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We Can All
Make a
Difference for
the City of Hope

Next month sees the City of Hope’s annual
Spirit of Life gala, when pretty much our
entire industry will come together in
Chicago at a gala banquet to honor this
year’s Spirit of Life Award winner, David
Williamson of MWV Westvaco.

The banquet will mark the culmination of a
year-long campaign to raise funds in
support of the City of Hope’s inspiring
work in the research and treatment of
cancer and other life-threatening diseases.

This year’s campaign, thanks to David
Williamson’s leadership, has a special
dimension for the independent dealer
community.

Throughout a career that spans nearly 40
years, independents have held a special
place for David and right at the start of his
campaign, he reached out to them in a
special way, challenging each one of us to
donate and/or raise a minimum of $1,000
for City of Hope this year.

As we’ve been reporting fairly regularly over
the past several months—including in our
current issue—dealers have responded to
David’s challenge with enthusiasm and
their own special brand of innovation.
We’ve written about fundraisers that have
ranged from golf outings to bass fishing
tournaments and pancake breakfasts and
more are still to come.

We all know these are difficult times for our
industry, but the folks at City of Hope are
battling far tougher competition than any
of us will ever face and they need our help.
Even if making the trip to Chicago next
month for the Spirit of Life dinner won’t be
possible, you can still make a difference. 

If you haven’t yet sent your contribution to
this year’s campaign, do it now. The City
of Hope has done a miraculous job of
finding new and innovative ways to treat
some terrible diseases. Click here to find
out how.
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Roseburg Book & Stationery, 
Oregon Dealer, Marks 100th Anniversary

Roseburg, Oregon back in the day with not a big box in sight!

The year was 1910. William Howard Taft was in the White House, Wilbur and Orville
Wright were getting ready to make the 80-mile trip from Dayton, Ohio to Columbus with
the world’s first air freight shipment and the newly-incorporated Boy Scouts of America
were planning their first activities as part of a brand new program designed “to teach
[boys] patriotism, courage, self-reliance, and kindred values.”

And in Roseburg, Oregon, a budding young entrepreneur named R. C. H. Wood opened
the doors of the Roseburg Book Store, with an offering of school books and supplies
and the very latest in office products.

One hundred years later, Mr. Wood’s company, now operating under the name of Rose-
burg Book & Stationery, is still going strong.

The dealership still operates out of its original downtown location, and while office sup-
plies still represents the lion’s share of the business, scrapbooking, creative stamp prod-
ucts and even candy, snacks and sodas also figure into the mix. In addition, the
dealership also holds the distinction of being the oldest Hallmark store on the West
Coast.

Current owners Gary Quist and his wife Janice bought the business in 1993 and point
with pride to a team of hard-working industry veterans—including 92-year old Vira Wilson
who started at the dealership in 1934 and who continues to come in every Monday as
she has for the past 74 years!

Vira and the rest of the Roseburg team have built a solid base of loyal customers and
over 300 of them turned out earlier this year to honor her birthday and recognize the
dealership’s historic landmark.

Congratulations to another successful independent and here’s to the next 100 years!

www.cityofhope.org/giving/fundraising-support-groups/NOPI/Pages/default.aspx
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Local Chamber Honors for Grand Office Supply,
Michigan Dealer
In Grandville, Michigan, just outside of Grand Rapids, owners Pete
and Pam Cortese and their team at Grand Office Supply had
plenty to celebrate recently after earning Small Business of the
Year honors from their local chamber of commerce.

The Corteses moved to the West Michigan area 21 years ago,
when Pete was transferred in as a regional manager for the de-
partment store chain where he worked back then. They liked the
area so much that when his company wanted to transfer him
back, they decided to stay and start their own business.

Fast forward to today and they’re still growing strong, thanks to a
hard-working team of service-oriented professionals who know
the industry and understand what it takes to keep their customers
happy. 

The Corteses aren’t exactly starved for big box competition—both
OfficeMax and Staples have stories less than three miles away.
But that hasn’t stopped them, Pam reports. 

