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Fun and Profits 
Down on the Farm,
see page 25



OfficeSource, Jackson,
MS Dealership,
Celebrates 80th
Anniversary

In Jackson, Mississippi, Charles
Hooker, Jr. and his team at
OfficeSource have got something to
celebrate as the dealership marks its
80th anniversary. OfficeSource started
out in 1927 as Mississippi Stationery
Company and in 1933, the current
owner’s father, Charles Hooker, Sr.,
went to work for the company.

In 1938, Howard Dear and S. K. Jones
founded Standard Stationers and in
1986, Kent Dear, Howard Dear’s son,
and Hooker, Jr. merged the two
dealerships to become OfficeSource,
with Hooker, Jr. buying out Dear’s share
of the business in 1992.

OfficeSource today operates as a
furniture-only dealer in Jackson and
sells office supplies and furniture in
Meridian, Mississippi. “Business is
good right now,” reports Charles
Hooker, Jr. “Healthcare is very strong,
we’re selling more to the government
and we’re doing a lot of business with
the A&D community.”

The dealership is also benefiting from
what Hooker, Jr. describes as “a fun
aside” in the shape of a growing
residential furniture business. The new
venture, he reports, helps strengthen
the dealership’s position with the
design community and adds a more
personal touch to doing business. “It
shows we’re just as interested in where
our customers live as where they work,”
he explains.

And with OfficeSource currently holding
top position for Knoll Studio sales in the
Atlanta region, it also brings in some
nice revenue. Not bad going for an 80
year old!

Denver Dealer Totes Up
His Furniture Recycling

Tally 

There may not be anything too
glamorous about selling a piece of used
or refurbished office furniture but when
a dealer does, it means less product in
a landfill and a little less energy used in
a manufacturing plant.

And over time, those benefits to the
environment add up. Just ask Dennis
Meyer and his team at Office
Liquidators in Denver. Recently, they sat
down and tried to figure out just how
much used office furniture they have
recycled back into the market since
opening in 1985.

It took about two months’ worth of
reviewing invoices and calculating
average weights for items sold but
eventually, they came up with a number.
Would you believe over 25 million lbs. of
used and refurbished desks, chairs,
files, tables, workstations and more
over 22 years!

“If you can sell something that’s used
and prevent it from being thrown into a
landfill, then you’re helping the
environment and that’s something to be
proud of,” says Dennis. And with Green
Office issues becoming increasingly
important, Office Liquidators’ stance as
a recycler is drawing increased interest
from large corporate buyers with
recycling mandates and also some
positive media attention.

continued page 4
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Does New
Business
Development
Get the
Attention It Deserves?
There’s a good new/ bad news aspect
for most independents when it comes to
developing new business. The bad news
has always been there: No matter how
low your prices or how great your
service, you’ll probably end up losing
somewhere between ten and twenty
percent of your customers in the course
of the year, and mostly due to factors
you can’t control.

A new buyer takes over at an
established account. A long-time
customer retires. You lose the branch of
a major corporation to a new national
account program, even though everyone
there loves how you take care of them.

The good news, as veteran industry
observer Jim Rapp notes in our cover
story this month, is that the resources
available to help dealers implement new
business development programs today are
probably better than they’ve ever been.

The wholesalers and the dealer groups
both offer a broad range of options that
include prospect lists, aggressively-
priced flyers and mini-catalogs, sales
training, onsite guidance and consulting
and more. On the technology front,
powerful new software has made it a
whole lot easier to track customer
behavior and identify opportunities to
find new sales and profit dollars. 

But are dealers making the most of
what’s out there and getting as much
from their new business development
efforts as they could be? 

Where does generating new business
show up on your list of priorities and
what are you doing about it? Give us a
call or drop us an e-mail to let us know,
and we’ll run a follow up story with the
best new business development ideas
we hear about later this year.
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Office 48, Washington, DC 
Furniture Dealership,
Expands Showroom

Congratulations to Bill Davis and his
team at Washington, DC-based office
furniture dealer Office 48. Bill recently
completed a major expansion of his
showroom that has doubled its size
from 2,000 to 4,000 sq. ft. With a
ground floor location just two blocks
from the White House, Office 48 is very
much in the high rent district. But with
2006 sales running 50% ahead of the
previous year and momentum actually
getting stronger this year, it’s an
investment that’s clearly paying off.

Detroit Dealer Reaches Out 
to A&D Community with 
Education, Networking Events

In the Detroit market, Steelcase dealer
NBS is reaching out to the A&D
community big time, through a series of
special events this year that offer both
education, networking and an
opportunity to help a deserving cause.

Under the banner of “the A&D Edge,”
NBS assembled a series of educational
seminars on topics such as dealing with
generational issues in the workplace,
sustainability and ergonomics. 

The program strikes a lighter note this
month, as NBS and Steelcase co-
sponsor a 50s-themed Summer Cruise
at the dealership’s showroom. The
event will feature plenty of chrome and
bright work from a Classic Cars display,
as well as a class rock DJ and a 50s
style diner.

Plus, NBS is offering designers the
chance to enter either a pinecar design
competition or an actual race, with
proceeds going to support the local
Boys & Girls Club.

“Traditionally,” explains sales resource
specialist Chris Longroy, “the
relationship between dealers and
designers in our market has been more
one of competitors rather than
collaborators. We decided it was time
to try and break down the barriers and
see if we couldn’t find ways to work
together.”

Sounds like they’ve come up with a
powerful formula to do just that and
position the dealership as an expert
resource for a key customer segment at
the same time.

Iowa Dealer Readies 
Run for Local City Council
One of the hallmarks of today’s
independents is a willingness to give
back to their communities and do what
they can to make a difference where
they live. 

Case in point: Dave Buck, president of
Matt Parrott and Sons in Waterloo,
Iowa, who last month announced he
will be running in the fall elections for a
seat on the Waterloo City Council. 

If elected, this will be Dave’s second
tour of duty on the council—a 40-year
resident of Waterloo, he also served as
a council member for six years in the
late 1980s. And even though most of
the national media’s attention will be
focused on the presidential primaries in
Iowa, we’ll be keeping an eye on this
campaign and let you know how it turns
out when Waterloo voters go to the
polls in November.
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MyOfficeProducts Acquires Raleigh,
NC Dealer Getitquick.com 

Nashville, TN-based MyOfficeProducts,
which has been hot and heavy on the
acquisition trail of late, added another
dealership to its stable last month, with
the purchase of Getitquick.com, the
Raleigh, North Carolina-based business
known for its same day deliveries and
fleet of PT Cruisers. In addition to its
Raleigh headquarters, Getitquick.com
also has locations in Greensboro, North
Carolina and in Wooster, Ohio and 

currently employs 45 people in all three
locations.

“Getitquick.com founder and president
Claude Pope has built a very talented
team at Getitquick.com,” said
MyOfficeProducts CEO and Chairman
Bob Rolf. “We like their concept, their
technology and especially like the
management and sales staff he’s
assembled. We’re excited about the
markets they serve, and we have no
plans to change a thing for the
foreseeable future.”



If you can think

inside
the box...

In today’s competitive marketplace, 
business growth and diversity are essential
to economic survival. But accomplishing
these goals can be expensive and time 
consuming - not so with United Stationers’
Jan/San product line. When you add
everyday items such as cleaning products,
paper towels, breakroom supplies, coffee,
safety products, packaging supplies and
more to your sales mix, business growth
and increased profits are well within your
reach. And with United’s commitment to
your total success, every angle is covered,
every question is answered. It’s just 
that simple.

To differentiate your business and position 
it as a true single-source supplier, it is
important to be continually exploring 
opportunities for new product offerings.
With United, you can take the next steps
toward exciting business growth. 

With United, you can Jan/San.

You can grow your business

Jan/San products comprise a $23 billion
end-user market. Companies spend, on
average, 15% of their annual business
products budget on Jan/San items. With
your current customer relationships
already in place, selling Jan/San products
is a simple, natural progression for your
business. 100% of your customers are
already buying Jan/San products from
somebody. Is it you?

You can increase profits

Jan/San products help you reach into 
completely new and highly profitable 
market segments. Selling Jan/San 
products is the next step to increasing 
revenues and expanding margins - 
average gross profit margins are higher
for Jan/San products. Working with
United, non-traditional Jan/San suppliers
(dealers just like you) are experiencing
15% average annual sales growth on
Jan/San products without adding to 
their inventory or changing their
current supplier arrangements.

