


Get Out There
and Tell the Real
Story About
Wal-Mart’s New
Jobs Claims 

Our friends at Wal-Mart have been enjoying
some pretty nice media coverage recently, fol-
lowing their announcement of plans to create
22,000 new jobs in the U.S. to staff new and
expanded stores. According to Stacy Mitchell
at the New Rules Project organization, more
than 100 newspapers and magazines have re-
ported this news over the past few months
and most of them have presented it as a wel-
come bright spot amid the downturn. 
That’s understandable, perhaps, given all the
otherwise gloomy news on the jobs front, but
it ignores an extensive body of research that
shows a much less rosy picture. 
As Mitchell points out, Wal-Mart's expansion
will probably end up making the U.S. employ-
ment picture worse, not better. Mitchell cites
a national study by an economist at the Uni-
versity of California at Irvine that shows each
new retail job created by Wal-Mart results in
the loss of 1.4 existing jobs at competing busi-
nesses. In other words, every new Wal-Mart
store that opens reduces retail employment by
about 150 jobs. 
And it’s not just retail jobs that get hit, either.
Wal-Mart has pushed millions of manufactur-
ing jobs to low-wage countries, Mitchell points
out, and most of the money its stores make
gets shipped off to Bentonville, instead of
staying in the community and re-circulating to
support other local businesses.
None of this, of course, is news for most of our
readers, who already know far too much about
the impact of Wal-Mart and its fellow big
boxes on the economic health of their com-
munities. But it’s a story that others need to
hear, loud and often.
Organizations like the New Rules Project
(www.newrules.org) provide some very useful
resources. Closer to home, there’s the Buy
Local Central section of our own web site
(www.idealercentral.com/buylocal_07/index.html)
that includes a Buy Local PowerPoint presen-
tation you can download and customize.
So don’t let Wal-Mart’s current efforts to pres-
ent itself as a force for good on the jobs front
go unchallenged. It’s not good for you, your
business or the community you call home.

THE

WINNERS’Circle
The Office Works, Illinois Dealer, Marks 25th Anniversary, Hosts End User Show
In Plano, Illinois, about 60 miles west of Chicago, Jim and Marlene Kee and their team
at The Office Works had plenty to celebrate recently, as they not only marked 25 years
of service to the local business community, but also hosted their 2009 consumer show.

The event drew some 375 customers and prospects, with an office products expo fea-
turing close to 50 different manufacturers.

And reinforcing their position as a locally owned and operated business with deep roots
in the community, the Kees tied in a charity fundraiser for a local food bank with the event.

Both Jim and Marlene have accounting backgrounds and, says Marlene, that has come
in handy since the husband-and-wife team opened for business on their own back in 1984.

“We knew how to run a business, we knew how to organize things and we were tired of
having someone else controlling our destiny,” Marlene recalls.

Fired by that entrepreneurial spirit, the Kees have built a healthy business on the basis
of superior service and a one-stop shop approach that has taken them into office furni-
ture, printing and bookbinding and even notary supplies to effectively match local big
box competition.

Like just about every dealer, the Kees have been doing their fair share of belt-tightening
of late. “We’re rebidding our insurance and changed our gas and electric companies to
find cost savings,” Marlene reports.

But despite current challenges, she and Jim are still optimistic for the future. They’re
currently in the process of updating the dealership’s business plan with the help of their
local rep from first-call wholesaler United Stationers and looking forward to betters times
next year.

Perry Office Plus, Texas Dealer, Celebrates
Independence Day with Strong ‘Buy Local’
Message

Surely there’s no better day to celebrate the achievements of
independent dealers and take a strong “Buy Local” message
out to the market than July 4! 

In Belton, Texas, Harry Macey and his team at Perry Office Plus
partnered up with their own local Chamber of Commerce to do
just that. During what has become one of the biggest Independ-
ence Day celebrations in the country, the local Chamber handed
out free bottled water with Perry’s special “Buy Local” logo and,
reports Perry’s marketing manager Bonnie Hunt, it turned out to be
a true win-win for all concerned.

Perry’s has embraced the “Buy Local” theme as a key part of its
marketing—the dealership’s tag line on its regular logo is “Your
LOCAL office products and furniture source”—and, says Bonnie, re-
sponse has been very positive.

“We find people in general really like the idea, particularly other local
businesses,” she says. “We’re in a largely rural market and Buy
Local probably resonates more here with customers and
prospects than in a bigger city because it reinforces their own
sense of community.”

In addition to the bottled water effort, Perry also hands out “Buy
Local” tee-shirts at various local business shows and includes “Buy Local” messages
and information on a blog that Bonnie maintains on the Perry web site.

continued on page 4
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“People are impressed when they hear the
numbers about where the money goes
when you buy local versus buying from a
big box,” she explains. “And while it cer-
tainly won’t happen overnight, we are
steadily breaking down the perception that
just because you’re local, you’re more ex-
pensive.”

Phoenix Dealer Specialized Office
Systems Lends a Hand to Katrina
Victims in New Orleans

Community involvement and support of
worthy causes is part of the culture at
most independents. It’s somehow hard-
wired into their DNA and shows up not
only in their own back yards but also at
opportunities much further afield.

Case in point: Nathan Goldberg, vice pres-
ident at Phoenix-based Specialized Office
Systems (SOS).

Nathan recently attended the Spring Tech-
nology Conference of the Print Services and
Distribution Association (PSDA) in New Or-
leans, but before the event officially got un-
derway, he joined up with a team of fellow
PSDA members providing much-needed
help to a New Orleans family displaced in
the aftermath of Hurricane Katrina.

“It was one of the most rewarding things
I’ve ever done,” Nathan commented, as he
reflected on a day spent working to rebuild
a 150-year old house that had been gutted
during post-Katrina flooding.

Volunteer work and support for worthy
causes is nothing new to the folks at SOS,
Nathan reports. Each year, the dealership
adopts a couple of families during the hol-
iday season and a food drive last Thanks-
giving brought in over 200 lbs. of goodies
for people in need. 

Most recently, SOS took part in a “Casual

for a Cause” campaign to raise funds for
the United Cerebral Palsy organization. 

We’ve said it before and no doubt, we’ll
keep on saying it: When it comes to com-
munity involvement and giving back, no one
does it better than today’s independents!

Office Express, Michigan
Independent, Garners Rave
Review in Local Business
Publication
Congratulations to Mike Carr and his team
at Office Express in Troy, Michigan, after
recently being featured in a wonderfully
positive story in the local Michigan Busi-
ness Review publication.

The headline said it all—Promotions, Serv-
ice Help Office Express vs. Big Boxes. In
the story, reporter Christine Kilpatrick
highlighted how Mike’s team is using su-
perior customer service and relationship-
building skills to take away business from
local big box competitors OfficeMax and
Office Depot.

The story quoted one happy customer
who switched from the big boxes to Office
Express last year: “Office Express is more
efficient and the price is better," she said.
"If I just give them a number from a box of
manila folders—even if I didn't get it from
Mike—they can do database searches
and find out the type and the price…Of-
ficeMax and Office Depot are pretty fanat-
ical. You'd better have the part numbers
—their part numbers." 

The story also turned the spotlight on
some savvy marketing at the dealership.
Customers earned free gas cards when
gasoline prices soared and when a heat
wave hit the state they received cards for
ice cream shops, Kilpatrick reported.

But it’s service and price that really got the
attention in the story. “Nobody can accuse
Office Express of not caring,” writes the
journalist and she quotes Mike Carr on his
commitment to “dealing with customers
on their terms” and his warning about the
perception that big-box stores are always
cheaper.

"Those stores will quote an outrageously
low price to people, but when they go on-
line it's hard to find it, and the customer
ends up ordering something else," he cau-
tions readers of the publication. 

Prices, service and personal relationships all
account for Office Express's success, Mike
Carr told the reporter. "It's not just about
price," he said. "If you're trying to save
every last penny in office supplies, you've
got bigger problems in your company.”

With the print version of the Business Re-
view boasting a circulation of some 11,000
and the web site where it was posted
drawing 1.6 million users a month, the
story generated some outstanding market
exposure for Mike and his team and pro-
vided compelling evidence once more of
independents’ ability to generate just as
much positive ink locally as any of their
larger competitors. 

Office Smart, Arizona Dealer, Finds
Simple But Effective Way to Build
E-Mail Marketing List
Sometimes, the best ideas are the little
ones. There are things a dealer can do that
on their own will never make that much of
a difference but put them all together and
they start showing up on the bottom line
to good effect.

At Sierra Vista, Arizona-based Office
Smart, Glenn McDaniel has come up with
an innovative way to make good use of
downtime and keep his customer service
team motivated.

Friday afternoons are usually a slow time for
the dealership, so about six months ago,
Glenn put in place a program to fill that time
and support his e-mail marketing efforts.

“There’s still a sizable portion of our cus-
tomer base that we aren’t able to send our
e-marketing fliers to, so we put our cus-
tomer service team to work Friday after-
noons calling them to say thank you for
their business and ask for their e-mail ad-
dresses,” he reports. And to add a little
spice to the effort, Glenn offered his CSRs
a dollar for every new e-mail address they
came up with.

It’s the kind of effort that’s never going to
show up in the Harvard Business Review.
But it’s easy to implement, makes it fun
and rewarding for the customer service
folks and, probably even more important,
provides one more point of contact for
customers that might not otherwise have
the dealership as much on their radar as
Glenn would like.
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Helping resellers
“Go Green” is
a key part of
our mission

United Stationers wants to help you “go green” with
sustainability products and ideas for your customers:

• The right mix of products and the tools to sell them, including
the 2,500-item green catalog – just updated for 2009;

• Green training via our United Dealer Training programs;

• Green PR kit;

• Sustainability information for your own business and your
customers – “A Guide to Greening Your Business”, cross reference
list, green positioning statement, etc.

We also continue to push the “green envelope” for our own facilities
and fleet. Join us in searching for innovative, sustainable business
solutions that can extend throughout our industry supply chain.

http://www.unitedstationers.com/home/index.asp


Craig Lundt opened for business on Jan-
uary 1, 1997, in the front room of his
house in Columbus, Ohio. “We started
as a printing business because I had
been with UARCO for a number of years,
and I knew the industry,” he explains.
“We chose the ʻValue Addedʼ name be-
cause it was my belief from the begin-
ning that to be successful we had to go
beyond simply providing good service.
Our idea is to help customers grow their
businesses, to get involved with not just
helping them select the best product for
the job, but to help with the job itself.”

Lundt gives the example of a customer
ordering a filing cabinet. “Our first ques-
tion is not, ʻTwo-drawer or four-drawer?ʼ
but ʻWhere will it be used?ʼ ʻWhat will you
put in it?ʼ”

“Another example—a customer asks
about imprinted shirts. We not only ask,
ʻHow will they be used?ʼ, but ʻHow will
they be incorporated into your overall
marketing strategy?ʼ and ʻIs this the best
promotional product to achieve your
goals?ʼ”

Lundt explains that this concept is not an
easy sell. “We battle price by talking

about the cost of the total transaction.
Then we lay the deep involvement strat-
egy on top of that. Once thatʼs accom-
plished itʼs very difficult for anyone to
steal the customer.”

