response to a tough question is
to admit that you don’t know the answer, but that you do know
how to find it. Utilize the resources mentioned above and you can
provide an accurate answer to your customer, further building
their confidence in you.

What about “green?”
The green movement is here to stay. Anything we can do that is
good for the planet is a good thing. But let’s put a little perspective on the topic. The EPA has determined that anything that kills
anything else (germs) cannot be called green. That means disinfectant cleaners and antibacterial soaps are automatically ruled
out. That doesn’t make these products bad for the environment;
it just means we cannot call them green.
In truth, we need a combination of these products. You can clean
some surfaces with non-disinfecting (green) cleaners. Other surfaces need to be disinfected. Would you go to a dentist that did
not use disinfecting cleaners to clean their treatment rooms?
What about a restaurant that does not disinfect or sanitize?
One alternative is to use a hydrogen peroxide (H2O2) disinfectant
cleaner. It is a disinfectant, so it cannot be called green. However,
as the hydrogen peroxide cleans and disinfects a surface, the
product breaks down into oxygen and water. These are two elements that do not harm the environment or people.
Trying anything new can be challenging and intimidating. But
once you get into it, it becomes part of your routine. Cleaning and breakroom products can have a very positive impact on your margins and your overall business. Simply start!
Bill Marsh is southeast regional manager for Reckitt Benckiser, makers of Lysol and
other cleaning, health and personal care products.
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TOPTENTIPS
for
SEO
Success

By Jeff McRitchie

Make sure that Google can read your site. The most common problem
here is found in the site set up process. Many office products dealers’ sites
are virtually invisible to search engines. Google offers a tool called Fetch
as Google Bot which grabs your page and allows you to see it as Google
sees it.
Add your address and phone number to your site template.

This
makes it visible on every page, making it easier for customers to get a hold
of you. Specifically, a large phone number should go above the fold to help
with conversions. Below the fold, you’ll want to include a local phone number and use that same local phone number on everything. This will help with
local search results.

Improve your “About Us” page. This is one of the pages people look
at most often. It tells them who you are and what you do. Be sure to include
your address and phone number here as well. If you have multiple locations,
list each one separately. The content here is different information from what
is available anywhere else on the Internet.

Add keyword-rich content to your site. The first part of this involves
your products. Be sure to name your items in the same way that people
search for them. You can use Google’s free keyword tool to determine which
keywords you want to include. The second part of adding content to your
site is to tell people what sets you apart. Maybe that means adding a page
about your staff, things your company does, events you hold, what areas you
service. Things that make you different from everyone else in your market will
help you to stand out to potential customers.

Often the biggest problem
isn’t designing a great site.
It’s having that site found.
Here are ten practical tips
to help you improve your
rankings and sales.

Get links to your site. Search engines look not only at your content but
also at who endorses you. There are many backlinks you can get simply
by asking. Are you involved with your local chamber of commerce? Make
sure your page on their website links back to you. Check with your vendors;
many times they have a page on their website showing dealers that sell their
products.

Verify your site with Google Webmaster Tools.

Once you do this,
Google will start to give you helpful information about your site and alert you to
any problems that might arise. They can tell you if Google can’t read your site
or if they notice any issues.

Add Google Analytics tracking to your site template. Google Analytics
can help you immensely. This tool will allow you to see your visitors, track
what they are doing, identify what pages are visited the most, tell where
your traffic comes from and more. This is a great tool for highlighting overall
trends, comparing daily, weekly, and monthly traffic, conversions, etc. The
amount of information available can be overwhelming, but learning to use
Google Analytics can be highly beneficial for your site.
continued on page 37
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SEO Success continued from page 36
Submit your sitemap to search engines. Your sitemap
tells web crawlers about the pages on your site. Therefore, it’s
important to have every page on your website added to your
sitemap. There are many free and low cost tools you can use to
help you create a sitemap. You’ll also want to keep your sitemap
maintained, adding new entries for each new page created to
give search engines the most updated information possible.