You can market Jan/San effectively

We have a full array of Jan/San 
marketing materials designed to help
you effectively promote and sell this 
category:  an annual, full-line Janitorial
& Facility Supplies Catalog with over
4,700 products; a 24-page quarterly
Facility Solutions Flyer with 300 
products; Customized Direct Selling
programs and Jan/San University
Training Seminars.

“Think Inside The Box” and take 
advantage of the enormous business
opportunity that Jan/San products can
provide. United is committed to helping
you navigate through the simple steps
you can take to successfully sell
Jan/San products. Look for specific
information on “How To Jan/San” in 
our upcoming communications. 

With United, you can Jan/San.

Contact your United Account Manager or
United’s Jan/San Category Team at
JanSan@ussco.com for more information.

youcan Jan/San.

One Parkway North Blvd., Suite 100
Deerfield, IL 60015 • 847.627.7000
jansan@ussco.com • unitedstationers.com

mailto:JanSan@ussco.com
mailto:jansan@ussco.com
http://www.unitedstationers.com
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Greenville Office Supply
Supplying Tools for Business
Since 1968

by Jim Rapp

Greenville Office Supply (GOS)
Greer, South Carolina

� Charles Scales, President and CEO
� Supplies, Furniture, Printing,

Beverage Service, Promotional
Products

� Employees: 68
� Sales: $20 million
� Partners: is.group, S.P. Richards
� Online sales: 50%
� Web: www.gos1.com

“We were sick and tired of the smoke and
mirrors game that the big boys were playing,
so we decided to go after them with all guns
blazing, and take back the business.”
Those are fighting words from Charles Scales,
president and CEO, and the driving force at
GOS, which claims it is the fastest-growing
independent in the Carolinas.

“It’s fine to tell prospects about your
wonderful service,” Scales says, “But that’s
not enough. If you want to get the business,
you have to play the game the big boys play—
you have to go out there with a little Windex
and wipe the smoke off those mirrors!”
Greenville reps use the direct approach. They
sit down with each big boy customer and say,
“Let’s pull out the invoices. We’ll go item by
item and compare prices, and I’ll show you
that you’re paying too much.”
GOS began in 1968. Scales entered the
business in 1988. Since then the business has
expanded in both products offered and
territory covered. Last year GOS acquired the
office supply business of Young Office in
Spartanburg, South Carolina. They currently
have customers in 40 states, and cover
almost all of North and South Carolina.
“What’s your secret of success,” I asked
Scales. “That’s easy,” he said. “It’s our people.
We are so proud of them. Our accounting
manager has been with us for 35 years. Five
of our drivers have been here for over seven
years, two reps with us 18 years, and four
reps have 10 or more years of service.”

He continued, “We believe that broadening our
offerings is the way to go. We sell everything
except equipment and contract furniture. We
are doing really well with beverage service, ad
specialties and cleaning and breakroom
supplies.”
What about future plans?
Scales responded, “We moved into a new
53,000-square-foot building three years ago,
anticipating growth, and we’re right on target.
We are stepping up our drive for new
customers, adding a ‘hunter rep’ who will do
nothing but call on prospects, gather
information, get an opening order, then turn
the customer over to a regular rep.
“We’re going to be very aggressive going
forward. We’re adding a full-time marketing
person, developing a professional
presentation and taking it to the top people
in our customer and prospect organizations.
Our message will be ‘No one is better than
we are: no one has better prices; no one has
better service; no one has a broader
selection!’”

Looks like GOS will be needing a
larger warehouse very soon!

From left to right are printing manager Ronnie Nunn; sales manager- east Ted Vereen; president Charles Scales; vice president Scott Hart; operations manager Bobby
Kubitschek, and accounting manager Ann Cartee. Not pictured: sales manager -west Lisa Vaughn.

http://www.gos1.com


http://www.basyx.com
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TriMega Pays $7.5M in 
Q1 2007 Rebates to Members 

TriMega Purchasing Association recently
distributed rebate checks for the first
quarter of 2007 totaling $7.5 million. The
payout brings the total rebates paid to-
date in 2007 to $19.6 million, a six-month
distribution record and an increase of
more than 15% versus the same period
last year. This recent rebate distribution
covered Q1 2007 purchase activity,
including Q1 rebates from the TriSupply
program launched late last year. 
"We remain encouraged by the positive
momentum we are seeing in the
independent dealer channel, and in our
TriMega dealer community in particular. In
addition, the support and commitment to
TriMega’s preferred suppliers and the
Association’s programs, has shown it
clearly pays dividends, improving the
profitability of our independent dealer
members”, stated Charlie Cleary,
TriMega’s president. “This most recent
rebate distribution underscores this fact,”
he continued.  
TriMega’s next cash rebate distribution is
scheduled for September 15, 2007 for Q2
2007 purchases.

is.group Announces 
New Directors, Board Officers

The is.group dealer co-op has announced
three dealer members were elected to its
Board of Directors at its recent annual
meeting. The three new directors, each
elected to serve a three-year term are:

• Dean Reising, Excel Business
Supplies, West Des Moines, Iowa

• Craig Bartholomew, Reporter Big Sky
Office, Billings, Montana

• Chris Peterson, Warden’s Office
Products, Modesto, California

In addition, the is.group board has
elected officers for the 2007-2008 year.
They are:

• Chairman—Jordan Kudler, Crest
Office Products, New York City

• Vice Chairman—Mark Miller, Eakes
Office Plus, Grand Island, Nebraska

• Treasurer—Craig Bartholomew,
Reporter Big Sky Office

• Secretary—Gerri Kennedy-Holland,
OEC Office Plus, Mobile, Alabama

Old Colony Stationery, Massachusetts
Dealer, Joins AOPD

Old Colony Stationery, Inc., Whitinsville,
Massachusetts, has joined American Office
Products Distributors, Inc. (AOPD). AOPD
said the addition brings its total
membership to 56 dealers with 110
locations, providing distribution throughout
the United States, Canada, Puerto Rico,
Australia, and New Zealand.   

Office Furniture USA 
Adds Twelve New Dealers

Office Furniture USA announced it has
added 12 dealerships in the first half of
2007 and said it is on pace to meet or
exceed its greatest expansion effort since
2003, when 24 dealerships were added
during the year. 

The 12 new dealerships are located in
Springdale, AR; Wilmington, NC, Denver
and Colorado Springs, CO; Orlando, Tampa
and Lakeland, FL; Philadelphia and
Pittsburgh; Richmond, VA; Youngstown, OH,
and Michigan (no location yet selected). In
addition, OF/USA said it has opened nine
new showrooms so far this year.

continued page 9

In Memoriam: John Fellowes, Former CEO of Fellowes

John Everett Fellowes, former chief executive officer of the company that bears his
family name, died June 28. He was 91. 

John Fellowes’ career in the office products industry began in 1938 when he joined
the sales department at Bankers Box, the predecessor name of Fellowes, Inc. After
serving in the US Army during World War II, Fellowes returned to Bankers Box and held
a series of progressively important management positions before becoming president
in 1970.

Fellowes helped develop many of the company’s flagship products and oversaw its
expansion to eight facilities worldwide, comprising over 900,000 sq. ft. of
manufacturing and office space. Active in numerous industry organizations and
associations, Fellowes received the Spirit of Life Award from the Office Products
Council of the City of Hope in 1987. 

“John Everett Fellowes will be remembered as a man of great integrity and leadership
who not only ran his business on the highest ethical plane, but became both teacher
and inspiration to those he worked with for many years,” the company said in a
statement. He is survived by his wife, Elaine, and their three children, Peter, current
Fellowes chairman and CEO James, and Mary.

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

mailto:Simon@IDealerCentral.com
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ECI2 Acquires Equipment Dealer
Technology Provider, Announces
Several Promotions and Appointments

Following its acquisition of OMD
Corporation last year, ECI2 has further
strengthened its position as a technology
resource for office equipment dealers with
the acquisition of La Crosse Management
Systems, Inc., a leading provider of copier
dealership software solutions. 