In the twelve years since opening their
doors, Value Added has acquired six
dealers, including a jan/san distributor.
Their primary office is now located in
Jackson, a southeastern Ohio city, which
also serves customers in West Virginia
and Pennsylvania.

Like so many independents, Lundt and
his team are strong believers in giving
back to the community that has sup-
ported them. Value Added has been a
major contributor to the Backpack Proj-
ect in Central Ohio, providing school
supplies to more than 4,000 needy chil-
dren.

Last year, Craig Lundt was a finalist for
the SBA Small Business Person of the
Year. 

What about the future? Lundt answers,
“We will grow as our ʻValue Addedʼ con-
cept builds momentum. We had a 50%
sales increase last year, and we plan for

30% this year. Whatʼs important to us is
that weʼre helping our customers in ways
that our competitors are not, our cus-
tomers know that weʼre helping, and
from that we build a bedrock relation-
ship.”

The value added idea has many names.
More and more independents are mov-
ing in that direction. Being an insider with
customers is not only something the Big
Boxes canʼt do. It also leaves the price
issue nowhere to go.

Value Added Business Services
Columbus & Jackson, Ohio

n Craig Lundt, President

n Supplies, furniture, copiers,
printing, promotional products

n Founded: 1997

n Sales: $3.1 million

n Employees: 21

n Partners: TriMega, United
Stationers

n Online Sales: 22%

n Web: www.valueaddedbiz.com
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Jackson, Ohio Mayor Randy Heath cuts the ribbon at Value
Added’s new facility. Craig Lundt is to his immediate left.

Value
Added

Business
Services–
Living Up

to Its
Name

by Jim Rapp

SECRETS OF Success

http://www.valueaddedbiz.com


ince the early 1900s, many business managers
and top economists have sworn by the Pareto
Principle, otherwise known as the 80/20 rule.
This rule states that 80% of your outcome comes
from 20% of your input. Applied to a retail busi-

ness, this means that 80% of your sales come from 20% of
your customers. These are your repeat buyers and those
who make large purchases. Are you keeping up with your
top 20?

Out of sight could mean out of mind. You can bet that
if you’re not reaching out to your customers, your com-
petitors are—which could spell disaster even if only one
of your top 20% turns the other way. How do you ensure
this doesn’t happen? First, get to know your best
customers and get to know them well. Learn their names,
their businesses, their buying habits. Once you get to
know them, target your marketing around those key
accounts, and keep the following three points in mind: be
meaningful, be bold, and be consistent.

Be meaningful
Consumers make their choices not solely
based on rational facts like price and
selection, they turn to their emotions as
well: “Howmuch does this business value
me?” “Are my buying experiences
always positive?” You need to transform
your customers’ thinking by not treating
them like customers. Establish meaning-
ful relationships by thinking of them as
friends, neighbors, and colleagues. Let
them know that you value them and
want to solve their problems. Keep them
engaged and informed, as you would a
member of your own family. As a result,
they’ll think of your business as more
than just a retail establishment, but a
place that uniquely cares.

Be bold
Develop a bold attitude when it comes to your brand. And
get that brand in front of your customers. You can do this
through many different means—investing in ad specialty
products to merchandise or give away, establishing
loyalty reward programs, or distributing marketing pieces,
such as flyers, newsletters, and emails. Seeing something
with your company name—whether it be a custom-
imprinted pen, a branded legal pad, or an HTML email
message—may remind a customer that they need to ask
a question or order something special.

Using programs like AD-Links™ (www.opmaadlinks.com),
which offers customizable, emailable flyers, would allow
you to easily and cost-effectively reach out to your
customers on a regular basis. The flyer offerings change
from month to month, giving you a fresh opportunity to
tout your business. The flyers also drive people to your
Web site, where you could feature a digital catalog or flyer
flipbook—through a service such as FlipLink
(www.opma.com/fliplink.html).

Be consistent
Whatever marketing path you pursue—
online or offline—be consistent. Cus-
tomers are creatures of habit. If they
expect to see a sales flyer from you every
Tuesday, follow through every Tuesday.
Consistency goes a long way in estab-
lishing your business as thriving and
reliable.

If you want to profit from the 80/20 rule,
spend the time needed to discover the
source of your sales. Then invest in those
customers. Decide what they need and
then figure out how to meet those needs
better than anyone else. The attention
you turn to your regulars will have a
direct effect on sales.

S

Focus on
customer

relationships
for business
longevity

For more information about AD-Links™ or FlipLink,
email tcraig@opma.com or visit www.opma.com.

A
NEW
WORLD
How the strength of your message
can impact the size of your sales.

Brand

http://www.opmaadlinks.com
http://www.opma.com/fliplink.html
mailto:tcraig@opma.com
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Attorneys general in Colorado, Ohio and California have now
joined their counterparts in Florida, Missouri and Texas in disclos-
ing they are currently conducting investigations into pricing irreg-
ularities and contract violations by Office Depot related to its U.S.
Communities office supplies contract and other agreements. 

The U.S. Communities contract is a national agreement, valued
at $700 million annually, that thousands of local governments,
school districts and public institutions draw upon to purchase of-
fice and school supplies from Office Depot.

In Colorado, CBS-TV’s affiliate in Denver said Office Depot may
have been cheating school districts out of money and reported
the Florida big box is under investigation by the state’s attorney
general's office. The investigation is largely in response to former
Office Depot senior government accounts manager David Sher-
win’s allegations of "bait and switch" tactics on pricing and similar
practices.

In addition, Office Depot disclosed on its investor web site that
the attorneys general of California and Ohio have also launched
civil fraud investigations into its performance and practices under
the U.S. Communities contract.

Office Depot also revealed that at the federal government level,
the General Services Administration, the Department of Defense
and the Department of Education are conducting a joint review
of its pricing practices related to sales to those agencies.

These latest investigations once again highlight the inherent prob-
lems associated with reliance on a single office supplies contracts
by government agencies at all levels, charged NOPA president
Chris Bates. 

“Strategic sole-source contracting has damaged competitive in-
dependent small businesses around the country, reducing vendor
choice and raising prices for government customers,” said Bates.
“The idea that sole-source contracting offers a ‘best value’ propo-
sition should be questioned by every federal, state and local gov-
ernment and institutional entity in light of the results from so many
audits and investigations.”

Meanwhile, a Bay Area newspaper reported last month that a for-
mer Office Depot has filed suit against the company, claiming he
lost his job there because he refused to falsify data that showed
the company overcharged the city of Berkeley hundreds of thou-
sands of dollars.

Earl Ante, a former Office Depot salesperson, is seeking unspec-

ified damages in federal court for lost wages, benefits, mental dis-
tress and punitive damages. 

Said Berkeley councilman Kriss Worthington, “It's wonderful to
learn that some employee would have the ethics to not just do
what he was ordered to do. Based on what he is claiming, it
seems like if he had gone along and changed the records, the city
might not have this info, so we're lucky he didn't do it if that's
what he was asked. They should be grateful to an employee who
is honest." 

Since a review of Office Depot’s performance led to Georgia can-
celling its state contract with the company, valued at $40million,
in February 2008, similar reports of pricing irregularities and billing
errors have emerged in state and local contracts across the coun-
try. The following “snapshot” of events, based in part on reporting
by the Dallas News, highlights the increasingly broad scope of the
issue:
http://watchdogblog.dallasnews.com/Nebraska%20state%20audit.pdf
April 2008: A Nebraska state audit found agencies there were
“paying too much for office supplies because of serious pricing
errors and overcharges.”
http://watchdogblog.dallasnews.com/Florida%20governor%20letter.pdf
July 2008: The Florida’s inspector general’s said the attorney gen-
eral was investigating and the management services depart-
ment’s inspector general was conducting an audit.
http://watchdogblog.dallasnews.com/archives/2009/04/www.documents.dgs.ca.gov/dgs/pio/ODRelease.pdf

August 2008: The state of California won a repayment of $2.5 mil-
lion for two years of overcharging. Officials said they did not re-
ceive promised discounts from Office Depot.
http://watchdogblog.dallasnews.com/NC%20audit.pdf
September 2008: A North Carolina audit found state agencies
were overcharged $294,000 and noted that the company “inflated
retail prices on Office Depot brand items so that they could offer
a higher discount to win the bid.” 
http://watchdogblog.dallasnews.com/Alabama%20AG.pdf
February 2009: The Alabama attorney general said it was con-
ducting a preliminary review. Office Depot also confirmed in its
annual report that the Justice Department was conducting a joint
investigation with the Defense and Education departments, as
well as the General Services Administration.

http://www.sec.gov/Archives/edgar/data/800240/000095014409001556/g17711e10vk.htm

http://www.berkeleydailyplanet.com/issue/2009-04-09/article/32649?headline=Office-Depot-to-Reimburse-City-For-Overcharges
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If you have news to share - email it to
Simon@IDealerCentral.com

Office Depot State Contract Investigations Now 
Ongoing in Colorado, California and Ohio; 
Former Employee Charges Company Asked Him to Falsify Records

http://investor.officedepot.com/phoenix.zhtml?c=94746&p=irol-qapage
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FACE TO FACE WITH 

Charlie Cleary:
TriMega’s
President
Discusses the
New TriMega-S.P.
Richards Alliance
How big a deal is
last month’s an-
nouncement of a
new strategic sourc-
ing alliance between
the TriMega dealer
group and whole-

saler S.P. Richards and what are its implica-
tions for the rest of the industry? We went
to TriMega president Charlie Cleary for
some answers. Here’s what he had to say.

n This new alliance looks like a major new
strategic direction for both TriMega and S.P.
Richards. Why now and why S.P. Richards?

CLEARY: With the Staples acquisition of
Corporate Express a year ago distancing
the leader from the pack, the time is now
to close the cost of goods gap for inde-
pendent dealers. 

This strategic sourcing alliance with S.P.
Richards is designed to leverage the bil-
lions of dollars in collective volume of SPR
and TriMega to improve the cost of goods
with manufacturers to the benefit of
TriMega independent dealers and S.P.
Richards. 

Over the years SPR has proven that they
are a forward thinking, industry innovator
that is looking out for the future and best
interests of independent dealers. SPR is
also willing to think outside the box and in-
novate in ways that have never been tried
before between wholesaler and buying
group. 

That is the kind of partner that TriMega is
looking to build solutions with that will
make a difference for independents.

n How will it affect TriMega’s current
direct buy relationships and programs
with industry manufacturers?

CLEARY: It will improve them. Both
TriMega and SPR will be looking to partner
with the suppliers that we have both
worked with over the years. Those that
have consistently demonstrated the ability
to provide first class service while keeping
their costs low will be especially well po-
sitioned to gain significant new business
as a results of the new Alliance.

We are optimistic that we will continue to
have the excellent working relationships
that we have experienced in the past with
suppliers. At the same time we recognize
that there may be some changes to our
lineup of preferred suppliers as a result of
this strategic alliance and with the objec-
tive of closing the cost of goods gap with
Staples and the other national competi-
tors. 

The goal is to make our members more
competitive in the market to grow market
share. We are looking to our supplier part-
ners to help us make that happen. 

n What does this mean if I’m a TriMega
dealer who’s also first call with United
Stationers? Should I be thinking about
switching to SP?