“We have a solid base of long-term loyal customers and we’ve
been able to open up some new, larger accounts that seem to
have grown tired of poor service from the big boxes and their lack
of personal attention,” she explains. 

The dealership had grown every year up until 2008, when the cur-
rent downturn first kicked in. Last year wasn’t so great either, she
says, but the business has resumed its growth curve in 2010 and
with continuing strong sales of compatible toners, general office
supplies and increasingly, cleaning and breakroom products, the
future looks grand, indeed!

Redmen Office Supply, Oklahoma Dealer, Sponsors
Charity Golf Tournament, Earns Local Kudos for
Community Good Deeds
When it comes to supporting worthy causes in the community,
nobody does it better than today’s independents. Case in point:
Chuck Bread and Charles Deason and their team at Redmen Of-
fice Supply in Tahlequah, Oklahoma.

Redmen is a relatively new business—the dealership marks its
fourth year of operation next month—but already it has built an
impressive record of community involvement and support for local
charities.

Its most recent effort: a golf tournament that the dealership spon-
sored to raise some $3,000 for two local non-profits, a homeless
shelter and an organization serving victims of domestic violence
and child abuse.

The golf tournament followed a blanket drive Charles, Chuck and
their team organized last winter that resulted in some 750 blankets
being donated to local non-profits.

Even with all the time and energy they spend on good deeds,
Charles and Chuck have also been able to keep the business side
of things moving along nicely. Three years ago, it was just the two
of them and a dream. Today, the business has grown to six em-

ployees with a seventh due to start later this month.

Not surprisingly, perhaps, Redmen’s success story has not gone
unnoticed. Tahlequah is the capital city of the Cherokee Nation
and last November, the dealership was honored by the Cherokee
Nation’s Tribal Employment Rights Office as Indian Retail Busi-
ness of Year.

More recently, the Tahlequah Area Chamber of Commerce hon-
ored the dealership with a special “2010 Heritage Award” for its
support of deserving causes in the community. 

Not bad for two young entrepreneurs who’ve only been in busi-
ness on their own for less than four years. Somehow, we suspect
there’s more to come on the good news front for the Redmen
team. Stay tuned!

One Point, PA Dealer, Makes Major Expansion
Efforts in Promotional Products and Contract
Furniture
It was hardly business as usual last month at Scranton, Pennsyl-
vania-based One Point, as the dealership announced two sepa-
rate transactions that dramatically expands its presence in the
contract furniture and promotional products markets and also sets
the stage for a significantly greater trading area.

First announced was a merger with Visual Impact Promotions
Agency, also based in Scranton, that brings to the company about
$500,000 in annual sales of promotional products.

Joining One Point as part of the deal is Bernie Maopolski, former
Visual Impact president. “We are excited to welcome Visual Im-
pact to One Point”, said One Point president Pat McMahon.
“Bernie has a wealth of industry knowledge and experience, but
even more importantly he has fresh new ideas for our clients.”

Just two days later came news of a merger with Corporate Envi-
ronments, a Herman Miller dealer based in Bethlehem, Pennsyl-
vania, midway between One Point’s headquarters and its
Reading, Pennsylvania office and furniture showroom. 

The deal not only makes One Point part of Herman Miller’s Certi-
fied Dealer network, but also opens up new opportunities for sup-
plies, printing and now, promotional product sales, with Corporate
Environments’ contract furniture accounts.

“We are delighted to be welcoming Corporate Environments and
expanding our business in such a remarkable way,” said Pat. “The
last acquisition we made happened five years ago,” he added.
“These two separate opportunities came up and even with a soft
economy, the timing seemed right.”

Former Office Furniture USA CEO Gary Kitchen has been working
with One Point as a consultant for the past two years, and Pat
paid tribute to Gary’s role at the dealership on these deals and his
contributions to help steer One Point generally in the right direc-
tion.

“The recession has hit hard in many of the markets we serve, but
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Gary has given us a lot of energy and pointed the way to new op-
portunities, despite tough times,” Pat said. “It’s very easy for all
of us to get discouraged, but that hasn’t happened,” he reported
happily. “Instead, our overall culture is probably the most positive
it’s been in years and we’re still optimistic about what’s coming
down the road.”