ECI2 said it will operate La Crosse as a
subsidiary and continue to market and
support the La Crosse product line, in-
cluding the company’s dealer business
software, La Crosse Nextgen, the eNextgen
e-commerce platform, and other La Crosse
products. Sales and support of the products
will continue to be handled by the current La
Crosse staff from the company’s La Crosse,
Wisconsin location.

ECI2 also announced several senior appoint-
ments and promotions last month. They
include:

• Becky Manion to senior product
manager for the company’s 
e-commerce division, where she
will oversee development of
various e-commerce products,
including ecInteractive, the
company’s recently-introduced
web storefront.  

• Ted Dyer to sales operations
manager for the TEAM-DESIGN!,
Ensite Pro and SDS Platinum
product lines. Dyer will manage
day-to-day sales operations,
aftermarket sales and trade show
coordination for the office
products industry.

• Diana Gentry to furniture sales
coordinator for ECI2’s BritNet,
Ensite Pro and TEAM-DESIGN!
business system products in the
contract furniture industry.

• Brandon Tobias to sales
representative for the company’s
Northwest region, where he will
be responsible for sales of the
company’s BritNet, Ensite Pro,
SDS Platinum and TEAM-
DESIGN! product lines.

Britannia Adds Quill 
and Corporate Express Pricing 

Dealer technology provider Britannia has
released an expanded version of its Compe-
titive Cross Reference (CCR) to include data
for Corporate Express US, Inc. and Quill.
CCR enables independent dealers to accept
product numbers and access pricing for
superstore competitors from within
Britannia’s BritNet business system and
BritLink5 e-commerce solution. In addition
to Corporate Express and Quill, CCR
includes information from Office Depot,
OfficeMax and Staples.

Office Furniture Dealer Task Force
Announces Business System
Requirements Survey 

Office furniture dealers have a chance to let
industry software providers know what they
think of their programs through a survey
currently being conducted by an
independent dealer task force working with
the Solomon Coyle consulting organization.
The Office Furniture Dealer Technology Task
Force, an independent working group of
dealers representing the major office
furniture manufacturers, is conducting the
survey to focus attention on ways to
improve currently available software.

“None of us can successfully run our bus-
inesses without an effective dealer business
system, yet up until now, we’ve never had
the opportunity to approach the software
providers as a unified group,” said David
Noel, president of MOI and a task force
member. “This survey will give us the data
we need to take a stronger position in
communicating our needs and expectations,
and lets us work together to improve the
software that we all need in order to be more
efficient and profitable.”

The survey focuses on nine different categories:
infrastructure, databases, financial manage-
ment/accounting, pre-order/quotes, order
management, project closeout, inventory,
service management, and sales management.
Dealers can take the survey online or by PDF
download at  www.solomoncoyle.com/survey.

The survey deadline is Aug. 31 and partici-
pating dealers will receive a copy of the final
comprehensive report. Solomon Coyle is
also hosting a series of webinars to discuss
the survey and brief dealers on the Task
Force’s progress in developing the ideal
Business System Requirements. Dealers may
register at www.solomoncoyle.com. For more
information, contact David Solomon at
dsolomon@solomoncoyle.com or 703.370.1901.

Knape & Vogt 
Acquires WorkRite Ergonomics

Grand Rapids, Michigan-based Knape &
Vogt has acquired WorkRite Ergonomics in
Petaluma, California, makers of ergonomic
office products, including adjustable
computer keyboard platforms, height-
adjustable tables and work centers,
adjustable flat screen monitor arms, and
other accessories. 

Industry Veteran Jerry Gigliotti 
Leaves Nukote to Form 
New Consulting Company

Long time industry veteran Jerry Gigliotti has
left Nukote after a career with the company
that spanned two decades to form a new
office products consulting organization. He
played a major role in taking Nukote out of
Chapter 11 status in 2000 and putting the
company back on the path of sustained
sales and profit growth it enjoys today.

“My many years in the industry have given
me a network of extensive customer
contacts and relationships and in-depth
knowledge of office products and imaging
supplies distribution,” said Gigliotti, who
joined Nukote as a sales rep in 1981 and
rose through the ranks to his most recent
position as senior VP of sales and
marketing. “I would welcome the oppor-
tunity to put that knowledge to work on a
consulting basis for organizations that can
benefit from my sales and marketing
contacts and experience.”

For more information, contact Gigliotti by
phone at 972-378-3879 or by e-mail at
jerry.gigliotti@verizon.net.

Industry Consultant Jack Moffett
Honored with Excellence Award

Jack Moffett, managing partner of Berkshire
Consulting, LLP, Scottsdale, Arizona,
received the 2007 Award of Excellence in
Business from Envision, an organization that
seeks to enhance the personal
independence of individuals with low vision
or blindness through employment and vision
rehabilitation. Moffett, who has worked with
Envision over the past three years to expand
its commercial sales activities, received the
award at Envision’s annual awards banquet
in April. 
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By Tom Buxton

The following appears on every other
page of the 2007 Staples Business
Advantage Catalog:

““YYoouurr  pprriiccee.. YYoouurr  ffiinnaall
ccoorrppoorraattee  ddiissccoouunntteedd  pprriiccee..
TThhiiss  iiss  tthhee  pprriiccee  yyoouu  ppaayy.. PPrriicceess
vvaalliidd  tthhrroouugghh  DDeecceemmbbeerr  3311,,
22000077.. SSttaapplleess  rreesseerrvveess  tthhee  rriigghhtt
ttoo  aaddjjuusstt  pprriicceess  iinn  rreessppoonnssee  ttoo
mmaarrkkeett  ccoonnddiittiioonnss  aanndd
iinndduussttrryy--wwiiddee  ccoosstt  fflluuccttuuaattiioonnss..
PPlleeaassee  cchheecckk  SSttaapplleessLLiinnkk..ccoomm
ffoorr  yyoouurr  mmoosstt  ccuurrrreenntt  pprriicceess..””

I hope that you understand more of
the above than I did when I first read
it. To summarize the disclaimer, Staples
is telling its customers that this is as low
as prices get, so please don’t ask for
further discounts. After examining the
pricing structure, I understand why they
say it. 

Here are just a few examples of their
printed prices:

STP 1/3 Cut File Folders
$3.79 per box of 100

SAN 30001 Black Sharpie Markers
$5.99 per box of 12

STP 1-1/2 x 2 Removable Notes
$1.15 per dozen

STP 3x3 Removable Notes
$1.75 per dozen

HEWC8767WN “96” Ink Jet
$26.99 each

About now you are probably asking
yourself two questions. First, how do I
stay in business against such pricing
and why do I read depressing columns
like this one? Please read on and you
may find an answer to both concerns.
Staples may produce the lowest-priced
catalog, but even they have problems
with folks asking for lower prices.
Selling on price alone will never
engender loyalty in a customer and that
is why Staples has to print such an
involved disclaimer on every other page. 

Customers only know the prices of
certain items, but those who are
focused on it will never find one that
they can’t quibble with. That’s why
Staples has added other pages to the
catalog reviewing services they can
provide like “needs analysis’ and
“product recommendations” in order to
minimize their dependence on price-
based sales.

No vendor makes money with these
sorts of prices, even Staples. Further-
more, sources have indicated that to
ensure profitability, Staples often uses
this catalog to convert new prospects
and quickly moves them up towards
higher prices. Remember, they own
Quill, the master of margin marketing
magic. Whether it’s changing a
favorites list on StaplesLink.com or
simply telling the customer that the
catalog pricing is no longer valid,
Staples and the other members of the
power channel have specific strategies
to move margins. Do you?

This is where you as an independent
must learn to imitate and differentiate
your company from Staples and the
others. Imitate them by moving prices
regularly. There is no law against it, and

unless your rep told the customer that
you would always be “the lowest price,”
you have no obligation to hold them,
especially when your costs increase!
(By the way, not even Wal-Mart claims
to have the “lowest price” anymore.)

Differentiate your company from the big
guys by actually knowing something
about the products you sell. Staples
provides an unbelievable price on third
cut file folders, but they are 91/2 point.
Most businesses I have worked with
hate folders you can read through and
you might keep them away from the
power channel just by knowing minor
facts like that. 

Also, ask your customers what else
they value in suppliers besides price.
Excellent customer service has
disappeared within the big four. Find
out what your customer or prospect
wants and provide it. The fastest
growing independents are expanding
because they know how to exploit the
big guys’ weaknesses. 