Write awesome meta tags for your pages.

Meta tags
are a mini description of your page to Google and other search
engines. Title tags are particularly important and should feature
the keyword(s) you’re targeting for a specific page. Description
tags are also important. Though they do not influence page rank,
they do influence conversion. Write your description tags in a
way that will encourage people to click through.

Be careful of duplicate content. Duplicate content constitutes
any information you’ve replicated on more than one page. This
includes pages on your own site or pages anywhere else on the
Internet. Meta tags, written copy, and visual content are all susceptible to being flagged as duplicate content. The biggest danger here is with vendor supply catalogs. Since everyone uses the

same material, copying and pasting large blocks of information
can lead to duplicates between multiple sites.

Each of these tips can be
easily implemented and will
help your site tremendously.
Good luck!

Jeff McRitchie is the vice president of marketing for Internet retailer
MyBinding.com. With over ten years of experience in online marketing, Jeff
has become an expert on a variety of marketing tools, including SEO, Google
Analytics, video marketing, content marketing and more.

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
professional connections and developing lasting friendships.

Join our conversation on Facebook and LinkedIn for more information.
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The Power of Product
‘Sell to the virtual world.’
‘Don’t highlight products, because Google does it better than you can.’
‘Product knowledge is passé.’
By Tom Buxton

I may have taken a few editing liberties with
the above quotes, but I think you’ll agree that
those statements are a fair reflection of the
views expressed by many so-called experts
and commentators on our industry in recent
months.
Forgive me, but I beg to differ.
In fact, I am convinced that if independent office dealers buy into
the idea that product knowledge is a thing of the past, it could
well lead to a massive paradigm shift by which independents end
up re-creating themselves right out of business.

Ok, Tom, how do you differentiate the companies you work for
when you’re with a customer or prospect? That’s a fair question.
Here’s my equally fair answer:
I have had great success using well-placed questions about
products and/or services. Let me give a very recent example.
Because I teach a type of cold calling based on building relationships rather than on price comparisons, I am quite often asked,
“How do you interest a prospect in buying from you when there
seems to be no ‘pain’ with the current supplier?”
That is a problem for anyone who doesn’t know anything about
what we sell. For those of us, however, who believe in the importance of product knowledge and have made the appropriate
investment in time and effort to acquire some, there is not only
hope, but opportunity! Let me show you what I mean:
In dollar terms, what do most office products dealers sell more of
than any other item besides copy paper?

Why do I say that? Because we will never do as good a job as an
online search engine when it comes to finding random information about a particular product or service. But we don’t have to.

The answer, of course, is printer ink and toner and often—though
with the advent of MPS, not always—a prospect will purchase
this type of product from their current supplier.

Our expertise lies in being able to take a particular product or
service and apply it to the customer’s specific needs and that’s
something no search engine has the intelligence to do.

Recently, when I was meeting with a prospect who seemingly
had no pain with delivery, representation, or billing from his existing supplier, I asked the following three questions.

In order to do all that effectively, we need to maintain and actually build on our knowledge of the items we sell. Yet, I have heard
far too many times in my career, “All we really need to do is sell
process, because product knowledge is worthless!”
If you agree with that last statement you might want to stop reading now, because the rest of what I have to say will probably just
upset you.
However, for those of you who have a boring life like me and who
actually know what an ACC 72020 is, read further, because I believe our time has come again.
How do you differentiate yourself and your company in the field?
Price? Please?