Innovative Office Solutions, Twin Cities Dealer, On a
Roll for a Good Cause

Innovative Office Solutions CEO Jennifer Smith does her part for an innovative
promotion in support of a worthy cause. 

It’s not unusual, of course, for independents to get involved as
sponsors of their local sports teams. And if they’ve been around
for any length of time, it’s also not unusual for them to organize
promotions geared around historic events or special occasions. 

But there aren’t too many other dealers out there, we suspect, that
combined those two elements in quite the same way as Burnsville,
Minnesota-based Innovative Office Solutions did recently. 

Innovative is a long-time sponsor of the local St. Paul Saints minor
league baseball team and on June 15, the 5,000 fans who turned
out for the evening game against Sioux City found themselves
part of history (or something), as the Saints and their sponsor
teamed up to honor Thomas Crapper, the man who will forever
be associated with the invention of the indoor toilet in the early
years of the 20th Century.

This year marks the 100th anniversary of Crapper’s passing and in
his honor, fans attending the game were asked to bring unopened
rolls of packaged toilet paper to benefit a local hunger relief organ-
ization. Amazingly, the event brought in over 3,000 rolls, including
nearly 1,000 donated by Innovative. Also among the festivities: a
21-flush salute in Crapper’s honor, toilet paper bowling and more.

Sadly, the Saints lost that night but the folks at Innovative didn’t
mind too much. Business is good and they’re having fun. You
might almost say, they’re on a roll!
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Phone: 888.632.5515 Email: sales@imagestar.comFax: 888.635.7479 Web: www.imagestar.com

I.S. Connect is Image Star’s new service offering designed to

help you integrate in ways that can reduce your costs and

improve efficiency. Now you can transmit orders to Image Star.

Contact us to get your password and set us up on your system.

mailto:sales@imagestar.com
http://www.imagestar.com
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A clear complement 
to your professionalism.

Avery® Easy Peel™ Clear Labels 

Special envelopes deserve a special label - Avery Clear  
Labels with Easy Peel. They virtually disappear when applied 
to colored envelopes, books, photos, and more. And with  
Easy Peel, high-volume mailings are a breeze. Just bend  
the sheet back to expose the Pop-up Edge for fast peeling.  
Avery Clear Labels. The clear choice in more ways than one.
 

That’s the power of a great label™. 

Solutions You Can Count On 

The Brand You Can Trust 
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SUCCESS
Hoyle Office Solutions--

Returning to its Roots

This year Hoyle Office Solutions, Arden, North Carolina, will
celebrate its 65th anniversary with the grand opening of a brand
new furniture showroom. It will also be celebrated in another
and more important way, says Kathy Hoyle, who is now at the
helm of the dealership, which was started by her father, James
W. “Red” Hoyle.

“I saw the need to take the business back to its roots, the way
my father built the business originally—through great customer
relationships,” she explains.

Kathy, along with brothers Mickey and Tommy Hoyle, has
turned back the clock to a brand of leadership for which their
father was so well known. She also gives a lot of the credit for
building the business to Krista and Eddie Moore of K. Coaching
LLC, for their guidance.

In 1997, the dealership closed its retail store to become strictly
commercial and moved to a suburban location. “My dad
understood the importance of customer relationships, and a
return to that emphasis is more important than ever now,”
Kathy explains.

“It’s about more than just having great service. We go to great
lengths to know our customers. We pay attention to what is
going on in their lives as well as in their business—birthdays,
anniversaries, special events, their families and their children.”

Kathy’s father, Red Hoyle, who turned 95 this year, still comes
to work one or two days a week. He loves to ride along on
deliveries, visit with the customers, pass out candy and see for
himself the culture that he laid down all those years ago.

Kathy is actively involved in supporting other women in
business. She was instrumental in the development of the
OPWIL group—Office Products Women In Leadership—which
now has more than 100 members.

Adopting a concept from Krista Moore, Kathy likens building
their business to building a ship. “We have many relationships
we need to work on all the time—with customers, community,
and within our industry. You grow by helping others grow. You
build sturdy ships that will weather the storms and enrich the
voyage.”