Feel free to call me if you would
like the names of some dealers
that are thriving in spite of price
competition, because there are
numerous ways to fight the
battle against lowest price.

By creating specific tactics to deal with
threats to your business you can
“inoculate” your customers from the big
guys. Remember, catalogs like these
are scary, but if most customers
wanted nothing but the lowest price,
they would buy everything at Sam’s. 
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Tom Buxton is founder and CEO of InterBiz Group, a consulting firm that works with independent office products dealers to help increase sales and profitability, For more
information, visit www.interbizgroup.com.

The Lowest Priced Catalog 
You Have Never Seen!

http://www.interbizgroup.com


Why waste time and money 
trying to connect multiple software packages? 
Britannia offers a complete solution 
for office products dealers in ONE powerful package.

8 7 7 . 5 2 2 . 0 0 9 9
www.britanniainc.com

One.

How many software packages 
do you need to run your business?

 Complete office products business system

 Customizable Web storefront

 Retail point-of-sale

 Inventory tracking

 Fully integrated accounting and reporting

 Machine & furniture capability

 Industry-leading service and support

 Software that grows with your business

See BritNet at the
Driven 2007 TriMega National 

Convention & Tradeshow,
Sept. 26-28 • Orlando, FL

http://www.britanniainc.com
http://www.britanniainc.com


Lots of things change in this business, but
one that never changes is the need, the
absolute necessity, to get new customers.

No one says it’s easy, and for many sales
reps it’s the bane of their existence. Yet it
has to be done and today there’s a lot of
help available to make the job easier.

Every successful dealer I talked with said
the same thing in one way or another:
“You’ve got to have a plan, you have to
work the plan, and someone has to be in
charge of seeing that it gets done.”

What I hear over and over again is this—
the more planning and preparation you
put into prospecting, the better the
results, and the better the results, the
more willing your people will be to do
more prospecting.

Lots of help is available to get the job
done, from sales training, to prospect
information, to CRM (Customer
Relationship Management) software, to
suppliers, and much more.

Prospecting in a
Changed Marketplace
Going down the street knocking on doors
may have worked very well for many
years, but no longer. It’s expensive and
not very productive. On the other hand,
face-to-face selling works well when the
rep is talking with the right person at a
prospect that has good potential and the
rep has solid information about the
prospect’s needs and how the dealer’s
offerings best match those needs.

Online ordering has changed how buyers
think about their suppliers, and this in turn
must be taken into consideration when
approaching prospects.

Most supply dealers I talked with say that
their presentations are most effective
when they demonstrate that their online
ordering system is easy to use, the fill rate
is high, and the customer can talk with a
real person when there’s a problem. Price
is a secondary issue.

Finding 
the Best Prospects
“We have been quite successful using the
SalesTactix lead generation program,”
says Steve Ogden, Ogden Brothers,
Foxcroft (Philadelphia) PA. Ogden sells
supplies, printing and ad specialties. The
program is unusual in that it not only
provides leads (ten per month) but also
makes appointments for participating
dealers. SalesTactix works with only one
dealer in each market, and makes certain
their lead list does not contain any
customers served by other independent
dealers.

After the appointment is arranged by
SalesTactix, an Ogden rep confirms the
appointment. Once the presentation is
made, using a professionally-done
presentation piece and a leave-behind
piece, the contact continues with follow
up, first with a thank you letter, then if
necessary, another personal visit, when a
sample gift pack is presented.

Ogden reports that they are closing more
than 20 percent of these contacts. The
dealership also employs one saleswoman
who works about three hours each day
making outgoing telemarketing calls, and
who is quite successful.

“In our highly competitive market, you
have to get up pretty early in the morning
to get to the good prospects ahead of
competitors,” says Andrew Ritschel,
Electronic Office Systems, Fairfield, New
Jersey.

continued page 14

Going After 
New Business 

AND
Getting It.

by Jim Rapp
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DRIVEN 2007 is your opportunity to:
Connect with ALL the key players in office 
products, furniture and computer products!

Network, interact, and exchange best 
practices from your fellow TriMega members

Get “in-the-know” on the latest new 
products, programs and tools

Uncover new profitable opportunities at the 
Driven 2007 One-Stop Tradeshow - over 100 
Exhibitors, and valuable show specials

WIN Big with unbeatable prizes and 
spectacular giveaways

Enjoy FREE Rooms at the brand-new 
Shingle Creek Resort in Orlando, FL.

Experience an exciting weekend filled 
with food, festivities and fun!

Preliminary Agenda - Summary (Subject to change)

Wed, Sept. 26

AM: • Optional Golf, Disney Epcot Pass,

Kennedy Space Center Tour or Richard   

   Petty Driving School Experience

• Welcome ReceptionPM:

PM:

Fri, Sept. 28

PM:

AM: • Membership Meeting

• Educational Seminars 

• Member Finale Reception

Thurs, Sept. 27

AM: • Keynote Address & Dealer Awards

• Driven 2007 Tradeshow

• Member & Exhibitor Driven Celebration - 

  Jimmy Buffett’s Margaritaville 

Registration Open TODAY!Visitwww.trimega.org/driven

Registration Open TODAY!Visitwww.trimega.org/driven

Get 3 Hotel NightsFREE!

Get 3 Hotel NightsFREE!

For Questions, contact Kara Luchansky at 847-699-3330 ext. 17 or email kluchansky@trimega.org

Don’t Delay, Register Today!
www.trimega.org/driven 

New
TriMega

Members:

We Hope to 

 See You There!

New
TriMega

Members:

We Hope to 

 See You There!

http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
http://www.trimega.org/driven
mailto:kluchansky@trimega.org
http://www.trimega.org


New Business
continued from page 12

“Who are the good prospects?” I
inquired.

“Corporations and businesses who are
expanding, those moving into the area,
those experiencing problems with their
copiers or other equipment, those
whose leases are about to expire, are
examples.”

Ritschel says that referrals are sure
winners, but they ask everyone, not just
customers. They also get leads through
advertising online, in Yellow Pages,
newspaper and radio ads, and they
work with office furniture dealers,
sharing leads. They also network with
other salespeople and exchange leads.
Finally, they top it off with continuous
cold calling.

The Stand-up 
Sales Meeting
Every Tuesday at precisely noon,
Connie Callaway, owner of Office Stuff,
a growing dealership in Lakewood
(Denver) Colorado, holds a most
unusual sales meeting with her reps
and support staff. The meeting lasts no
more than 10 or 15 minutes, with
everyone standing. Why not sit down?
“Because that would make the meeting
too long, and we would lose valuable
selling time,” says Callaway.

“We start the meeting with each rep
telling a ‘win’ story—something positive
that happened the past week that
moved them closer to accomplishing
their objectives.”

“I then ask, ‘What problems are you
having?’ The others respond with
suggestions and offers to help. I then
give each rep one lead, which can be
anything from a new business coming
to town to a lost account. The rep must
follow-up on the lead and report at next
week’s meeting. If they open the
account, they get a new lead. If not, the
rep must continue to work on the lead
and report at future meetings. Everyone
has a goal of getting a minimum of two

new accounts per month, and if they
don’t, they’re docked $400 from their
commission.”

“Several reps open 7 to 10 new
accounts per month, and I haven’t had
to dock anyone’s pay for more than two
years,” Callaway reports.

Connie Callaway was a sales rep for
another dealer before starting her own
business ten years ago. Since then, she
has acquired three dealerships and
expanded offerings to include new and
used furniture, with a designer on staff.
The business has also added a moving
division, promotional products, wall
coverings, carpeting and related
products.

“To get new customers today requires
professional presentations by
professional salespeople, and that
means having a highly trained and
highly motivated staff,” states Callaway.
“We ask vendors to come in and do
product training, and we also use the
Sandler System for personal develop-
ment, which has been highly effective.”

Furniture is Different
Offices buy supplies every day, but not
furniture. That makes prospecting more
difficult. While satisfied customers are
good prospects for future purchases,
they may not buy again for some years.
So how do you find prospects that are
or will soon be in the market?

“We use all the usual methods, such as
reviewing weekly business papers,
attending networking events, golf
outings, etc.,” says Jim Droney, Mt.
Lebanon Office Equipment Company,
Pittsburgh, “but we get terrific results
through our subscription to ‘CoStar,’ an
online real estate data base.”