CLEARY: This strategic alliance will im-
prove the direct‐buy cost of goods for all
TriMega members, regardless of 1st call
wholesaler. This alliance is not a 1st call
wholesaler program. In fact our alliance
with SPR has nothing to do with wholesale
purchases. 

This alliance is about leveraging the com-
bined direct‐buy purchasing volume of

SPR and TriMega to improve cost of
goods and rebates for United 1st call deal-
ers and all TriMega members.

n What are the implications of this new
alliance for TriMega’s current programs
with other wholesalers? Are those
programs still in place?

CLEARY: We certainly hope that this al-
liance with SPR will not impact our pro-
grams and excellent working relationship
that we have with United, Supplies Net-
work, Synnex, Arlington, DCS and others. 

TriMega will continue our relationship and
existing agreements with our other distrib-
utors or wholesalers now and in the future.
We will continue to work hard at maintain-
ing the excellent working relationship that
we have with the United team and other
wholesalers to improve programs and pro-
vide value to our members. 

At TriMega we have prided ourselves on the
strong relationships we enjoy with both na-
tional wholesalers and as a buying group
have recognized the importance of these
solid wholesaler connections.

n How will the new alliance affect
TriMega’s participation in BPGI?

CLEARY: TriMega will continue to honor its
BPGI agreements with suppliers through
the life of those agreements. BPGI product
categories will be reviewed in the future as
current agreements expire. 

n How does the new alliance and the
introduction of the new Business Source
private label brand affect the current
TriSupply program that TriMega has with
both industry wholesalers? 

CLEARY: The Business Source brand prod-
uct will become part of our TriSupply pro-
gram with SPR in the future and the overall
TriSupply will become a stronger program

April 2009: Office Depot paid Berkeley, California, $289,000 to re-
solve overcharges in connection with its contract to supply the
city with office supplies. 
http://www.detnews.com/article/20090414/SCHOOLS/904140341/1026/rss06/Ex-Office+Depot+employee+alleges+DPS+overcharged+for+supplies

Also in April, the Detroit News reported the city’s public school sys-
tem is looking into allegations of overcharges and the Dallas News
disclosed a similar investigation is underway in Texas. 
http://www.dallasnews.com/sharedcontent/dws/bus/stories/DN-officedepot_22bus.ART.State.Edition1.3ac8f30.html

http://www.cbsatlanta.com/video/19469322/index.html

May 2009: Investigative reporters at the Atlanta affiliate of CBS-
TV highlight still more allegations of contract overcharges by Of-
fice Depot and report on claims that the local school district is
overpaying the Florida big box for its school supplies. 
For more on Office Depot's problems with its state contracts, visit
the “Depot State Contract Watch” section of the INDEPENDENT
DEALER web site (www.idealercentral.com/id_watch.html). 
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Green is a part of our 

Red, White and Blue

Message Centers  |  Communication Boards  |  Presentation Products

800.543.0550   513.932.3445   www.ghent.com
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Ghent, leader in visual communication products, 
proudly continues its dedication to the markets we 
serve through continuous improvement in 
everything we do. Our history has been rooted 
in American time-honored skills producing 
distinguished quality products. Environmental 
stewardship has been, and will continue to be, a 
core part of “The Ghent Way” of doing business.
 
The Ghent pledge to develop and manufacture 
engaging, dependable products with an emphasis 
on “made in the USA” remains ever-present. As we 
produce these distinguished products we have also 
embarked on a higher level of strategy for 

environmental stewardship that will help us protect 
the natural environment, minimize waste, conserve 
energy, and harness best practices.
 
We strive to involve our vendors, employees, 
customers, and our community in helping to create 
a better planet for everyone. This is more than a 
sincere commitment it is “The Ghent Way” of doing 
business everyday.
 
For additional information, including our latest 
product catalog, visit us at www.ghent.com
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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

as a result. The TriSupply program allows our members to buy
close to 2,000 items, both branded and private label brands avail-
able from both SPR and United at factory direct costs. 

This program through the wholesalers has allowed dealers to buy
a number of items in carton quantities at direct costs, reduce lead
times on inventory items, increase the number of stocked items
and realize improved margins. 

Lower cost of goods on Business Source brand products will
allow dealers to be more competitive, grow market share, improve
margins and make a big contribution to the continued success of
our TriSupply program.

n Relative to Business Source, what will the initial roll out look
like and will the new line be available to other independents
who are not members of TriMega?

CLEARY: Business Source brand product will be exclusive and
available to all independent dealers, not just TriMega members.
Some Business Source brand product will be available later this
year and become part of the TriSupply program at the same time. 

The Business Source line will include the high volume commodity
type products where independents need a lower cost of goods
to compete in today’s competitive environment. First round pack-
aging design and logo have been developed to be ready for a
product line launch in Q4 of this year. 

The full Business Source product line, not to exceed 500 SKUs,

will be featured in 2011 TriMega catalogs, flyers and e‐marketing
campaigns.

AOPD Welcomes Two New Members
American Office Products Distributors, Inc. (AOPD) has an-
nounced the addition of two new member dealers to its network. 

The new members are Pensacola, Florida-based Allegiance Office
Products and Office Smart in Sierra Vista, Arizona. 

These additions bring total AOPD membership to 73 dealers and
affiliates with 163 locations, providing distribution throughout the
United States, Canada, Europe and Australia.   

BPGI Elects New European Executive Purchasing
Council Chairman
The BPGI international dealer buying group consortium has an-
nounced that Neil Basham, purchasing director of Integra Office
Solutions Ltd., has been re-elected chairman of BPGI’s European
Executive Purchasing Council (PC). Basham has held several
roles as both a PC and board representative in his 11 years with
BPGI.

Joining him on the Executive Purchasing Council is Veronica
Avanzini, EOSA; Robert Driessen, Quantore Benelux and Jean-
Pierre Maternowski; Majuscule France. Wilma van Hal, European
purchasing director of BPGI stated “We are delighted to have Neil
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Help Shachihata’s Paul Ventimiglia and Marty Clemente raise funds to
buy musical instruments and art materials to make life easier for the
children and adults who come to the City of Hope for cancer treatment
each year.

True healing is not only about the harsh reality of chemotherapy,
radiation, bone marrow transplants and similar treatments. It also
involves the healing of the spirit and the miracle of art and music
therapy.

Now through August 31, Paul and Marty are seeking your
financial support with a minimum goal of $30,000 to purchase
much-needed musical instruments and art supplies.

Please see the link below for the Sheri and Les Biller Patient
and Family Resource Center where the music therapy and
art therapy rooms will be housed. 

Any dollar amount is welcomed. All checks should be made
out to: 

City of Hope c/o Art and Music Therapy

Send to: Chris Wiederkehr
Shachihata Inc.
1661 240th Street
Harbor City, CA 90710

“There is no profit in curing the body if in the process we destroy the soul.”

www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx

You can become part of the healing process by supporting this year’s 
Music & Art Therapy Fundraising Effort.

Thank you for your
generous donations to
this worthwhile cause.
Every dollar earned
will help heal the
spirits and minds of
City of Hope patients
at a time when they
need it most.

City of Hope

http://www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx
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SAMy Custom Calendars

from House of Doolittle®

To get the “My Custom Calendars” Digital Storefront linked to your website:
E-mail: sales@houseofdoolittle.com 

We will link your company to the profitable world of online promotional calendars. 

DESK PAD CALENDARS WALL CALENDARS APPOINTMENT PLANNERS TENT CALENDARS

ADD YOUR OWN: • Photos • Logos • Website • Seasonal Sales • Company Information 
• Important Dates • Schedules • Promotional Coupons • And much more

sales@houseofdool i t t le .com  •   www.houseofdool i t t le .com

back as chairman of the EU Executive PC.
He along with Veronica, Robert and Jean-
Pierre bring a wealth of experience and ex-
pertise to BPGI and the Executive
Purchasing Council.”

BPGI, headquartered in Washington D.C.,
is the world’s largest consortium of buying
groups consisting solely of independent
office products dealers. BPGI consists of
21 buying groups in 19 countries world-
wide, with end-user sales of $15 billion.

New Marketing and More from
S.P. Richards
It’s been a frantic couple of months for
wholesaler S.P. Richards. In addition to
hosting its 2009 Advantage Business Con-
ference in June and setting up a new
strategic alliance with the TriMega dealer
group, the company has also been making
news on several other fronts. Recent an-
nouncements of note include:

n Major Enhancements to its 2010 Market
Share Development Program, with the ad-
dition of an expanded array of print and
electronic marketing tools to support their
independent dealer customers’ sales and
marketing efforts. New programs include
Imagebuilder (see below), the Engage  e-
mail marketing resource and Design-
MadeEasy2, an upgraded version of S.P.
Richards’ furniture design and sales tool
that provides 2D and 3D renderings and
other features. 

n Launch of Imagebuilder, a turnkey cus-
tom promotional products program de-
signed to give independent dealers an
instant entry into the $19 billion custom
promotional products market.  The new
Imagebuilder web site (www.sprimage-
builder.com) showcases offerings from
some of the leading suppliers in the pro-
motional products industry and provides a
streamlined and efficient order procure-
ment system that dealers can use to man-
age the quote process, as well as

fulfillment and tracking of customer or-
ders. 

n A multi-year partnership between S.P.
Richards and the Independent College
Bookstore Association (ICBA) that pro-
vides ICBA members with rebates, al-
lowances and pricing benefits. S.P.
Richards said it will develop tools to grow
ICBA members’ retail and on-campus de-
partment/institutional sales and has added
over 4,000 retail packaged items to its
product offering in order to support retail
college bookstores.

n Recognition of its Richmond, Virginia fa-
cility as 2008 SPR Distribution Center of
the Year. The award honors the S.P.
Richards distribution center that achieves
the highest combined results in various
quality measurements, including service
levels, order accuracy, inventory accuracy,
inventory turn, sales, profits and employee
productivity.
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United Stationers Launches United
Content Services, Adds New
Buying Guides to
biggestbook.com web site
Wholesaler United Stationers has launched
United Content Services, in a move it says
is designed to improve the consumer
shopping experience by allowing con-
sumers to search for every product sold by
a reseller, even if the product is not part of
United Stationers’ current product offering.

United Content Services works with
United Smart Search, which was released
last year to enable consumers to search
for nearly 40,000 products on resellers’
web storefronts.  

“We are raising the quality of product in-
formation available for e-commerce appli-
cations and cross-media publishing by
including high-quality photography, per-
suasive selling copy, brand designations,
product attributes, and many other tools
designed to aid in the selling process,”
said Laura Gale, United Stationers’ vice
president of marketing.

Since successful online searchability is de-
pendent on quality product content,
United Content Services is comprised of a
team of knowledgeable content specialists
who create detailed content on non-United
products, including both national and pri-
vate reseller brands. The service is avail-
able to resellers via two different options:
n Common Industry Item Library
Subscription—This consists of
thousands of items commonly sold by
resellers, but not part of United
Stationers’ current database.  
n Reseller Unique Item Content
Development—This service provides
content for any item sold by a reseller.