Congratulations to another successful family business—still the
backbone of the independent office product community!

n Hoyle Office Solutions
Arden, North Carolina

n Kathy Hoyle, 
President and CEO

n Supplies, furniture

n Founded 1945

n Employees: 11

n Partners: TriMega, S.P.
Richards

n Online sales: 30%

n Web: www.hoyleos.com

by Jim Rapp
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Office Depot Gearing Up to Re-Launch Viking
Brand in the U.S.?

Office Depot also appears to be quietly gearing up to re-launch
its Viking brand in the U.S. through a web site located at
www.viking.com.

Office Depot acquired Viking Office Products, at the time one of
the industry’s leading direct marketing companies, in 1998, and

essentially retired the Viking brand in the U.S. in 2005, as part of
a company-wide streamlining effort. 

Now, it looks like the Viking brand is back in the U.S. and senior
Office Depot executives appear to be indirectly involved in the
new company, though there’s no indication of any connection on
the Viking web site itself and the Viking Who We Are page even
goes so far as to describe the company as “a high-spirited
startup.”

AUGUST 2010 INDEPENDENT DEALER PAGE 9

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

continued on page 11

In a move that one veteran industry observer described as a “game-
changer for the entire contract market in the public sector,” Office
Depot announced last month it will not seek to renew its contract
with Los Angeles County, which has served as the lead agency con-
tract for office supplies under the U.S. Communities Government
Purchasing Alliance since Office Depot was first awarded that con-
tract in 1996. 

The current contract, which represents about $515 million in pro-
jected annual sales, expires at the end of the year.

Office Depot’s decision not to participate in the upcoming bid came
as a surprise to many industry observers, since prior to the an-
nouncement, the company had given every indication it intended to
compete aggressively for the contract’s renewal.

In a “Dear Valued Customer” mass e-mail last month, Steve
Schmidt, president of Office Depot’s Business Solutions Division,
said, “We chose not to submit a proposal because the RFP contains
terms that are substantially different than our prior office supplies
contract,” adding that Office Depot believes those terms are “oner-
ous and inconsistent with our long-term strategies and ability to pro-
vide the best value on office supplies to our customers.”

While saying the organization respected Office Depot’s decision, a
senior executive with U.S. Communities offered a very different per-
spective on the RFP terms. 

“Regrettably, they appear to find the strict obligations in the U.S.
Communities program that are designed specifically to protect pub-
lic agencies by providing a guarantee of best government pricing to
be ‘onerous’ in their words,” commented U.S. Communities national
program manager Michael LaPierre.

“What they have termed ‘onerous’ we consider a high bar … There
are other suppliers who are participating and we fully expect that
this review process will yield a result that will provide improved value
to the public agencies that we serve at a time when they need it the
most,” LaPierre added.

The decision not to seek a new contract award comes at the end of

a three-year period that has seen numerous state and local govern-
ment inquiries into Office Depot’s performance and practices under
various office supply contracts. 

According to the Naples Daily News, Office Depot has issued over
$11.4 million in refunds, credits or other settlement payments in
connection with those inquiries.

The Naples Daily News reported ongoing investigations are also cur-
rently underway in Texas, Detroit, Colorado, California and Ohio,
and said three federal agencies—the Departments of Defense and
Education and the General Services Administration—are working
with the Department of Justice in investigating the company’s gov-
ernment contract pricing practices. 

Also last month, a special report in the Naples Daily News charged
state purchasing officials in Florida may have cost taxpayers millions
of dollars under a contract used for office supplies purchases that
Office Depot has held on an exclusive basis since 2003.

According to The Daily News investigation, many of the state con-
tract’s prices were higher than Office Depot offered to smaller gov-
ernment agencies and even to customers in its stores. 

For example, a daily planner refill priced at $27.55 on the contract
was available at a nearby Office Depot store for $12.89, or 53%
cheaper, the newspaper reported.

The Daily News compared purchases made by the state during the
first half of 2009 to prices listed on Office Depot’s public web site
during the same time period and said it found the state’s average
price was at or above public web site prices for 24% of the products
analyzed. 