“I can look up any part of Pittsburgh,
right down to a particular street and
building, and determine who the
tenants are, the building manager’s
name, the leasing agent, square
footage, phone numbers, when leases
expire, etc. The cost is high—$500 per
month—but we use coop money from
manufacturers to pay for about half of

it.” Mt. Lebanon is an unaligned
furniture dealer and a member of the
WorkPlace Furnishings (WPF) dealer
group.

Droney concludes, “We pursue leads
every day. We’re involved in every
charitable event you can think of. We
use phone, fax, e-mail and personal
visits, and all our printed material is
professionally done. It’s a lot of work
and it can be expensive, but we believe
it’s absolutely necessary if we are to be
successful in today’s highly competitive
market.”

Finding Help
CRM software has been around for
some time, but not a large number of
dealers use it, even though those that
do report excellent results. Why is that?

David Myron, editorial director of CRM
magazine, says that trying to convince
a salesperson to use a CRM system is
not unlike trying to convince a child to
eat vegetables. The main reason, he
says, is that reps don’t like the time-
consuming aspect of data entry. Sales
managers, Myron maintains, need to
develop ways to reduce the boring
aspects of the task, including getting
others to help, and to automate the
process as much as possible.

One of the pioneers in our industry’s
CRM movement is Neil Saviano,
Longbow Consulting Group, utilizing
mainly the GoldMine product. He says
that all CRM software has improved
over the years, yet perhaps only 20
percent of dealers use it up to its full
capacity.

John Hauptstueck of Rosa’s Office Plus
in Richmond, Indiana, reports great
success with the Acsellerate program.
“Our sales reps like it because it
requires almost no data entry on their
part, and the information is updated
daily. Although its greatest use is with
existing accounts, the program reminds
reps when a customer doesn’t order, so
that a contact can be made quickly to
find out what’s going on.”

continued page 15
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New Business
continued from page 14

Hauptstueck says it’s a good customer
retention tool, too, because reps can
provide each customer with a detailed
report of their purchases, how much is
being ordered online, and other useful
information.
Manufacturers, wholesalers and buying
groups offer a variety of services and
information that dealers can use to go
after new business. For example, United
Stationers offers a variety of workshops
and programs, from their early “hunter
rep” and “farmer rep” training, to one-
and two-day workshops on prospecting,
approaching and qualifying strategies—
nearly 100 programs every year. 
S.P. Richards provides such things as a
prospect flyer, offering premium
incentive items, customized postcards,
telesales scripts, customizable business
letters, workshops, and much more.
is.group has a partnership with
Acsellerate and the Ketchum organi-
zation, while TriMega works closely with
United Stationers and its “new account”

program. Recently TriMega held an online
webinar that drew over 200 participants
and more programs are planned.
ECI2 has also recently partnered with
Acsellerate and as a result, ECI2

customers will receive special discounted
pricing on the program. Acsellerate is
already integrated with the Ensite Pro
system from ECI2’s DDMS division, and
Acsellerate is working closely with ECI2’s
Britannia subsidiary to integrate with its
BritNet software. 
Dun & Bradstreet’s zapdata provides B2B
prospect lists targeted to specific
markets.

In this article we have only begun to
touch on the ideas and services that can
help dealers build their new account
development programs.  There are
plenty more.

Now It’s Your Turn.
What’s been your most effective

approach to developing new business?
Give us a call (703-379-8583)

or drop us an e-mail
(simon@idealercentral.com) 

and we'll take it from there for a
follow-up story later this year.
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Contact Information
Acsellerate.................................919.960.4553 ...............www.acsellerate.net
Activant......................................303.470.2974 ...............www.activant.com
CoStar Group, Inc. ...................877.664.5478 ...............www.costar.com
ECI2...........................................800.959.3367 ...............www.eci2.com
is.group......................................317.845.9155 ...............www.isgroup.org
Longbow (Goldmine) .................978.750.6882 ...............www.longbowcg.com
S.P. Richards .............................770.436.6881 ...............www.sprichards.com
SalesTactix ................................800.433.8991 ...............www.salestactix.com
Sandler Sales Institute ..............410.653.1993 ...............www.sandler.com
TriMega......................................847.699.3330 ...............www.trimega.org
United Stationers.......................847.699.5000 ...............www.unitedstationers.com
Zapdata .....................................800.590.0065 ...............www.zapdata.com

mailto:simon@idealercentral.com
http://www.acsellerate.net
http://www.activant.com
http://www.costar.com
http://www.eci2.com
http://www.isgroup.org
http://www.longbowcg.com
http://www.sprichards.com
http://www.salestactix.com
http://www.sandler.com
http://www.trimega.org
http://www.unitedstationers.com
http://www.zapdata.com
http://www.interbizgroup.com


In May, I was asked by a dealer to help
them in their effort to fight a White House
initiative that would eliminate office
supplies from the General Services
Administration (GSA) Global Supply
Program.

Knowing what I know about the
program and attempts in 2000 by this
Administration to close down all four of
the GSA depots, I was reluctant to take
this one. As I explained to the dealer, it
looked to me like it would call for a pretty
big effort and I wasn’t sure we could win.

After a long discussion with the dealer,
however, she convinced me to help.
Maybe she should be the lobbyist!

For those of you unfamiliar with the
GSA Global Supply Program, it ensures
the government has the goods it needs
in case of natural disasters or terrorist
attacks. 

Just think back to the aftermath of
9/11 and the federal government’s need
for temporary offices near the Twin
Towers. Part of this operation required
large quantities of office supplies and
thanks to the GSA Global Supply
Program, government officials could
request and receive the supplies they
needed quickly.

When the White House let it be known
earlier this year that they would be
eliminating office supplies from the GSA
Global Supply Program, that set off the
warning bells. I’ve been around this
industry long enough to know that when
the government looks to create new

contracting opportunities that involve
office supplies, it doesn’t usually bode
well for independents.

The Administration’s move to pull
office supplies out of the depot without a
real reason for doing so meant only one
thing to those dealers currently
supplying the Global Supply
Program–this business would go to a
large corporate company.

Quick Action Needed
If we were going to beat back that

effort successfully, we needed to act
quickly, particularly since GSA was
already preparing to issue its RFP. Our
message was simple: Eliminating office
supplies from the Global Supply Program
would hurt the government’s readiness
capabilities during the next natural
disaster or possible terrorist attack.

Elimination of these products would
mean a lot of small businesses would be
locked out (once again) from doing
business with the government; even
though they have successfully supported
this effort for years. Most people don’t
realize that 80% of the products supplied
through this program are done so by
small businesses.

We turned first to Congress and urged
that they immediately call on GSA to halt
its attempts to eliminate office supplies
from the Global Supply Program until it
had an opportunity to review the effect
such a move would have on the federal
government’s readiness, assess the

impacts on small businesses and answer
a basic question: Why is this being done?

With plenty of hard work and
persistence and with the help of a lot of
dealers and groups, we scored an initial
victory. Working together with Senators
John Kerry (D-MA), Olympia Snowe (R-
ME), Johnny Isakson (R-GA), John
Warner (R-VA), Jim Webb (D-VA) and
House members Nydia Velazquez (D-NY)
and Steve Chabot (R-OH), we were able
to get a bipartisan letter sent to GSA
urging them to postpone their efforts
until Congress reviewed this issue in
greater detail.

In his letter Senator Kerry stated, “It's
unacceptable for the Administration to
abandon innovative and effective small
businesses in favor of a handful of big
businesses. Before GSA eliminates these
contracts, we need to know exactly what
it means, economically and opera-
tionally, for the small firms that have
been doing business with the federal
government.”

This effort would not have been
possible if had not been for the
persistence of the folks at Adams
Marketing. I also need to thank all the
dealers who sent letters to Senator Kerry
asking for his help. It was amazing the
impact these letters had. 

I was particularly impressed with the
letters from dealers who stated that while

continued page 17
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Backing One Another
Independents Score

Initial Victory in
Washington 

by Paul A. Miller



Washington
continued from page 16

they themselves don’t supply to the GSA
Global Supply Program, any loss of
businesses is bad for all independents.
They argued convincingly that elimin-
ating opportunities for any of us hurts all
of us today and prevents us from
competing for this business in the future.