United also recently announced the addi-
tion of 14 different buying guides covering
most of the key product categories to its
www.biggestbook.com web site, to help
consumers understand key product cate-
gories and make better buying decisions. 

Biggestbook.com provides detailed infor-
mation on 40,000 office supplies, office
furniture, computer supplies, janitorial and
cleaning products, and breakroom needs,

to help United’s reseller customers gener-
ate more sales with consumers.

Each buying guide resides on the site in
PDF format and explains product applica-
tions, construction, definitions, and other
details. Consumers can locate the guide
that best meets their needs by searching
biggestbook.com and using navigation
menus. Additionally, the guides are in-
cluded on the site’s product detail, cate-
gory landing, and solutions pages.

For more information both on United Con-
tent Services and biggestbook.com, contact
your United Stationers account manager.

New Rebate Offer Now Available
From PaperPro
Now through December 31, PaperPro is of-
fering a $10 rebate with the purchase of se-
lected desktop staplers and punches. The
promotion is available on selected PaperPro
Desktop, Quantum, Prodigy, GenerationII
and EcoStaplers, as well as the PaperPro 3
and 2 hole punches and the new Compact
3 hole punch. Contact PaperPro for more
details.
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Britannia’s New V.5 Software
ECI Sr. VP Trevor Gruenewald explains
what the fuss is all about

With some 900
dealers using its
system, ECi’s
Britannia divi-
sion is a key
player in the in-
d e p e n d e n t
channel and the
recent release of
its Version 5
software repre-

sents major industry news by any meas-
ure. But what does all it mean for those
Britannia dealers and others who might be
looking at switching systems? And what’s
got the folks at Britannia so excited about
the upgrade? We sat down recently with
ECi senior vice president Trevor Grue-
newald to find some answers.

n What are the key elements of the new
Version 5 and if I’m an existing Britannia
dealer, what should I expect to see that’s
different from what I’m used to?

Gruenewald: The first thing, of course, is
that Britannia Version 5 comes with a new,
graphical user interface. We’ve been talk-
ing about this for a long time and now, it’s
finally here.

The new graphical interface is going to
allow our dealers to work smarter and be
more productive. The system is highly
customizable, both in terms of how it will
work for the dealer and the views that
users will be able to see. 

It will also give them the ability to draw on
multi-tasking features such as tabs, drop-
down and right-click menus, shortcuts
and more.

n What are the implications of the new
Version for Britannia’s BritLink online
ordering system?

Gruenewald: With Version 5, you will con-
tinue to see seamless integration between
the back office system and Britlink and
you’ll see that through instantaneous up-

dates, Quickbooks integration, live stock
checks with the wholesalers and integra-
tion with customer procurement systems
via punchouts.

All of those features will help drive the op-
erational efficiencies that are required by
independents to run their businesses and
compete effectively.

n What remains the same from the old
system?

Gruenewald: The success that we’ve had
in the industry over the past 20 years or
so—and all the experience and expertise
that have driven that success—have been
built into the new software. Our customers
often tell us Britannia software represents
one of their most valued employees and
that will continue to be the case with the
new Version 5.

With V.5, their Britannia software will still
function for them as that valued employee,
but it will be an employee who will be eas-
ier to understand and easier to work with.

n Where did the changes in the new
version come from? How did you all
decide what to implement in the way of
new features and functionality?

Gruenewald: Version 5 didn’t just spring
out of the ground. It’s the result of years
and years of feedback from Britannia deal-
ers and dealer prospects, wholesalers,
value-added partners, analysts and other
industry stakeholders.

In essence, we’ve re-built the system from
the ground up and we’ve done so in a way
that responds very specifically to our deal-
ers’ needs and priorities. 

One key influence in that whole process
has been our Dealer Executive Advisory
Board. At ECi, we’re not only investing in
our own people but we also invest in re-
search that will help us understand as
much as possible about the needs of the
dealer community. Our Advisory Board
has played a huge role in that effort and
specifically in shaping the direction that
V.5 has taken.

And once we started development work
on Version 5, we brought in beta dealer
users to test out the program. Since
March, we’ve had close to 50 beta dealers
on the software and providing us feedback

on a constant basis and driving improve-
ments to the software.

n These are obviously very challenging
times for just about everyone and there
isn’t a dealer out there who isn’t
watching every expense dollar very
closely. Why should I invest in Version 5 if
I’m happy with the way my business is
running right now?

Gruenewald: Now is really the perfect time
to invest in technology because of its po-
tential to improve your business. In fact, to
stay healthy and compete, dealers can’t
afford not to invest in technology.

Dealers tell us their top priorities right now
are retaining customers, driving opera-
tional efficiencies and acquiring new cus-
tomers. An investment in Version 5 will
support each one of those priorities. V.5
was developed to drive greater operational
efficiencies and help dealers compete
more effectively in e-commerce. 

n If I’m a dealer and I do upgrade, what
suggestions would you have to help me
make the most of what Version 5 offers?

Gruenewald: First of all, take advantage of
the evaluation period and make sure that
your needs are clearly articulated and un-
derstood and that your processes are
clearly articulated and understood.

The better we are able to understand your
business and data formats during the eval-
uation process, the better able we are to
customize the software to drive the high-
est degree of efficiency and productivity
within the business.

Secondly, take the training—both class-
room sessions and webinars. That’s par-
ticularly important for key system users
because that will ensure a greater degree
of adoption and again, greater levels of ef-
ficiency internally. And thirdly, utilize the
online documentation that’s available to
you as a Britannia dealer. 

We’ve invested a great deal in each of
these areas to ensure a successful transi-
tion to the new system and taking advan-
tage of those investments is really critical
for a positive dealer experience.

As a general statement, it’s unfortunately
the case that very few dealers today take
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full advantage of the business system soft-
ware that they have in place.

To make sure your dealership is not
among those who are failing to maximize
its technology investment, I would recom-
mend a commitment to ongoing training
beyond the initial transition time frame and
a similar commitment to ongoing use of
consulting services.

We find the dealers who have been most
successful with their software and ahead
of the competition in driving growth and
business efficiencies are the ones who
bring in a consultant once or twice a year
to review and evaluate their business and
their software and then make the neces-
sary changes and upgrades. 

And none of the dealers who do that
would say they don’t’ get an excellent re-
turn on that effort and investment.

n Any parting words for dealers?

Gruenewald: We certainly appreciate the
fact that we’re such a big part of many of
our dealers’ businesses and we don’t take

that responsibility lightly.

At ECI, we’re committed more than ever
right now—with new products, new leader-
ship and a maniacal focus on our cus-
tomers—to make sure that we’re supporting
the independent dealer and helping them
compete, grow and stay healthy. 

We’re excited about what we’ve been able
to deliver with Version 5 and about our
ability to help our dealers meet their goals
and priorities.

BMI Names Industry Vet Barry
Oubre Product Manager for OP
Revelation
Dealer technology provider Business Man-
agement International (BMI) has an-
nounced the hiring of Barry Oubre, former
senior product manager for ECI/DDMS, as
product manager for its OP Revelation
program.

Oubre will will work within the BMI devel-
opment group on future releases of OP

Revelation. 

“Barry’s many years of experience within
the office product dealer software industry
will be a great enhancement to our profes-
sional team and we are very much looking
forward to his participation in the growth
of our product and company” said BMI
president Larry Schiff.

Afflink Selects MBS Dev as a
Preferred Service Provider
Dealer technology provider MBS Dev has
been selected by the Afflink jan-san dealer
group as its newest Preferred Service
Provider to provide industry-specific soft-
ware solutions to the Afflink membership.
The organization currently boasts more than
300 distributor members and 250 preferred
suppliers of janitorial, packaging, foodser-
vice, healthcare, safety and office products.

“Afflink is excited to form a partnership
with Microsoft and MBS Dev to allow our
members easy access to a scalable, cus-
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tomizable solution in Microsoft Dynamics
AX,” said Radhika DeLaire, director of
technology for Afflink.

As a business systems provider, MBS Dev
has leveraged years of industry expertise
to build the Jan/San & Paper Vertical Ex-
tension to complement its Wholesale Dis-
tribution Suite.  The WDS and Jan/San &
Paper Vertical Extension provide an inte-
grated order entry, purchasing, inventory
management, accounting, and sales
analysis solution that will allow distributors
to supply products to customers quickly
and efficiently, the company said.

“The MBS Dev solution opens up many
opportunities to the Afflink community of
distributors and we are proud to work in
partnership with the Afflink organization,”
stated Laura Guillaume, CEO of MBS Dev.
“MBS Dev is committed to the success of
both Afflink and its members by heighten-
ing their competitive edge through this in-
dustry-specific solution,” she added.

New Additions at AOS: United
Stationers eContent, Wholesaler
Educators Resource
Dealer technology provider AOS WARE has
announced that United Stationers’ latest
eContent (ECDB 2.0) is now available on its
OP Commander e-commerce platform.

Incorporation of the new content will bring
expanded product descriptions, product war-
ranty information, improved searching based
on search keywords, expanded product de-
tail page information and more, AOS said.

Also under development is deployment of
additional United content which will include
navigation by new category structures and
by category-specific attributes, an ink and
toner finder and product comparisons.

Separately, AOS WARE announced the addi-
tion of Educators Resource to its supported
wholesalers list, which makes available the
distributor’s entire catalog of 20,000+ spe-
cialty school items, teacher supplies and toys
on the OP Commander platform.

HON Congratulates HONors Award
Trip Quick Start Winners, Reaches
Major Milestone in City of Hope
Support
The HON Company recently announced
the winners of its HONors Award Trip
Quick Start Promotion. Seven dealer sales
representatives from across the United
States and Canada secured their spots on
a trip in September to the Montage Resort
in Laguna, California, by outperforming
their peers in the HON Quick Start earning
period from October 1, 2008 through April
4 of this year. 

“At HON, we’re thrilled to recognize our
dealer sales representatives with exciting
rewards, such as this trip to the Montage
Resort,” said Shelley deSilva, vice presi-
dent of marketing at The HON Company. 

“Not only will this be a relaxing experience
for our winners, but we hope it will con-
tinue to motivate all of our sales represen-
tatives by reaffirming the company’s
appreciation of everyone’s hard work and
dedication.”
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The Quick Start winners are:
n Ryan Krebs, Action Office Interiors; Saskatoon, Canada
n Christy Trainer, Corporate Environments Group;

Bethlehem, PA
n Mary Jo Halligan, Office Services Co.; Savannah, GA
n Austin Beaslin, Desks Incorporated of Utah; 

Salt Lake City, UT
n Gary Scheets, WM Putman Co.; Bloomington, IL
n Mike Hodes, Aegis, Kansas City; MO
n Haleema Shafeek, Green Office Solutions; Hilliard, OH

Separately, HON announced it has reached a major milestone in
its ongoing support of the City of Hope cancer research and treat-
ment center. 

HON was the first industry company to hold a golf outing as a
City of Hope fundraiser and at its eighth annual golf event, held
this past June, it passed the $1 million mark for funds raised.

“We were thrilled to reach the $1 million milestone in giving to City
of Hope this year,” said Jerry Dittmer, HON’s president. “City of Hope
is truly a remarkable organization, and HON and our members are
dedicated to providing assistance whenever possible to such a
worthwhile establishment.” 