n Do you purchase ink and toner cartridges for your machines?
n Whether you use OEM or compatible cartridges, are you
aware that many machines accept higher yield versions that
could save you up to 20% on a cost per page basis?
n Would you like me to explain it to you?
If the incumbent is doing their job and informing the customer
about this feature of most OEM toners and ink jets, we will know
quickly that our chances of winning the account are slim.
But, guess what? More times than I can count the prospect will
state they have never heard of such products and for us, that
means the game is on!
continued on page 39
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Product Power continued from page 38
Rather than disparage their current supplier, I will suggest the
supplier no doubt meant to tell them but that we would be happy to provide them the information so that the customer can
begin saving money whether they buy from us or them. (If you
don’t get why I don’t try to close at this point, we will discuss it
another day.)
Using this “different” sales technique and my product knowledge,
I have had the privilege, over time, of closing approximately 35%
of the prospects who were not aware of their extended-life ink
and toner options, and we never even offered to beat all of the
their current prices!
That is just one example of how product and product knowledge
can change the game.
Asking questions about the desires of your customer or prospect
can lead to a discussion about the proper paper for their output, highliters that don’t bleed, furniture that fits the purpose and
price point a prospect desires, communication products that improve collaboration, promotional products that support company
marketing and branding goals, etc., etc.
And all of these discussions can lead you towards a prospect’s
or customer’s budgeting process (if they have one) and an op-
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portunity to highlight your dealership’s capabilities to help them
meet their spending goals.
So, please don’t banish all product knowledge from your business in an attempt to out-market our Internet competitors.
You probably can’t out market them anyway and you may throw
out profitable sales (the baby) in the name of updating your overall approach to the market (the bathwater).
So find one of your vendor reps, kiss or shake their hand and
ask them what is new, different or important about their products
that will improve the efficiency of prospects and customers. And
don’t forget to ask them, too, for some questions you can use
with those prospects and customers to expose their needs.
Then go out and get some business. Knowing the power of product and having the right questions to find needs apart from better service will not only make you a winner, but also give you a
powerful point of differentiation with customers and prospects
that almost no one else has anymore. And there’s nothing passé
about that!
Tom Buxton, founder and CEO of the InterBizGroup consulting organization, works with
independent office products dealers to help increase sales and profitability. For more
information, visit www.interbizgroup.com.
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DumbSalespeople
SellDumb
By Troy Harrison

If you’re a regular reader of this column, you’ll know that I advocate looking at
yourself as a profit generator instead of as a revenue generator. And if you’re not a
regular reader (shame on you!), now you know it as well!
But even if we all know you can’t hold someone accountable for achieving a set of results without letting
them know how to achieve them, many business people do just that every day.
They send their salespeople into battle with little or no
idea of how to sell to generate the desired long-term
results of the company. That’s because all too often,
the corporate sales culture is based on what I call the
“Keep ’em dumb” philosophy.
Too many business owners think that the way to make
sure their salespeople hold price and profit is to keep
them in the dark about what things cost, how profit is
generated and what prices generate the desired profit.
That’s a philosophy borne out of distrust of salespeople in general and their own salespeople in particular.
And it’s a great shame for all concerned, because ultimately, it ends up being counterproductive. If salespeople don’t know what goods cost and what profit
needs to be generated, they don’t know specifically
what constitutes a “good” or “bad” deal.
Instead, they spend all their time returning to the “batcave” for the next price or proposal offer and then end
up finally getting disgusted with the process and move
on to a new company.
The old saying, “knowledge is power,” applies here.

Salespeople who know their cost structures and profit
structures are salespeople with the ability to negotiate
from a position of strength with the customer.
They’re also salespeople who won’t constantly be
coming to your desk with deals that you know you
can’t accept. If that sounds appealing, let’s talk about
how to equip your salespeople to generate profit.

Teach your salespeople how your company
makes money.
I’m not talking about platitudes like, “We make money
by selling our products.” I’m talking about getting out
the old P&L and showing them the cost of goods, ancillary costs, overhead, and yes, sales expenses.
Give your salespeople enough information to understand how their actions, decisions and proposals affect the company’s overall profit picture.
I’ve managed numerous sales forces, and every time
I shared P&L information with them, our average price
and profits went up. Salespeople are smart and they are
able to understand and buy into this type of information.