This was a powerful message and a
tribute to the independent spirit. You all
are competitors, but you also support
one another for the good of the entire
independent community when called
upon to do so.

I’ve been at this game for a long time,
but this has to be one of my proudest
moments. Everyone who lent a hand
should give themselves a round of
applause for what they accomplished for
all independents. You may not supply the
Global Supply Program today, but if we
succeed here, you will have an
opportunity to compete for this business
down the road. 

Having said that, it’s important to
recognize that our work is far from done.
The bipartisan letter was the first step.
We now have to keep the pressure on
GSA and the Administration to keep the
GSA depots open permanently and not
just temporarily. We believe the General
Accountability Office (GAO) request for a
review of the Global Supply Program will
come back with this message:

Plain and simple, this program is
important because it ensures the federal
government will be ready to support any
and all agencies should we encounter
further natural disasters or terrorist
threats or attacks. Secondly, this
program supports small businesses.
The federal government contracting
process has not supported the
independent dealer.  The Global Supply
Program does and should remain in
place. Finally, this program supports
federal government employees.  These
are hard-working men and women
responsible for making this program an
effective and efficient one.

Independents proved on this issue
they can work together to make positive
change.  Thank you Adams Marketing for
leading the way!
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Ms. Lurita Doan
GSA Administrator
U.S. General Services Administration
1800 F Street, N.W.
Washington, DC 20405-0002

July 10, 2007

Dear Administrator Doan:

It has been brought to our attention that the General Services
Administration (GSA) is planning to eliminate office supplies from its
Global Supply Stock Program. The continued presence of the Stock
Program's office products creates a vital and readily accessible resource
to all government agencies for their various supply needs. The Stock
Program currently has multiple small businesses that provide office
products to depots across the nation for stockpiling in the event of an
emergency.

Under your proposal, office supplies would be eliminated from the
Stock Program and we are concerned that these services will be
allocated to a handful of larger business supply companies. At present,
approximately 80 percent of the office supply procurements for the
Stock Program are directed to small businesses. Therefore, any change
to this program that does not fully and properly take into account the
detrimental impact on small business greatly concerns us.

Before GSA moves forward, we request that you refrain from
terminating the office supplies from the Stock Program until Congress
has had a chance to review this matter in greater detail and consider
potential detrimental economic impacts to small businesses. We are also
concerned about the impact this will have on our Nation's emergency
readiness capabilities and our Country's ability to react quickly to major
disasters. Therefore, before GSA eliminates any items from the depot,
we would like to fully understand the impacts of such a move.

In light of our concerns, we will soon request that the Government
Accountability Office (GAO) study what impact removing office products
from the Stock Program will have on the many small business suppliers
that currently participate in the Stock Program and our Country's
emergency preparedness. We appreciate your confirming for us, within
30 days of receipt of this letter, that you will suspend any efforts to
change the Stock Program with respect to office supplies until the matter
has been independently evaluated by the nonpartisan GAO.

Thank you and we look forward to your prompt reply on this matter.

Sincerely,

John F. Kerry, Olympia J. Snowe
Chairman Ranking Member
Senate Small Business Committee Senate Small Business Committee

Nydia Velazquez Steve Chabot
House Small Business Committee House Small Business Committee

Johnny Isakson
U.S. Senate



What is your brand? 

Who are you, and why? 

What is the image or personality of
your dealership?

Are your branding claims
authentic or merely clever tag lines? 

Whether intentional or not, your
company already has a brand. It is what
your market says it is, regardless of
what you say. It is how your market
experiences you. Wonderful logos,
beautiful business cards and expensive
brochures do not create a brand. These

tools help your market associate their
experience with you.
In the context of a dealer showroom, it
is important to keep this in mind. You
are trying to sell products and so is
everyone else. But ultimately, that is not
what people are buying. What is being
sold is the experience of doing
business with your company and the
people who work there. Their talents,
dedication, and attitudes and the
quality of the tools they use ultimately
constitute the making of your brand.
When thinking of your showroom as a
tool to enhance your brand, it is
important to address the physical
appearance as well as the experience a
customer will have. Here are some
points to consider:
Employees should understand the
significance and contribution of their
roles to the dealer beyond just their job

description. They are the voice of the
company. Their enthusiasm and en-
gagement will naturally have a positive
impact on their interactions with
customers.
Instead of scripting a corporate
“presentation,” work with your em-
ployees to build an authentic message
based on shared company values and
ideals. This will allow you to reaffirm the
important aspects of your dealer’s
essence which is far more authentic
and sustainable than a canned pitch.
Be aware of your corporate culture. An
unhappy employee is bound to create
an unhappy customer.
What you say must be in alignment with
what you do. Your customer’s
experience inside as well as outside

continued page 19
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Using Your Showroom to Build Your 
By Trish Brock

Partners for retailing excellence with independent dealers throughout North America, the Caribbean and Worldwide for over 35 years

Competition is getting tougher every day!
Get REAL advice from the experts and
discover how you can face it head on
and succeed!

Superstores a problem? We have
proven methods you can use to leverage
your customer service edge and product
mix to compete successfully.

Whether it’s a brand new store, a
simple remodel or just some ‘tweaking’ –
Larson and his team of professionals will
be there to help you maximize your retail
investment quickly. WE DO NOT SELL
OR REP ANY PRODUCTS. We’ve been
advising independent retail dealers on
EVERY aspect of their operation for over
35 years, to GUARANTEE your success!

FixMyStore.com!

NEW STORE • REMODEL • MERCHANDISING • INVENTORY
CONTROL • MARKETING • STORE LAYOUT • REALISTIC IDEAS

EXTREME MAKEOVER.

toll free: 1-888-594-8111 • www.FIXMYSTORE.com
e-mail: info@fixmystore.com • Orlando, FL USA!

BRAND

http://www.FIXMYSTORE.com
mailto:info@fixmystore.com
http://www.fixmystore.com


The First Network of Independent Installation Companies

Installation made easy.  Anywhere.

Over 250 service providers offering trouble-free office furniture 
installation services throughout North America.

A network of installation professionals

24/7 access to real-time project status 
information

Online Quotes, national capability and 
experience

Consistent performance and service excellence 
nationwide

A one-stop solution for multi-location projects

Moves, reconfigs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com

Brand
continued from page 18

your showroom will hinge on this. For

example, it is difficult to claim great

customer service if deliveries are

consistently late and incomplete.

Your showroom should serve to inspire,

motivate and generate new ideas for

your customers. They may come to buy

routine and standard products, but they

should leave with information on new

trends and innovative ideas.

Make sure the layout of your showroom

is interesting, welcoming and fresh. Too

many showrooms look like warehouses

with carpeting. Accessorize with live

plants and/or flowers, and be sure the

showroom is well lit and clean.

Rotate products, so the showroom

doesn’t become stagnant. Customers

should see something new or different

when visiting.

Re-read your promotional literature. Do

your showroom and the people inter-

acting with your customers reflect the

image portrayed in your materials?

Because you are in your showroom

every day, it’s easy to not see how it

affects someone coming in for the first

time. In reality, your showroom and the

experience customers and prospective

customers have will have as much to do

with your brand effectiveness as any

other marketing effort. With careful

attention to the details of your physical

space as well as the culture supporting

your message, your showroom could

well be your most valuable branding

vehicle. Make it work for you!

Trish Brock is a well-known industry consultant, with
over 25 years of “real world” sales, marketing and
management experience. Her cross-functional con-
sulting group, Trish Brock & Associates, specializes in
helping dealer principals and their management teams
solve identity, branding, sales support materials and web
site challenges. For more information, contact her at
720.277.3035 or  tbrock@trishbrockassoc.com.
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The reception area at Allsteel
dealer Spaces in Denver makes

an effective statement about
innovation and design.

http://www.installnet.com
mailto:tbrock@trishbrockassoc.com
http://www.installnet.com


Built to Last: Successful Habits
of Visionary Companies
By Jim Collins and Jerry I. Porras

By Bill Woosley, President and CEO,
Cornettes Office Products & Services, Hopkinsville, Kentucky

If there’s one book every independent office products dealer ought to read,
it’s Built to Last, Successful Habits of Visionary Companies by Jim Collins
and Jerry Porras.
If you read it, however, you will not learn a thing about the advantages of
stocking compared to stockless, selling to the female market, measuring
financial performance, or any other “how to” tricks on being successful in
the office products business, except one: How to focus a company and its
employees on extraordinary performance.
According to Collins and Porras, professors at the Stanford Graduate School
of Business, extraordinary performance is not the result of following the
assumptions most business people follow. It is not found by being profit-
driven or focusing on beating the competition, to cite a couple of examples.