Southworth Launches New Web Site for Dealers
Paper manufacturer Southworth has launched a new web site for
dealer sales reps, aimed at providing them with a single online re-
source for product information, marketing tool and other support
to help them sell more Southworth products.

Site content includes printable literature pieces, training presen-
tations, the most popular Questions & Answers, wholesaler avail-
ability charts, a legal tool kit and other reference materials.  

To access the site, point your web browser to www.southworth.com/reps.
The login id is: independent and the password is: southworth.

For questions or comments on the site and its content, contact
Kathy Sparks at 413-233-2481 (ksparks@southworth.com) or
Mary Irizarry at 413-233-2409 (mirizarry@southworth.com).

Industry Veteran David Brous 
Joins Officemate International 

Officemate International Corp.
(OIC) announced last month that
industry veteran David Brous
has joined the company as its
new VP of sales. 

Brous, who has more than 30
years executive management,
sales and marketing experience in
consumer goods and stationery/
office products, will be responsi-
ble for sales in various channels. 

Prior to joining Officemate, Brous
was general manager of Zip
Notes, LLC. He also served as

director of sales and marketing for Sheaffer USA, a division of BIC
USA. Before Sheaffer he was vice president, insignia and sta-
tionery division with Westport Corp., a leading men’s and
women’s leather goods company. He has also served as vice
president marketing and new product development with Centis,
a school and office supplies company. 

Brous is a current advisory board member the School & Office
Products Network (SOPN) and a past board member of the
School, Home & Office Products Association (SHOPA) and of
SHOPA Buyer to Seller (SBTS). 
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Inspiring Life

Meet us in Chicago at City of Hope’s National 

Office Products Industry 2009 Spirit of Life®

Award Dinner honoring Jack Truong for his 

philanthropic achievements and his commitment

to helping City of Hope find the answers to cancer.

To register, visit www.cityofhope.org/nopi,

contact Cathleen Tighe at 866-905-HOPE or 

e-mail ctighe@coh.org

Spirit of Life
Gala
Thursday
September 24, 2009

The Chicago Hilton – Chicago, IL
Dr. Jack G. Truong, 
Vice President, 3M 
and 2009 Spirit of Life
Honoree
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One of the relatively new benefits of membership in the

National Office Products Alliance (NOPA)—for

manufacturers as well as office products dealers—is

the association’s Independent Dealer Locator (IDL)

service. 

NOPA recently highlighted this service offering to

members at both is.group’s and S.P. Richards’ annual

events. This members-only service also will be on ‘live’

display at the NOPA booth during TriMega’s national

convention in October.

Since early this year, visitors to NOPA’s web site

(www.nopanet.org) have been able use the IDL service

to quickly locate any or all NOPA dealer members

through a zip code, city or state-based search. 

Searches generate a list of all NOPA dealer members

within a 50-mile radius of the zip code entered. Results

include the full contact information of the dealer and are

presented in order of closest to farthest distance from

the customer’s location within that zone.

With NOPA’s dealer membership now exceeding 800 of

the most successful dealers throughout the country,

commercial, government, institutional and retail

customers can more easily find and purchase office

products from their local independent. 

Industry dealers have reacted very positively to the

service and enthusiastically welcomed their inclusion in

the IDL database – a benefit exclusively available to

NOPA dealer members.

To accelerate recognition of the IDL tool,

NOPA is now also encouraging all of its

manufacturer affiliate members to participate

in this program, as an integral part of their

2009 benefits package, by posting a hyperlink

to the NOPA IDL service page on their own web sites.

NOPA has designed a visually appealing and

memorable “Buy Local” IDL logo for this purpose. 

Manufacturers that participate also will receive the

opportunity to have a link on NOPA’s web site from the

IDL service page to a designated page of their own web

site. The intent is to make it easy for customers visiting

the NOPA web site to identify manufacturers whose

products may be of interest and to immediately

investigate their products. 

Visitors to the web site of a participating

manufacturer—after educating themselves on the

company’s offerings—will be able to quickly link to a

local independent dealer source for that product. 

A few industry manufacturers, including ACCO

(www.acco.com/wheretobuy.aspx), Southworth

(www.southworth.com/dealerlocator.php) and Maco

(www.maco.com/where-to-buy.html), already have

taken advantage of the IDL program and established

such links. 

NOPA thanks them for their leadership in supporting

independent dealers through their prompt adoption of

the NOPA ‘buy local’ dealer locator program. 

Other industry manufacturers are invited to contact

Billie Zidek at NOPA (bzidek@nopanet.org; 703/549-

9040, x 121) to obtain this logo and the NOPA web site

hyperlink.
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NOPAnews
NOPA Highlights Benefits of its Online 
Independent Dealer Locator Service 
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October 28-30, 2009
Westin Diplomat Resort & Spa 

in Hollywood, FL

Not a TriMega Member?  
See Why Over 575 Independent Dealers Are

TriMega Purchasing Association is a leading not-for-profit buying group 
serving hundreds of independent office products dealers nationwide. 

Join Us in October for Focus 2009
Unparalled networking, idea sharing and relationship building with your  

fellow TriMega members and suppliers

Educational insights and learning in powerful seminars and roundtables

Big savings through valuable exhibitor show specials, plus 
a chance to win a Ford Focus

New product & market opportunities uncovered on  
the tradeshow floor

A motivating, entertaining & compelling keynote address

Food, fun & festivities galore...

TriMega gives its members:
High purchasing power – to help lower costs
100% of earned rebates paid quarterly
Low monthly dues
Unique programs to build business success
A higher ROI than any other industry buying group

Isn’t it time you Discovered the TriMega Advantage?

Take The Trimega Rebate Challenge!
Call Today For a No Cost Program  
and Rebate Analysis.  
847-699-3330 ext 19 or visit  
www.trimega.org

For Complete Event Details & to Register.... 
Visit www.trimega.org/focus Today!

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

 

  

  
 

  

 

  
 

 
 

   

 

Last July the Texas Comptroller of Public Accounts

(CPA), the agency responsible for coordinating state-

wide government purchasing of office supplies, held a

public hearing in which three representatives from the

independent dealer community presented the case for

retaining the TxMAS (multiple award) program and

moving away from reliance on sole-source contracts for

office products. 

With AOPD, is.group, TriMega and NOPA representa-

tives all supporting a grassroots effort among inde-

pendents aimed at Texas legislators, CPA agreed to

hold that initial hearing and to receive input from inde-

pendents.

In March, after CPA was forced to abort its office sup-

plies bid process due to lack of sufficient bidders, CPA

invited NOPA and dealers from throughout Texas to

participate in another public hearing. The agency favor-

ably received detailed comments NOPA developed with

input from its members and agreed to consider them as

it developed a new RFP.

Recently, in a surprise move, CPA shifted primary re-

sponsibility for the RFP’s development from the origi-

nally assigned division—Texas Procurement Assistance

Services and Support (TPASS)—to its Strategic Sourc-

ing staff. 

NOPA has reached out to the Strategic Sourcing staff

to seek assurances that dealers’ March guidance on a

new RFP remains under active consideration. The di-

rector of that staff has advised NOPA president Chris

Bates that dealers’ guidance from the March 2009

hearing has been reviewed and understood and indi-

cated that the organization expects to finalize the bid

process this year. 

As prior state contracting experiences in North Car-

olina, Georgia, and California have demonstrated, bias

in favor of buying from the big box companies remains

strong. 

For more information, contact Chris Bates, president

(cbates@nopanet.org; 800-542-NOPA).
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NOPAnews: continued from page 21

Texas Shifts Internal Agency
Responsibility for Development 
of Office Supplies Contract
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Lyle Dabbert, 
Brown & Saenger, Sioux Falls. South Dakota.

“This was a natural for us because we’ve been in the printing
business for 120 years. We have a separate department for cus-
tom products, our own embroidery equipment and we warehouse
finished products for customers and ship them out as needed.
This is a real benefit to customers, especially those with offices
or branches around the country. All the products are paid for in
advance and we make a small charge for shipping.”

Dabbert points out that while being a known and reliable provider
of office products to a customer may get you in the door, you are
up against established and highly knowledgeable competitors, so
there’s a lot to learn before jumping in.

To start, he suggests getting an ASI (Advertising Specialty Insti-
tute) designation, which allows you to buy direct from the thou-
sands of manufacturers and distributors of these products.

Karen Bogart, 
Convenience Office Supply, Austin, Texas.

“We hired a person with experience when we started, which
turned out to be a smart move. There is a lot to learn about cus-
tom products, from a totally different set of buyers, to dealing with
suppliers who are not as reliable as manufacturers and whole-
salers in our industry.

“To get started, we offered $100 off the first order. We sometimes
waive the setup fee, if needed to get the order. We also link our
web site to the ASI site, which gets a lot of activity.”

Bogart also suggests that dealers join PPAI (Promotional Products
Association International) because of their educational and mar-
keting offerings.
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Custom
Product

Opportunities
By Jim Rapp

Whether You Call Them Custom, Promotional
or Ad Specialty Products, There’s Money to be
Made. But Do Your Homework First.

Office products dealers have been broadening their product offerings for some years now, most recently with
the addition of jan/san, coffee service and related items.

But for custom products, it’s been, “If you want imprinted items, I know someone in that business and I can get
them for you.” Not anymore.

Whether trying to pick up additional sales in a down economy or building a “One Stop Shop” dealership, there’s
no better time than now to get serious about getting into or expanding your custom products business. 

I’ve been talking with dealers around the country who have been particularly successful with custom products,
and here’s what they have to say.

continued on page 26



Steve Danziger, 
AAA Business Supplies and
Interiors, San Francisco. 

“The first thing we learned when we
started was that while we may be selling
to established customers, just about
everything else is different. The person we
deal with is not the supplies buyer. It may
be the sales manager, HR manager, or PR
(communications) people. While there are
thousands of items available, we’ve found
that the apparel category represents about
40% of the total. Customers are always
looking for something they haven’t used
before, something new or different.”

Danziger suggests getting involved with
state or regional industry associations, at-
tending ASI-sponsored table-tops, and
PPAI national and traveling shows. He also
suggests taking a look at SAGE, a com-
petitor to ASI, that offers a much less ex-
pensive front-end for dealers to get started
(www.sageworld.com).

AAA uses ASI catalogs and the software
tied to their web site.

Maleia Landry, 
Regency Office and Promotional
Products, Dallas. 

“This is a category that has grown enor-
mously for us. It’s lot of extra work, it takes
time and you need to understand artwork,
silk screening, hot stamping—there are
many variables. Because you have so
many different kinds of customers, from
corporations and schools to weddings and
family reunions, your billing and collection
policies often need to be different.”

Landry says that there are two very impor-
tant things to keep in mind: Always give
yourself plenty of lead time and know all
your costs, including shipping, before you
quote a price. “If you’re supplying every-
thing for a big national meeting, for exam-
ple, from name badges and printed
programs to gifts and prizes, you’d better
get everything there on time, or you are in
deep trouble.”

“Customers particularly like to look at our
web site, where they can browse through
hundreds of items, simply by clicking on
the promotional tab.”