Simplify your pricing structure.
Nothing leads to downward price pressure like a complicated pricing structure. Here’s a general rule: The
more complicated your pricing, the more your customcontinued on page 41
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Dumb Salespeople continued from page 40
ers fear getting taken—and the more they
will want to negotiate price and profit.

Banish certain money-losing terms
from the vocabulary.

Equip your salespeople with the knowledge
and tools to price in front of customers, onsite, when the iron is hot, and they will find
it much easier to hold price.

I’m not a big word guy, but there are some
things that salespeople say that are automatic money losers. For example:

What your salespeople really want is to
have the tools and ability to close business
on-site. Give them that and they’ll use it.

I can save you money on…
I’ll give you the best deal around…
Can I bid on your business?
I want the last shot at the price…

Pricing stability is a good thing.
That doesn’t mean that you can’t raise or
lower prices. But it does mean that you
shouldn’t do so like a hyperactive child
playing Tiddlywinks.

Troy’s Truth of
Selling:
Sales today
is a battle of
information. The
more information
you give your
salespeople, the
better equipped
they will be to win.

I once worked for a business owner who
was constantly after the sales team to “get
our price.” The trouble was that we didn’t
really know what “our price” was on any
given day or week. We gradually became
less invested in our profit picture, because
we never got a true feeling for what our
profit picture was at any time—the owner
reserved that knowledge for himself.

Live by your own rules.
If you want to know the Numero Uno way
to frustrate your salespeople, here it is: Demand that your salespeople hold a particular
price. Then, when the customer comes directly to you, give the customer a price you
told your rep that you couldn’t accept. Nothing will upset your sales team and de-motivate them quite like this. Don’t be that guy.

If your salespeople are saying these things,
they’re costing you money—guaranteed.
“But Troy,” you reply, “I’m only a salesperson. My company won’t share this info with
me.”
Well, then, it’s time to put your selling skills
to work. You understand how to sell benefits and results, right?

Sit down with your boss.
Explain what you need in order to be the
best salesperson you can be and demonstrate what the results will be from giving
you what you need. Share this article if you
want. Ask for an investment and make a
commitment. Then be prepared to live up
to that commitment with better results and
higher profits.

Troy’s Truth of Selling:
Sales today is a battle of information. The
more information you give your people,
the better equipped they will be to win.

Compensate and reward
based on profit.
This sounds intuitive, but actually, it’s not.
At least, it’s not practiced often enough. If
your salespeople are to be profit generators, but you compensate and reward them
based on revenue, they’ll always be after
gross revenue. Instead, align all your measurements (compensation, bonus, stack
rankings and evaluations) based on gross
profit generated during a given period.
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If you find a lower price, call me…
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Troy Harrison is the author of “Sell Like You Mean It!”
and the President of SalesForce Solutions, a sales
training, consulting, and recruiting firm. For information
on booking speaking/training engagements, consulting,
or to sign up for his weekly E-zine, call 913-645-3603,
e-mail TroyHarrison@SalesForceSolutions.net, or visit
www.SalesForceSolutions.net.
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Three Secrets to
Winning New Business
By Krista Moore
Over the past eight months I have shared
with you a successful sales process and
approach to winning new business.
These are the same techniques that we
teach and train hundreds of independents
in each year. They’ve been employing
these techniques in their businesses and
seeing amazing results.
One dealer alone brought in $1.9 million
in new business last year using these
techniques and taking a different approach
to communicating with his prospects.
For those of you that find a synopsis or
bite-size pieces easier to digest, I thought
I would share some excerpts from our
Three Secrets to Winning New Business
audio that we produced last year. I
encourage you share it with your sales
team. To download the full audio, visit
www.kcoaching.com/3secrets/.