Instead, success is found in a set of beliefs. That, at least, is what they
conclude from six years of research that compared the historical develop-
ment of a set of great (visionary) companies to what were good companies
within the same industries: American Express to Wells Fargo, General Electric
to Westinghouse, Merck to Pfizer, Motorola to Zenith, and so on.
Because the research was first published in 1994, some of the visionary
companies they selected have now fallen on tough times—Ford is one. But
that’s the point. To meet the criteria of a visionary company, each had to
have successfully transitioned through several developmental cycles. IBM,
HP, Sony, and Disney are examples. Like many other visionary companies,
each came uncomfortably close to failure only to become stronger as a
result of the experience.
According to Collins and Porras, these companies survived four or five near-
death experiences because of their passionate commitment to a set of
specific “core ideologies”— their vision, goals and core values.
Their passion created an atmosphere that naturally drew bright people.
They, in turn, became equally committed to seeing the company succeed—
a commitment so strong that it gave “the bright people” the courage and
opportunity to try a lot of different ideas until they found what worked
exceptionally well and produced exceptional results.
If you have an interest in bringing passion and commitment to your
company, then give Built to Last a close read. It will provide you with
important lessons on how to become and remain exceptional. But the
lessons will not focus on “doing the right things.” They instead will focus you
on building the right kind of company by understanding its identity, building
a passionate culture and remaining firmly committed to a set of well-defined
core beliefs and goals.
In short, exceptional performance is a function of what your company is and
that in turn will determine what it does and what it achieves.

htp://www.regencyof.com


Baby Boomers
(1946-64)

“Treat them right and they’ll be
loyal” usually worked, at least for the
older baby boomers now in their
fifties and sixties. These early
boomers generally accept structure
and have been the easiest group to
manage. The younger baby
boomers, now in their forties, tend
to be less traditional. But baby
boomers in general have a wealth of
knowledge and experience, and
they tend to be reliable, patient, and
reasonable. They want autonomy
and look for a sense of meaning,
both in their personal and
professional lives. 

But this group is disappearing;
many are retiring, often early. Many
are less willing or sometimes just
unable to work long hours. Others
are finding it difficult to keep pace
(particularly in technology). Those
still working are focused on
retirement benefits and healthcare
and they don’t want to see any cuts.
Younger baby boomers also have
greater financial needs, such as the
costs of college education for their
children. 

Generation X
(roughly 1965-77)

Gen X’ers are in their thirties or early
forties. A product of smaller families,
there are only 45 million of them,
compared to the baby boomer
population of 76 to 79 million. 

Many in Generation X have lost their
optimism and become more skeptical.
They have experienced recessions,
been laid off, faced changing job
contracts (e.g., employment at will), and
have found themselves over-educated
and under-employed. 

Unlike baby boomers, they are more
independent, less willing to accept
structure and constraints and more
willing to try something different. It is
estimated that one in five of Generation
X is preparing to leave their current job. 

On the plus side for dealers, this
generation appreciates a friendly
workplace and is beginning to realize
that smaller companies can offer
greater fulfillment and job satisfaction. 

In just over 10 years, the youngest of
them will be nearing age 40 with the
expectation that the following 10 years
will be their peak earning and spending
years. Money will move up the ladder
on Generation X’s hierarchy of needs. 

Generation Y
(roughly 1977-97)

Within the next five years,
Generation Y, sometimes referred to
as the Internet Generation, will
significantly affect traditional
management practices and force
some drastic changes. This
generation—over 75 million strong
—has high expectations and is
searching for new ways to define
and express themselves. 

Partly as a function of youth, Gen
Y’ers are ambitious, often idealistic,
and outspoken. They question
everything. Self and family usually
come first, then friends (including
co-workers). The companies they
work for often come last on the list.
If they don’t like a job, they quit.
They are motivated by flexibility,
achievement, recognition, immedi-
ate responsibility, growth, and
advancement, and money. Without
these, they’ll move on for a better
opportunity.

continued page 22
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Meeting the
Challenge:

By Bill Kuhn

Last month’s cover story highlighted the difficulty dealers are having in hiring and keeping
productive employees. My experience indicates that retention and recruiting are two of the
biggest problems confronting a dealership. If you need a “wake-up” call to trigger action,
consider the following: 

• Seventy percent of employees feel “not engaged” or “actively disengaged” in their work.
• Today’s workforce will change jobs—even careers—five to seven times in their working lifetime.
• Sixty percent of new jobs will require skills currently possessed by only 20 percent of the workforce.
• By 2008, management positions will experience the greatest turnover of any group.
• Women represent 57 percent of the educated and skilled segment of the talent pool. 

Think about the composition of your workforce and the characteristics and implications typical of each generation
(realizing that, like all generalizations, these characteristics do not apply to all members within a group).

Today’s Diverse Workforce
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Workforce
continued from page 21

A new approach 
is necessary

As you get ready for the challenges of

managing an increasingly diverse

workforce, there are two key principles

to keep in mind.

First of all, it’s important to recognize

that no one approach to motivation and

no single set of rules will work today.

Take a “one size fits all approach” and

you risk making at least one and

probably two groups of employees

unhappy and un-motivated.

Secondly, the management system you

do put in place must be fair and be

seen to be fair. If there are different rules

for different groups, the rules that are

applied must be equitable—not just for

an individual or generation group, but

for all within your organization. 

Competition for skilled,

service-oriented

employees may be tough

today, but it’s only going

to get tougher tomorrow. 

That means it may well become harder

than ever to retain the talent you need—

particularly in the context of a highly

diverse workforce that varies with age,

gender, ethnicity, race, marital status,

sexual orientation, values, styles, and

work-life balance. 

And even if you do succeed in crafting

an effective retention program, blending

those diverse talents and all the

opportunities that each generation

offers remains a daunting challenge.

How to go about attracting and keeping

the kind of people you really want in

your dealership will be the topics of my

next columns.

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant, writer, and speaker with over 35 years of industry experience. He consults
with dealer principals and their management teams in areas of strategic planning, leadership and organizational development, marketing, financial
management, valuation and merger/acquisition. For more information, contact Bill by phone 303-322-8233, fax 303-331-9032, or e-mail: BillKuhn1@cs.com.

mailto:BillKuhn1@cs.com
http://www.timothys.com


Developing effective
probing skills is

critical to consultative and strategic
selling. For a prospective customer to
decide you are the person and the
company they want to do business with,
they must feel you fully understand their
needs. Probing for complete information is
clearly the best way for that to happen.
Let’s look at an example of what we mean. 

A customer or prospect you are meeting
with tells you the following: 

“Having returns and credits handled in a
timely manner is a key factor in
determining where we purchase supplies.”

Now without reading ahead (no cheating),
take a minute and think about how you
might respond to that statement:

Before we address your response, let’s
look at this wise quote from Stephen
Covey, author of The 7 Habits of Highly
Effective People: 

“Don’t listen to just formulate a
response. Listen to truly
understand your customer’s
specific circumstances. Don’t
assume you know what they want
or what concerns them.” 

Now let’s look again at the statement we
heard from the customer or prospect:

“Having returns and credits handled in a
timely manner is a key factor in
determining where we purchase supplies.”

When I’m training salespeople in the
office products and office furniture
industries, almost without exception,
their response would have began with a
reference to how returns and credits are
handled at their company. For example: 

“Lisa, at our company, we handle
returns and credits by giving the
driver a “pick-up notice” within two
days after we know there is a return.
They are to schedule that stop on
their daily route, even if there is
nothing to drop off. Then the next
thing we do is . . .yada, yada, yada!”

The salesperson assumed he knew
exactly what the customer meant in her
statement about returns and credits and
that’s a mistake. Instead of assuming
you have the solution, here is where the
true professional seizes the opportunity
to probe for additional information and
clarification. Here are a couple of
examples: 

“Lisa, when you say ‘timely
manner,’ what do you feel is a
reasonable amount of time to have
something picked up and a credit
issued?”