Addison Jones, 
The Supply Room Companies,
Ashland, Virginia.

“We’ve been in this business for a long
time, and while it has slowed a bit with the
bad economy, I see nothing but increased
opportunity in the future.

“It’s a natural for us because we do cus-
tom printing for the legal profession and
for the federal and state governments.
Smead’s custom folder program is big
with us, because all their products are
made from recycled materials, which is
now required by the state of Virginia. They
are authorized to pay up to 9% more for
recycled paper products.”

Says Jones, “We constantly remind cus-
tomers that we offer a wide range of cus-
tom products and services. Products like
stamps, embossers, name plates and
badges are big sellers. Law firms, ac-
counting departments, insurance compa-
nies and health care facilities are big users
of these products. Xstamper offers fast
turnaround service, which is important to
customers, and margins are excellent.”
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According to Chris Wiederkehr, senior trade
marketing manager at Shachihata, custom
message stamps today account for 85% of
a total consumer market valued at some
$840 million annually. “Creating end user
awareness of the dealer’s ability to service
their needs in this area is key,” says
Wiederkehr. “It’s a market that holds tremen-
dous potential but dealers need to promote
the fact that they offer rubber stamps to their
customers in order to grow sales.”

The Supply Room also gives away thou-
sands of tote bags made from recycled
materials, with their name prominently dis-
played on every one. They’re distributed at
table tops, golf tournaments, and charita-
ble events throughout their marketing
area. “It’s a double benefit,” says Jones.
“It brings in new business while letting
everyone know that we’re supporting our
local community.”

“While items costing 50 cents to two dol-
lars are very popular, we sell a lot of ex-
pensive, high quality items, such as Cutter

& Buck clothing. Large customers have a
greater interest in Green products, but it’s
always a good selling point.”

Pat Crowley, 
S&T Office Products, St. Paul,
Minnesota. 

“We’ve found that doing any kind of cus-
tom work ties us closely to the customer.
That’s a great benefit. Once customers
see that we’re helping them solve prob-
lems, even if it’s in a very small way, it
makes everything easier. We become an
insider, so to speak.”

Crowley also works closely with Smead
and their custom folder program. “It’s a
significant and profitable part of our busi-
ness,” he states, “particularly with insur-
ance companies, attorneys, hospitals and
other medical facilities.” The Smead pro-
gram is totally custom. Customers select
the type of material, size and shape, color,
and any imprint they want. “What we like

about it is that we can order any quantity.
We also warehouse the products for the
customer and ship it out as requested,”
Crowley adds.

According to Smead national account
manager Tom Downs, the company has
just started a new program that enables
end-users to design their own custom
folders online, with the order going directly
to the dealer they select.

Wayne Stillwagon,
Miller’s Office Products, 
Lorton, Virginia.

A pioneer in the marketing of promotional
products, and one of the most successful.
I asked Miller’s executive vice president
Wayne Stillwagon to share his experience
with the readers. Here’s a portion of what
he had to say:

“Like most business ventures, you will get
out of promotional products what you put 
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Advertising Specialty Institute
(ASI)

www.asicentral.com
800.546.1350

C O N T A C T S

Promotional Products 
Association International 

(PPAI)
www.ppai.org
888.426.7724

SAGE
www.sageworld.com

214.631.6000

into it. You can start by just sticking your
toe in the water or you can just dive in. I
would recommend putting in the time to do
the research. Talk with other dealers about
lessons they have learned. Visit the ASI
and PPAI web sites to see what tools they
have to help get you started. Set realistic
expectations and be patient. Don’t expect
your customers to rush to you as their sup-
plier. 

You have many competitors, some
with lower overhead than you do
and just as good a relationship
with your client. That being said,
when done right, promotional
products can add greatly to your
bottom line.

“You can start in one of two
ways. The first is to use
someone you already have
on staff and task that per-
son to learn the basic tools
of the trade. The second is to

hire someone who has experience in the
world of researching, sourcing, pur-

chasing and selling
promotional prod-

ucts. This pro-
vides a faster
initial start up
but will also
greatly increase
your costs.

“When you are
dealing with promo-

tional items you enter
the world of pre-produc-

tion proofs, prepaying your
suppliers, hard event deadlines

and non-returnable items. While most of
the items a dealer currently sells can be
sourced from multiple suppliers, with pro-
motional products, once the artwork has
been sent to your supplier and approved
by your client, you are now locked into that
vendor. This can cause some unique chal-
lenges as a delivery commitment rapidly
approaches.

“You will also find that not everyone on
your sales staff will embrace this product
category. As a result of the increased

chance of error, many com-
mission reps are concerned
about introducing their
customers to promotional
products. Some will not
want to put their account
‘at risk’ over an ASI order
that has gone bad. On the
other hand, you will have

reps who will embrace
the opportunity to
sell a product line
that has margins
which are 10%

more than the traditional office products.
It also provides your sales representative
with the chance to be more of a ‘consul-
tant’ than an order taker. For the rep with
good attention to detail and follow up, pro-
motional products can provide a way to
greatly enhance your worth to your cus-
tomer and also an increased revenue
stream.”

New Programs Announced

TriMega has just announced an
agreement with ASI (Advertising
Specialty Institute) to provide product
research and marketing tools to its dealer
members. Working through TriMega,
participating dealers can more easily
obtain ASI membership and have access
to their services, including the software
necessary for online purchasing, sales,
catalogs, etc. Contacts: ASI Account
Team: 800.546.1393.

S.P. Richards is now offering its
Advantage dealers an instant entry into
the promotional products market.
Participating dealers will have access to
industry leading suppliers offering high
quality products. They’ll be able to place
a link on their web site that allows their
customers to browse a comprehensive
assortment of products available for
imprinting. The dealers can then work
with their customers to identify and order
the items best suited to meet their
company’s promotional needs. The entire
ordering cycle, including quoting, logo
storage, ordering, tracking and more, is
managed by the dealer via a state-of-the-
art procurement web site, saving
significant time and streamlining
administrative costs.
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Your customers are
already buying

promotional 
products from

someone … why
shouldn’t that

someone be you?

By Larry Goodman, 
S. P. Richards Director of Marketing

Everyone buys promotional items; you
probably use them in the marketing of your
own business. 2007 promotional advertis-
ing spend was 73% greater than Internet
display advertising, 500% greater than bill-
board advertising, and 83% larger than
radio advertising. Why? Because promo-
tional product produce a high impression
per cost ratio.

There is a 76% recall of an advertiser on a
promotional item.

So, your customers are spending on pro-
motional, you own the relationship, single
sourcing makes their life easier, and there
are very nice margins in promotional. The

big boxes have decided to go after promo-
tional and are willing to give up margin on
office supplies to get the promotional busi-
ness. But again, you own the relationship,
not them.

So why not buy from you?
Probably because it is a custom product,
has a lot of variants, requires educated
staff, needs a web presence, you put your
toe in the water once before, it can upset
your existing customer base if not satis-
fied…and if you need any more reasons…
fear of the unknown.

Let’s take some of the FUD – Fear, Un-
certainty, and Doubt—out of Promotional
with a few basic guidelines and keys to
success to help smooth over some of the
speed bumps as you ramp up your busi-
ness.

Supply base. You need to align with sup-
pliers you can trust. You will be the ones
representing the products, so you need to
have a comfort level with your supplier. The
price of entry to the market is rather low;
therefore, the entire 700,000+ products are
not of the quality your customer or you
would expect. You want to have a broad
supply to cover all categories, but have a
relationship with the suppliers. After the
sale you will want to follow up with the
suppliers to ensure delivery dates are met.

Decoration. There are two product types:
Soft Goods – apparel that is mostly deco-
rated with screen print or embroidery, and
Hard Goods—bags, drinkware, office,
etc.—that are usually screen printed by the
supplier. For artwork, you will need your
customer to provide you camera ready art
so the supplier may work with the art to
size it to the item.

S.P. Richards is helping to take the mystery out
of promotional through Imagebuilder, a turnkey
custom promotional products program for the
wholesaler’s Advantage Program dealers. 

Chuck Macpherson, S.P. Richards VP of dealer
development, said, “Our customers have been
looking for additional product categories to sell
and we see the promotional products market as
an ideal fit. Independent dealers have a great
opportunity to leverage existing relationships to
capture sales in a fragmented category with
huge upside potential.”

Additional details on the SPR Imagebuilder pro-
gram can be obtained by contacting your local
S.P. Richards sales representative.

Marketing. Pictures sell. Most sup-
pliers will be happy to provide paper cata-
logs. Some may supply a link to their web
site for your customers to browse. The
problem here is that the customer may only
see one supplier’s catalog or you end up
having may catalogs hanging off your web
site. There are a couple of industry e-cata-
logs that will display all 700,000+ products
and this is good and bad. You may want to
spend a little time and money to create
your own custom catalog of products rep-
resented in your supply base. 

Selling technique. You have a great base
of customers that will allow you to target
the low hanging fruit. This is more of a con-
sultative sale in that you will want to ask
question as to what the customer is trying
to accomplish with the promotion, who are
they targeting, and what their budget may
be. You will not have to sell on price alone
and your creative side as well as the rela-
tionship will pay you dividends.

Product Safety/Eco Friendly. You will want
to be able to speak confidently about this
issue.  Buyers have shopped price to the
point that many products are now devel-
oped in unsafe factories or made from un-
safe materials in an effort to strip cost out
of the product. The industry has come full
circle today and is very focused on the ori-
gin and safety of the product. Recycled
bags, bamboo shirts, and natural wood
writing instruments are hot items today.
Your knowledge, confidence, and consul-
tative approach will we rewarded.

Promotional products will provide you the
potential of 30-50% margins. The office
supply industry is moving this way and so
should you. 
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And as Co-Chairs of City of Hope’s Legions of Hope Committee, we’re reaching out to 
you because we need your support. Please take just a moment to consider out request.

Why City of Hope?
You may know that for some time now, the office products industry has lent their 
support to City of Hope, one of the leading cancer research and treatment centers 
in the world.  What you may not have known though,  is  that the industry’s 
annual campaigns have raised $69 million over the last 26 years – impacting 
countless patients, survivors and families all across the country.

While the talented researchers and physicians at City of Hope have made tremendous progress  
in curative rates and achieved numerous revolutionary breakthroughs, our help is still  
desperately needed. In face, nearly 1.5 million new cases of cancer will be diagnosed  
this year alone. The answers to cancer begin with City of Hope.

Join the Fight. Donate Today.
Please take a moment and sincerely consider this opportunity.  
For only $25 per month – or a one-time $300 contribution, the  
combined impact our industry could make would be staggering!

 CLICK HERE to read more about City of Hope & 
 the Legions of Hope Campaign.

There are many of us who have benefited from this 
wonderful industry of ours, and our companies 
have led the way in giving back. Now is our chance 
to get involved personally in support of this 
remarkable institution, City of Hope.

 CLICK HERE to join the Legions of Hope  
 family and donate today.

Become a Legions of Hope member for a $300 
tax deductible donation and receive a sterling silver City of Hope lapel pin designating your 
participation. Members will also be highlighted in our commemorative Sprit of Life® gala journal 
book.