Secret #1: It’s All About Them
We are doing business during a time of
information explosion. Your customers are
bombarded with hundreds of messages:
email, advertising, text, social media.
People have so many choices and too
little time to consider alternatives or
changing. If something isn’t broken, they
aren’t going to give it much attention.
As much as we think that they should
listen to us, most people are genetically
hard-wired to be self-centered and selfish
with their time.
So, how does this relate to your sales
approach? One of the most important
techniques to winning new business is
capitalizing on the buyer’s “self-interest.”
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Many dealerships have brochures, marketing materials, websites, letters, and
scripts that talk mostly about themselves
and their capabilities, and may look similar to the competition’s.

You might be thinking right now that
Secret #1 really doesn’t matter because
most of my prospects and customers
only care about price. In some cases, this
might be true.

Then if you have conversations such as,
“We can save you time and money” or
“How can I earn your business?”… Well,
that too is all about you.

That is the reason for Secret #2

So how do you make it about them?
First, open your conversation using
what you know about their company or
industry, because when you are talking
about them and their business, you have
their attention.
When you do this, you are building trust
and credibility and they don’t feel the
pressure of being “sold.”
Begin understanding what is really on
their minds. Perhaps it is growth of their
business, increasing productivity, keeping
their job, maintaining budgets, or maybe
it’s some specific industry challenge.
Next, explain to them how you can impact
these challenges in a good way, helping
to make them more successful. The key
word is impact. What business impact
would you have?
Now you have their attention, and you
have begun to build rapport and establish
a professional relationship.
When you take this approach, you will
be selling on value, not price, and will be
elevating yourself above the competitors
because most of them are going in talking
about products, services or low prices
on paper. You are selling them business
improvements.
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Secret #2: Sell High and Dig Deep
When you are trying to get in to see a
prospect, who are you targeting today?
Often it’s the purchasing manager, an
administrative assistant or a buyer.
That’s why Secret #2 is so important.
The key to winning bigger deals and
really differentiating yourself from your
competition is to pursue a higher level
contact within that company. Start out
high and dig deep.
Do you want them to see you as a
business partner, a consultant who will
help them with their business challenges?
If that is your goal, and it should be, you
will want to start targeting higher level,
more strategic thinking contacts within
the company, or you’re going to get that
price objection often and right away.
However, selling to the C-level (the CEO,
the CFO, the CIO, or the president), is a big
step for many sales reps. In order to make
this transition, you need to have something
important and relevant to say to them.
So, how do you begin? First, know your
prospect’s world—to be successful at
this technique you need to take the time
to do the research and understand your
prospect’s current business initiatives,
the challenges they face and the things
that they’re trying to overcome.
continued on page 43
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Secrets continued from page 42
With the Internet, social media, Facebook and networking, this
should become second nature to you. LinkedIn will be your friend.
Once you are able to sit with this high-level prospect, ask
questions about their business needs. This information will
better position you to align the impact that your services will
have on them, improving your chances of getting their business
and establishing a lifelong, loyal customer.

Secret #3: Make a Difference
By this time you have their attention and they should be noticing
that you are very different from your competitor. Secret #3 is the
final technique to help you really close the deal.
Successful salespeople understand their prospect’s challenges
and how to connect real business value by communicating and
showing how they do it better and different from their competition.
You can make a difference and sell value more than price by
preparing a formal proposal that summarizes your understanding
of their needs and the value that you bring to them.
The proposal should be written from the buyer’s perspective,
presented to the highest level and should clearly differentiate
you from your competition. You need to clearly state what you
do to meet their specific needs, how you do it, how you do it
better than anyone else and the real impact it will have on their
business.
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Make sure you have concrete examples of the proof of your
value. It might be a client testimony, third-party proof, a tour of
your facility, a sample report or business review. These proof
points will be the evidence your prospects need and what will
make a lasting impression.
It’s not easy to implement the Three Secrets to Winning New
Business, but this new approach is changing the lives of
sales reps.
They are getting more appointments, building the confidence
to sell at a higher level, winning bigger deals and making more
money.
If you need help along the way, re-listen or download the free
audio. If you are having a hard time implementing, give us a call
to learn more about our Winning New Business Success Kit.
Most importantly, send us a message with your success
stories! We are passionate about helping independents and we
want to see you in the winner’s circle!