Or,

“Lisa, how well do you feel your
current supplier is doing when it
comes to returns and credits?”

Or,

“How often are you experiencing
problems regarding returns and
credits?”

Even if you truly believe your company
handles credits and returns better than
your competitors, the customer needs to
feel that you understand their specific
needs before jumping to the conclusion
that you know exactly what they need. 

Here are some suggestions for learning
how to probe for clarification and
additional information in a conversa-
tional manner: 

• Make the prospect feel we want
to learn, not educate. Treat them
as if they know everything and
you know nothing. 

• Most of your questions should be
open-ended. This encourages
dialog and tells the customer or
prospect that you are listening
and interested in learning (Who,
What, When, Where, How and
Why). 

• If you see a solution, don’t be too
quick to talk about it. Be patient
and encourage your prospect to
talk. 

Here are a couple more examples: 

CUSTOMER: “We need a lot of flexibility
with the way we’re growing.” 

SALESPERSON: “Joe, what kind of
flexibility would help most?” 

CUSTOMER: “Our customer service staff
needs more storage space.” 

SALESPERSON: “What types of things do
they want to store?” 

When it comes to winning new sales,
listening to the customer or prospect
and then probing for additional
information can accomplish just as
much as having the best price. When
customers feel that you really know and
understand their needs, you have a
much better chance of securing their
attention and interest. 
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Winnie Ary is a nationally recognized consultant, author, trainer and professional speaker who has helped literally hundreds of independent dealers improve their sales, sales
management, customer service and leadership capabilities. For more information, visit her website at www.AryGroup.com or contact Winnie by e-mail at winnie@AryGroup.com.

How often do we present a potential customer with pricing that we

know is better than what they are currently getting and yet, we still

do not win the account?

How often have we presented a proposal for something they said

they wanted only to hear, “That’s not really what we had in mind?”

How often have we thought we had presented the appropriate

solution to a customer’s problem, only to find out later we had not

truly understood what they wanted to accomplish? 

TO GET QUALITY INFORMATION
SkillsUse Probing

http://www.AryGroup.com
mailto:winnie@AryGroup.com




Five years ago,

Larry Patterson
and his wife Christine were

taking a break from their

dealership, Schaefer's Office

Source in Flint, Michigan, and

visiting a craft show in search

of some Christmas gifts.

Wandering the aisles, they happened
upon a lady spinning alpaca yarn and
struck up a conversation. Larry and
Christine liked what they heard and after
many hours of research on the Internet
and visits to several alpaca farms in
Michigan, they became the proud if
somewhat nervous owners of four
animals of their own.

Bred for their cashmere-like fleece,
alpacas are native to South America and
come from the same family as llamas and
camels. And while they were only
introduced into the United States in 1984,
they’ve become big business here, with
about 8,000 alpaca farms nationwide and
over 100,000 registered animals.

Larry and Christine boarded their first
alpacas with a nearby rancher, but once
the bug took hold, they started looking
for a farm of their own. Today, Faith Farm
Alpacas, named for a children’s home in
Honduras where the Pattersons have
volunteered on construction and medical
projects, is not only home to a husband
and wife team that has run an office
products dealership for more than 20
years, but also shelters ten alpacas, with
two more due to arrive later this year.

In addition to the pleasures of taking care
of animals that are for the most part low-
maintenance, generally docile and no
more expensive to feed than dogs,
alpaca farming also offers some
attractive financial benefits. 

Quality animals typically sell for around
$20,000 and some have gone for as
much as $100,000. In addition, farmers
can take advantage of favorable depreci-
ation and capital gains treatment and use
operating expenses to offset income
from other sources.

While the Pattersons enjoy taking care of
their animals, the farm is also a key
element of their retirement planning, says

Larry. Not that they’re looking to bid
farewell to their office products
dealership any time soon. 

While doing business in a market
dominated by auto giant GM has been
challenging in recent years, the
Pattersons have risen to that challenge
and responded effectively to changing
market conditions. Over 45 percent of
their supplies business comes in through
the Internet, notes Larry, who is also
looking to expand the dealership’s
furniture sales. 

And even if there seems little connection
between office products and alpacas, the
entrepreneurial spirit that has kept
Schaefer’s Office Source thriving for over
20 years seems to be working just as well
down on the farm!
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The Other Side of Larry Patterson:

Finding Fun… 
and Profits…
Down on the Farm



In mid-2004, an association of U.S. manufacturers and some unions
persuaded the U.S. Department of Commerce to impose modest
anti-dumping duties on bedroom furniture from selected Chinese
producers who were thought to be unfairly priced import competition.

Those tariffs shattered long-term business relationships between
buyers and sellers and created an unplanned windfall for bedroom
furniture manufacturers in Brazil, Indonesia, Malaysia, Thailand and
Vietnam, as Chinese factories shifted production to these tariff-
unencumbered countries.

It also generated a host of questions from non-participating
manufacturers to their colleagues who had petitioned for tariffs
relative to how the collected duties were to be used. Were they to be
applied to job retraining or for plant upgrades to lower production
costs? Meanwhile, continuing closing of U.S. wood furniture plants
produced serious doubt that few, if any, manufacturing jobs were
saved by this protectionist action.

Now there is a siren call to impose similar tariffs in our own industry.
In a recent straw poll, 73% of office furniture industry participants
favored tariffs for Chinese-produced office furniture.

With the political season upon us and campaign rhetoric heating up,
none of this is too surprising perhaps. But does it really make any
sense?

Twentieth-century protectionism has a checkered past. In 1930, the
infamous Smoot-Hawley Tariff Act, which imposed a 60% import tax

to help reduce what was then a troublesome 9% unemployment rate,
only served to grow unemployment to 25% within two years and
protracted and deepened the Great Depression.

Since Smoot-Hawley, policy makers have been more cautious, largely
relegating trade actions to unilateral and bilateral channels and
generating a steady stream of acronym organizations such as GATT
(1947), FTA (1987-Canada/U.S.), NAFTA (1994) and the WTO (1995). 

Occasionally, however, the political urge for tariffs still trumps reason.
Such was the case in 2002, when President George W. Bush imposed
8-30% tariffs on imported steel. In twenty months, after the European
Union had threatened reprisals against everything from Florida
oranges to Wyoming beef, the tariff was lifted. Domestic steel prices
promptly increased, and unions, members of political parties—
conservative and liberal alike—WTO diplomats and those who
remained standing in the steel industry, were left seething in
frustration.

We should expect tariffs on Chinese-produced office furniture to
produce similar results. But not to worry, there are several key
reasons to delay or possibly thwart this action. First, the office
furniture industry has been sleeping with the Chinese tiger much too
long. Support would be fragmented because many U.S. producers
have investments in, or own outright, furniture manufacturing and
design/development facilities in China. 

Secondly, the grueling bureaucratic process of moving trade remedy
investigations through the U.S. International Trade Commission is a
lawyer’s dream-come-true and accumulating additional wealth for
American Bar Association members is surely a low priority for margin-
strapped office furniture players.

Thirdly, talk to any strategic thinking office furniture importer. Their
product sourcing trips are now into Vietnam, Malaysia, even India.
They are already planning for the day when the growing Chinese
economy dictates higher and less competitive wages—or for the day
when populist politicians might make their next tariff surge.

Anti-globalization crusader Lou Dobbs is one tough guy when
discussing outsourcing, trade imbalances and government policy
incompetence. But even he recognizes the limitations of knee-jerk
protectionism. In a recent interview, Dobbs was asked his views on
tariffs. His paraphrased reply: “Give me a world in which there is free
trade and I will show you an American work force that will beat the
socks off anybody in the world. I should hope that an enlightened
student of economics would prefer free trade anytime.”

Dobbs is 100% right on this one. Surely there is enough creativity,
ingenuity and determination remaining in the office furniture industry
today to believe that America can win a fair economic battle. It’s our
job to elect officials who will create that equitable trading system
without imposing on consumers the unnecessary and confusing form
of taxation known as tariffs.

AUGUST 2007 INDEPENDENT DEALER PAGE 26

We Should Not
Heed the Siren Call for 

Office Furniture Tariffs

by Russ Russell
President Emeritus,

WPF, Cincinnati, OH
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