But most importantly, your Legions of Hope donations provides you the opportunity to be a 
part of a dedicated group of industry leaders whose efforts help to accelerate research and 
treatment of this critical disease. Of course, your enthusiasm, compassion and industry 
leadership will serve as a remarkable example for others to follow.

Your support and generosity are most appreciated.

Sincerely,

I’m Michael Morris...

and I’m Michael Parker

Michael Morris
Legions of Hope Co-chair
TriMega
mmorris@trimega.org

Mike Parker
Legions of Hope Co-chair
Felloes, Inc.
mparker@fellowes.com

https://www.trimega.org/file.asp?F=FAEC080711CC4B0E81341D35909C1689.pdf&N=NOPI_Legions_of_Hope_Flyer.pdf&C=vendor_file
http://www.cityofhope.org/giving/fundraising-support-groups/NOPI/Pages/legions.aspx
mailto:mmorris@trimega.org
mailto:mparker@fellowes.com
http://www.cityofhope.org/Pages/default.aspx
http://www.cityofhope.org/giving/fundraising-support-groups/NOPI/Pages/default.aspx
http://www.fellowes.com/Global/
http://www.trimega.org/
http://www.cityofhope.org/giving/fundraising-support-groups/NOPI/Pages/legions.aspx


If someone gave me a dollar for every time
I have been asked by an owner to com-
pare the health of their business to others
in the industry, I would be a very wealthy
consultant. 
I often respond that comparisons are hard
to make without a significant amount of
data and since that can seem like a sales
ploy on my part, the conversation some-
times stops right there. 
However, during the past four years of
working with independent dealers I have
discovered that even without much data,
some patterns tend to repeat themselves. 
The following list of characteristics is
meant to be short and to the point, be-
cause summer is brief and sometimes
columns should be too. 
In upcoming months I will explore most of
these points in more depth, but for now, I
will leave you with two lists.

Six reasons beyond current economic
conditions why some dealers struggle

n “We have always done it this way
and change could make things
worse.”
n They misuse liquid assets that
could be invested in growing sales. 
n They have no sales, margin or
stocking plan.
n They have little sales management
or measurement (“The inmates are
running the asylum”).
n They promote family instead of
more qualified employees to
leadership positions.
n Retail stores.

Six reasons why other dealers are surviv-
ing and often thriving

n They embrace change.
n They make smart investments in
order to grow sales.
n They follow a sales, margin, and
stocking plan.
n They have sales management that is
empowered to drive change and is re-
warded for success.
n They find and promote the most
qualified personnel.
n The absence of retail.

Have a great summer and feel free to call
or e-mail me with complaints or compli-
ments (tom@interbizgroup.com).
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How Does Your
Company ‘Stack Up?’

(A Short Summary to be Continued in Future Months)

by Tom Buxton
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Smart Purchasing or
Government Waste?

You Be the Judge
by Paul A. Miller

Paul Miller is a founding
partner in Miller/Wenhold

Capitol Strategies, LLC,
providers of direct and grass-

roots lobbying and related
services. Before setting up

Miller/Wenhold, Miller served
as government affairs direc-

tor for the National Office
Products Alliance and the Of-

fice Furniture Dealers Alliance
(NOPA/OFDA) and he cur-

rently serves as NOPA’s fed-
eral affairs consultant. In

addition to his lobbying and
regulatory monitoring activi-
ties, Paul also provides con-

sulting services to businesses
on selling to the federal, state

and local government mar-
kets. For more information,
visit www.mwcapitol.com.

The economy is still sagging, the housing market continues
to decline and unemployment looks likely to hit 10% in the
near future. You would think that all this, plus an $878 billion
stimulus package and multi-billion-dollar bailouts for Wall
Street and the auto industry would if nothing else, motivate
the government to do all it can to procure its own goods
and services at best value. But from where I sit, that’s far
from being the case.

For some reason, when we talk about streamlining and cutting waste,
the debate doesn’t seem to extend to the contracting process. 

It was an issue that plagued the Clinton Administration and both Bush
Administrations and now, it seems, the Obama Administration is no
less immune.

If Congress and the Administration want to look for budget savings,
all they have to do is focus their attention on how the federal govern-
ment buys its goods and services and they will find tens of millions of
dollars in savings. How? Just by streamlining the contracting process,
making it easier for contracting officers to buy what they need and al-
lowing large and small businesses to actually compete for the busi-
ness.

Under the current process we have so much administrative red tape
and purchasing vehicles it is hard for anyone, large or small, to keep
pace with it all. 

If the government wants to find best value and make it easier and
more convenient for contracting officers and businesses, then it sim-
ply should go back to using the General Services Administration
(GSA) Schedules as the basic framework for doing business.

Vendors who have a GSA schedule have already been vetted by the
government and found able to supply agency needs. Having a GSA
schedule won’t guarantee you get business, but it will allow you to
openly and fairly compete for business. The current system stymies
competition and has moved the government into a “Fewer vendors is
better” mentality.

Just ask any office products dealer how many contracts they’ve won
and how many different types of buying vehicles these contracts re-
quire. 

continued on page 33
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Some require DoD E-Mall. Some require
Blanket Purchase Agreements, which often
become outdated when the agency de-
cides to allow contracting officers to buy
off of other vehicles like the Federal Strate-
gic Sourcing Initiative. These vehicles get
confusing very quickly.

Why not streamline the entire contracting
process and say to vendors that if you
want to do business with the federal gov-
ernment you have to have a GSA schedule,
pure and simple?

Wouldn’t this process allow for real com-
petition, give the government best value
and save taxpayer dollars? 

The current process we have in place does
not allow for small businesses to compete
on a true level playing field. In a recent
meeting with a large federal agency we
were told that the GSA schedule approach
is nice, but contracting officers are being
pushed towards different buying vehicles
like GSA’s Direct Vendor Delivery program
(DVD), which prohibits competition and
provides fewer options to the buying
agency. And which, in turn, does not en-
sure the agency is getting the best value

for your tax dollars.

I’m not going to say the GSA schedule ap-
proach isn’t without flaws, but it does
seem like a simpler approach that allows
for more competition, which in these tough
economic times, is something we should
all want. 

Why should the government lock out any
business from competing? We should be
encouraging honest competition as the
only way government buyers will get what
they want.

Listen to any elected official’s stump
speech and you will hear how small busi-
ness is the backbone of America. Yet the
current system is becoming more and
more closed off to small business. Instead
of making it harder for small businesses to
compete, we should be making it fairer and
providing not handouts, but opportunity. 

Fewer buying vehicles will also cut down
on red tape, a major obstacle for small
businesses seeking to do business with
the federal government. 

Fewer buying vehicles will also save the
government money by eliminating the need

for industry days, reviewing comments and
concerns by vendors, going through
protests and creating new electronic pur-
chasing platforms.

Getting on GSA schedule will still cost
money, but businesses would be able to
cut down on those costs if they didn’t have
to bid on all the Requests for Proposals
they bid on now. 

I’m not naïve to believe we can cut out all
the waste in government, but we can cre-
ate a system that reduces red tape and al-
lows for real competition and that would be
a significant step forward. 

Increased competition will weed out the
bad or weak players and allow the suc-
cessful companies to earn the business.

So, as we look toward the future, I would
urge Congress and the Administration to
break with the past and adopt a new, more
rational approach to federal contracting.
Congress and the President have a man-
date to make these changes and it’s my
hope we can work with them to make it
happen. It’s in everyone’s best interests if
we do.
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Hundreds of books and thousands of arti-
cles have been written in the past few
years on leadership. Often, there are only
one or two unique ideas in a particular
book or article, but those ideas can make
the reading well worth it. 

One of the best in the field of leadership
studies is John Kotter, renowned author
and past professor of organizational be-
havior at Harvard Business School. Kotter
describes leadership as “the development
of vision and strategy, the alignment of rel-
evant people behind those strategies, and
the empowerment of individuals to make
the vision happen, despite obstacles.” 

Kotter also emphasizes change and hav-
ing a sense of urgency, the subjects of two
of his more recent books, his latest pub-
lished in 2008 titled A Sense of Urgency. 

Kotter contrasts leadership with manage-
ment. He says the latter focuses on deal-
ing with complexity, promoting stability,
planning, organizing and staffing, control-
ling, and problem solving. There is overlap
and some conflicting opinion between
leaders and managers; however, I am a
firm believer that given today’s demands
upon the office products dealer, key talent
must possess both leadership and man-
agement attributes. 

Jack and Suzy Welch recently defined
leaders in today’s world as those who

“exude positive energy, define vision, build
great teams, care, reward, teach, decide,
innovate and execute.”  

Warren Bennis, author and distinguished
University of Southern California professor
who has served in an advisory capacity to
four US presidents, describes leadership
as “the capacity to create a compelling
and plausible vision and to translate that
vision into organizational realities.”

Psychologist and author Daniel Goleman,
in his best seller, Primal Leadership, identi-
fied six leadership styles, indicating that, for
most, one style typically predominates, but
that successful leaders often use multiple
styles, the choice of which depends upon
the situation. 

His six styles are 1) visionary; 2) coaching;
3) affiliative—these leaders are most con-
cerned with people, harmony, and rela-
tionships; 4) democratic—getting com-
mitment through teamwork, participation,
and consensus; 5) pacesetting— setting
high standards of performance and raising
the bar, and 6) commanding—more com-
mon in the 20th century and the military.

And for a different perspective, I’ve always
enjoyed Peter Drucker’s succinct descrip-
tion, “The only definition of a leader is
someone who has followers.”

You may
remember
reading my
September
and October
2008 columns in
INDEPENDENT
DEALER on en-
lightened leader-
ship that identified
four principal lead-
ership activities,
based upon the best
CEO with whom I
have ever had the op-
portunity to work:

1. Begin with a well-
designed vision. 

2. Know your people
and their talents really
well. 

3. Coach, develop and
support your staff. 

4. Inspire, motivate,
energize, challenge,
empower and engage.
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Your assessment of leadership qualities within your dealership
The descriptions and styles mentioned earlier are extensive. Below, however, I’ve singled out 12 factors on which I have asked dealer
principals to evaluate themselves, in order to identify their own particular leadership strengths and shortcomings. These factors cover
a combination of practiced skills and inherent qualities. 

I would suggest you rate yourself on a scale of one to ten (with ten being the highest), and then assess your key managers
using the same measures. Add any factors you feel are also relevant.

SCALE
(1 TO 10)

1. Being innovative and inventing your company’s future ________

2. Having a well-defined vision and direction ________

3. Being strategic, having a strategic mind-set ________

4. Aligning staff behind these strategies ________

5. Knowing your people ________

6. Coaching and developing your staff to make the vision a reality ________

7. Aligning, empowering, and challenging your people ________

8. Building great teams ________

9. Inspiring, energizing, and rewarding your staff ________

10. Leading change and establishing a sense of urgency ________

11. Earning respect and trust—having followers ________

12. Being decisive, actively engaged and taking charge ________

Your own additional factors:

__________________________________________________ ________

__________________________________________________ ________

__________________________________________________ ________

__________________________________________________ ________

__________________________________________________ ________

The purpose of self-assessment is not to measure yourself against great, charismatic leaders (those are few in number). Nor is it an
attempt to achieve a high rating in each of the 12 factors listed. The purpose is to evaluate your strengths, build on your best, and
where shortcomings exist, determine whether you—or others within your organization—have the potential to shore up some of those
leadership shortcomings. To achieve success in these economic and uncertain times, my personal view is that within an organization,
all of these qualities are essential.