Krista Moore is president of K.Coaching, Inc, an executive coaching and
consulting practice that has helped literally hundreds of independent dealers
maximize their full potential through enhancing their sales strategies, sales
training and leadership development. For more information, visit K.Coaching’s
website at www.kcoaching.com.
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Are You Ready for the

Great Workplace Transformation?
By Tom Klobucher
Ask most dealers what they see as their most important asset and chances are, they’ll tell you it’s their
people. In an industry where just about every product and service tends to get commoditized sooner
or later, it’s people and how they perform that make the difference for most dealers.
All too often, though, dealers—and most organizations in general today—fail to make the most of the
enormous resources their people represent. Instead, they continue to use 20th century methods to
try and manage a 21st century workplace with depressingly predictable results.

It shouldn’t come as any great surprise, therefore, if they find a growing number of workers unhappy and ready to jump
ship because they are simply not willing to put up with the “my way or the highway” management style of generations past.

What’s the solution?
It starts with understanding the giftedness of the four—soon
to be five—distinct generations of workers in the workplace.
They are:
n Traditionalists (born before 1946)
n Baby Boomers (1946-1964)
n Generation X (1965-1976)
n Millennials (1977- 1997)
n Generation 2020 (entering the workplace around 2020)

Next is implementation of the following Twelve Essential
Strategies for building a Great Workplace:
n Identify your dealership’s core values and talk about
those values frequently with customers and employees.
n Design and constantly refine a creative workplace
based on direct employee feedback.
n Put the right person in the right job.
n Provide constant accommodation to, and
understanding of, the whole employee.
n Build into the workplace culture appropriate recognition
for a job well done.
n Support a truly collaborative workplace, both physically
and emotionally.
n Appoint someone Director of Fun.
n Create after-work events that involve direct personal
contact with customers and employees.
n Give something back to the community.
n Provide a healthy ergonomic workplace to reduce
stress, boost morale and improve the quality of customer
interactions.
n Invest in ongoing education and personal development.
n Seek regular employee feedback and evaluation and
give employees regular feedback and evaluation, ideally
every six months. Evaluate against your organization’s
core values first, and against performance metrics
second.
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In today’s workplace, it’s all about employee engagement. As
Harvard Business Review blogger Tony Schwartz asks: “What
would contribute most to your being both happier and more
productive at work? How about feeling truly taken care of,
appreciated, and trusted by your employer?”
There’s a growing body of research that highlights the
powerful connection between how we feel at work and
how we perform. For example, the Global Workforce Study
conducted last year by the Towers Watson international HR
services company surveyed 32,000 employees worldwide
and found the key success factor for any organization today
is a “work environment that more fully energizes employees
by promoting their physical, emotional and social well-being.”
I’d add to that a concern for the employee’s mental and
spiritual well-being with the payoff, both for the individual and
the organization, being the added energy derived from the
capacity and focus of a strong sense of purpose.
When these conditions are present, the consequences are
nothing short of staggering. Towers Watson also found that
companies with low engagement scores had an average
operating margin just under 10%.
Those with high traditional engagement had a slightly higher
margin of 14%. Companies with the highest “sustainable
engagement” scores had average one-year operating margin
of over 27%. That’s almost three times higher than those
companies with low engagement scores!
So, one might ask, what’s in it for me? Happy, engaged
employees? Yes, but also the potential of a dramatically larger
bottom line. Are you ready to implement the Great WorkPlace
Transformation at your dealership? There’s no better time
than right now to get started!

This article is based on material in the book, The Great Workplace Transformation,
by Tom Klobucher, founder and CEO of Thomas Interior Systems, Inc., an office
planning and furnishings firm in the Chicago area. For more information, e-mail Tom
at tomk@thomasinterior.com or visit www.thegreatworkplacerevolution.com.
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