I repeat point #1 from my June column on the properly positioned dealer: “Ensure that your dealership has a well-defined vision and
the leadership to bring it to fruition. Times of turbulence and crisis are times of opportunity for creative thinking, vision, leadership,
strategic action, and execution.”
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By Krista Moore

In last month’s issue of INDEPENDENT DEALER,
I shared with you the importance of pushing the
BETTER button and continually developing your-
self and others. 

Being intentional about becoming better also
applies to your company and its sales process. 

Improving your team’s sales and operational
processes and using appropriate systems to
track your sales process will allow your business
to grow more systemically and with consistency.

One of the first questions to consider is whether
or not you have a defined sales process. I would
venture to guess that we all have some type of
sales process, but can you define it? 

Has it changed and adapted over the years in re-
sponse to competitive pressures and changing
markets? 

Are all of your reps “selling” in the same manner
and with the same process? Are you missing key
components? 

Perhaps you have asked yourself those ques-
tions and know there is room for improvement.
So, what can you do to enhance your existing
sales process and make it BETTER, and ensure
that your sales reps are performing consistently,
working professionally, selling value and closing
accounts? 

At K.Coaching, our five-phase, successful sell-
ing process includes the following steps: Pre-
qualify, Clarify, Propose, Close, and Retain.
Getting started on the right foot is critical, so I
want to emphasize the importance of the pre-
qualification phase and share some activities
and tips to help with this phase.

Activities to Pre-qualify Accounts

At K.Coaching, we believe that an account
should not be considered a “prospect” until it
has been pre-qualified to determine if it is an
“ideal customer.” You must create a qualified
prospect list; otherwise, all you have is a “sus-
pect” list.

If you provide a list of dormant accounts to a
new rep, without a pre-qualification process, he
or she will spend a considerable amount of time
gathering current information and spinning
wheels, while feeling overwhelmed. 

In contrast, if you have a defined process or,
even better, a pre-qualified prospect database
to provide to a new sales rep, the sales cycle
could be shortened by three to four months!
Your rep will be focused, calling on the right ac-
counts, and experiencing success more quickly,
ultimately making you more money.

So how do you assemble a pre-qualified
prospect database? You can outsource these
services and receive a partially prequalified data-
base by industry, geography and size. But the
prospects still need a personal touch, to deter-
mine if they fit your profile of an “ideal customer.” 

Customer intelligence is valuable and needs to
be stored centrally, not just in a sales rep’s head
or on a piece of paper. This is why we recom-
mend you use a contact management tool. It is
virtually impossible to keep a sales rep account-
able, manage a sales funnel, and work accounts
through an organized sales process effectively
without a CRM tool. 
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To facilitate data collection, be sure to de-
fine templates and tools for your sales
reps to use when gathering customer facts
to promote consistency and better busi-
ness intelligence. 

Where is the prospect located? How many
employees do they have? Do they have a
national contract? Who is their current
supplier? What is their anticipated spend?
What machines do they have? You get the
idea.

In addition to good data collection, you
need to determine which prospects have
a greater potential of buying from your
dealership. 

At K.Coaching, we have developed a tool
that uses a scoring method to help dealers
determine whether accounts are ideal and
evaluate the likelihood they will become
customers. This tool is outlined below and
is also available at www.kcoaching.com
on the Free Resources page.

Pre-qualification Checklist
For each potential account, check the
boxes that are appropriate and completely
true:

q Headquartered within the ABC
DEALER distribution network 

q Mid-sized to large regional account
with 10-100 employees 

q Not under a binding national con-
tract with their current supplier

q Recognizes soft dollar, as well as
hard dollar savings

q Appreciates relationships and serv-
ice the same as, if not more than,
price

q Interested in ordering online as their
primary method for ordering products

q Will consider ABC DEALER as a vi-
able office products supplier

q Has purchased some product from
ABC DEALER in the past

q Willing to share usage and current
pricing

q Appreciates the value of buying
from a local independent

Once you have completed the checklist for
each account, tally the score. Based on
the scores, you can rank the accounts as
follows:

7-10—Ideal Prospect: “A Target” with a
high likelihood and probability of change

4-6—Marginal Prospect: “B Target” where
the sales cycles may be longer, or the
prospect may be too price-focused

3 and below—Unlikely Prospect: “C Tar-
get” with a low likelihood of converting

If you follow through with these pre-quali-
fication steps and focus the attention of
your sales reps on their “ideal customer”
accounts, you will shorten the sales cycle
and ensure that sales efforts are placed on
high-potential prospects. 

It may seem daunting, but this exercise
represents an essential component of
pushing the BETTER button on your sales
process, enabling you to get new business
more aggressively and efficiently.
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If youʼre in the office products busi-
ness these days, chances are youʼre
already running just about as hard as
you know how.

But for Charles Forman, vice presi-
dent of the is.group dealer co-op, the
running doesnʼt stop when business
shuts down. For the past eight years,
Forman has been a marathon man
and most days, heʼs up at first light if
not before, and hitting the road for a
good five or six miles to prepare for
the next long run—26 miles and 385
yards, if youʼre counting.

Since getting his start in the office
products industry as a student intern
with a Washington, DC-area independ-
ent back in 1988, Forman has also
been on a marathon of a different kind. 

After graduation in 1989, he started
out full-time in the industry in outside
sales, before quickly moving into
management and buying his own
dealership at the ripe old age of 27.

Forman doubled business there in
just three years before getting caught
up in the massive wave of consolida-
tion that swept through the industry
in the mid 1990s and becoming part
of what was then Corporate Express.

After several years in senior sales
management positions with Corpo-
rate Express, followed by a tour of
duty with one of the Southeastʼs lead-
ing office furniture remanufacturers,
Forman joined is.group in 2001, to
head up its office furniture program. 

As is.group vice president, a role he
assumed early in 2007, Forman
oversees the organizationʼs sales,
marketing and business develop-
ment activities. Membership develop-
ment reports to him, as do the
organizationʼs furniture operations,
government sales and more.

It sounds like a high-pressure job, but
Forman discounts the idea of running

as providing him with some kind of
escape mechanism. 

“Even with todayʼs tough business
challenges, I donʼt feel overly
stressed,” he says. “But thereʼs no
doubt running is a great outlet for me.
Even though youʼre burning calories,
your mind is working all the time and
you can focus very clearly on those
tough business issues that we all face
one way or another,” he explains. 

Since logging his first marathon back
in 2001, Forman has completed four
Marine Corps Marathons in Washing-
ton, DC, in addition to numerous
local events in Indianapolis. 

Heʼs also tried his hand at an Iron-
Man Triathlon event—thatʼs a
marathon after swimming 2.4 miles
and cycling 112 miles, all back to
back—which, he admits with a wry
smile, “makes for a very long day.” 

Long day or not, Charles Forman
makes it clear heʼs committed to
staying the course on both of the
tracks that define so much of his
business and personal life. 

Right now, heʼs focused on prepara-
tions for his fifth Marine Corps
Marathon race and looking forward to
edging up to the Pentagon starting
line October 25, along with some
30,000 other runners. 

But, he says, heʼs also in it for the
long haul at is.group and working
hard to make sure its 250-plus mem-
bers are poised to make the most of
new opportunities as they arise.

“I really enjoy working with independ-
ents and sharing the entrepreneurial
spirit that drives that side of the busi-
ness at its best,” he says. “Like run-
ning a marathon, it can often be very
demanding,” he admits. “But also like
running a marathon, when it works
the way itʼs supposed to, thereʼs no
other feeling like it!”

The Other Side
Marathon Man Charles Forman of is.group
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Pick up any major magazine or newspa-
per these days and you will see full-
page ads by major corporations letting
the readers know that they are greener
than green or that they are proud sup-
porters of this or that charity. Some-
times it’s local—a store or branch office
has been honored for their good work.

Wal-Mart has made a major effort in this
regard, as have many other chains and
online marketers, including the office
products giants.

Why are they spending big bucks for in-
stitutional ads? Because they know that
their home town competitors have an
advantage, that “buy local” is gaining
strength and they want to be seen as
“local” too.

We all know that independent dealers
and their employees are so much more
involved in all sorts of great causes in
their communities than any outside or-
ganization could ever hope to be, but
who else knows this?

I could fill a hundred pages listing all the
good work that dealers, their people and
their suppliers are doing for their com-
munities—volunteering, serving on
boards, fund-raising and supporting var-
ious charitable organizations with their
time and money.

Don’t Be Reluctant
My observation is that many dealers are
reluctant to let their customers and even
the general community know about their
good deeds. One dealer told me, “It just
doesn’t feel right to boast about all the
things we do to help our town.” 

Others may feel the same way, but the
fact is that you can’t separate the busi-
ness benefit from just wanting to be a
good citizen. 

Although you may not have the budget
for full-page ads or TV spots like the big
boxes, you can raise the level of aware-
ness in your market area by giving some
thought not only to how you can better
get the word out, but also by putting to-
gether a list of the organizations you want
to support, with an eye to those organi-
zations or charities that have the greatest
appeal to the people in your community.

Some dealers are involved with one or
two high-visibility community projects or
organizations, the ones that get a lot of
media attention. A good example would
be a school project, like building a new
ball field or day care center. Many cities
and towns, in today’s tough economic
times, have a number of organizations
that are helping the unemployed, needy
families and the homeless. 

Getting employees working together on a
single cause has a double benefit—it’s
something that you and your people can
be proud of, while getting a great deal of
attention from your community as a whole.

How do you develop a plan? First, write
down all the things that you and your
employees are now doing. Then get to-
gether with your people and see what
you may want to add or change. You
may have your favorites, but what do
others want to support? 

Perhaps the most successful commu-
nity activities involve not money, but
time. Whether serving on the board of
directors of a charitable group, tutoring

at a local school, or helping Habitat for
Humanity build a house, your commit-
ment of time gets everyone’s admiration
and attention. If it can be done not only
with employees, but also customers, so
much the better.

Getting the Word Out
If you don’t have the time or don’t feel
qualified, ask someone in your company
to be your face to the public. Do you
have a person who likes to write or who
handles your advertising?

Get the word out on all the good things
you’re doing, through press releases,
posting on your web site, in your
newsletters, and through your e-mails,
mailings and faxes.

Some dealers are tying in with the current
interest in “Going Green “ by not only talk-
ing about their Green products, but also
highlighting what they’re doing in-house,
to help the environmental movement.

There is no better time than now to be
recognized for all the things that you,
your family and your employees are
doing to support your community. With
all the bad publicity that the big boxes
are receiving, and the “buy local” enthu-
siasm now present everywhere, don’t
hide your community involvement under
a bushel any longer.

And when you get that word out, let us
know too, so we can share it with our
readers—dealers and suppliers—and
show them what you’re doing to help
your city and your community. Don’t be
shy. Send your story to Simon De Groot
(simon@idealercentral.com). 

Thank you.
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