The Daily News also compared the 25 most costly over-retail prod-
ucts to prices in the company’s 2009 in-store catalog and prices
currently on Office Depot’s public web site. 

Of the 19 products in the catalog, The Daily News said all were
priced lower than the state’s cost. Of the 24 products that were on
the web site, it said all but one is still priced lower today.

Office Depot Says It Will Not Seek L.A.
County Contract Renewal

http://www.viking.com
mailto:Simon@IDealerCentral.com
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Here’s how to connect the dots: Start by
entering www.officesupplies.com into your
web browser and you’ll be forwarded to
the viking.com web site. 

Listed as officers and directors for office-
supplies.com by the Florida Division of
Corporations are the following top Office
Depot executives: Mike Newman (execu-
tive vice president and chief financial offi-
cer); Jennifer Boese (vice president and
treasurer); Elisa Garcia (vice president,
general counsel & corporate secretary),
and Steven Schmidt (president, North
American Business Solutions Division).

No doubt, more information on Viking.com
will eventually be forthcoming directly from
Office Depot in the form of press releases
and/or SEC filings. Meanwhile, it does
seem odd, to say the least, that part of the
launch plan for the new Viking includes
avoiding the appearance of any connec-
tion with the Office Depot brand. 

Next month sees the Spirit of Life Gala,
when the office products industry will gather
in Chicago September 23 to honor MWV’s
David Williamson as the culmination of a
year-long fundraising campaign in support
of the City of Hope cancer treatment and re-
search center.

Since its founding in 1983, the National Of-
fice Products Industry Council has raised
over $75 million to help fund treatment and
research on cancer and other life threaten-
ing diseases, and our industry’s generosity
has continued strong this year, despite the
challenges of a difficult economy.

Out in San Mateo, California, last month, for
example, 120 plus dedicated industry
golfers picked up their clubs and swung
them in support of City of Hope at a special
golf outing sponsored by independent
dealer The Office City and independent
manufacturers rep firm The Godfrey Group.

By the end of the event, a check for $50,000
was on its way to this year’s City of Hope

campaign, thanks in part to generous sup-
port from platinum sponsor United Station-
ers, gold sponsors S.P. Richards, Hewlett-
Packard, Sanford Corp., Smead and Avery
and a host of other industry firms who
stepped up to the plate with sponsorships
or contributions.

“This was the first year The Office City and
The Godfrey Group organized an event like
this and we were delighted with the re-
sponse,” reported The Office City’s Bill Jones.

Not all the checks industry members write
for City of Hope are for huge amounts by
any means, but they all make a difference.

Case in point: the in-house campaign that
Mike Metchikoff and his team at OPMA in
Comstock Park, Michigan, are running this
summer.

Taking as its theme, Change for Change,
the campaign has not only helped channel
much needed funds towards a worthy
cause. It has also spread a lot of fun

continued on page 13
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around the organization and helped build morale and team spirit.

“We wanted to get our employees involved in this year's City of
Hope campaign and, at the same time, have them become famil-
iar with what our company was doing on Facebook and Twitter,”
explains OPMA’s Jen Grubba.

The campaign started in May with a fiercely competitive, com-
pany-wide Rock-Paper-Scissors Tournament, with tournament
brackets and "playoffs" in the OPMA conference room. 

June saw a bake sale with a difference—cupcakes with the words
“City of Hope” written in icing on the top of each one. 

The featured event for July and August was a garage sale on
Craigslist, featuring items donated by OPMA employees and with
all proceeds going to City of Hope.

In addition to the special events, a Change for Change jug has
also been in place in the OPMA breakroom, so OPMA team mem-
bers can donate their change continuously through the end of Au-
gust. The company has also been collecting chip bags and candy
wrappers which they sell to a local recycling company, with pro-
ceeds again going to City of Hope.

“We’re certainly not going to raise thousands of dollars through
bake sales and candy wrapper collections,” says Mike, “but we
are bringing in several hundred dollars and getting our people in-
volved in the overall campaign and making them all far more
aware of the all the good things City of Hope does.”

For more information on this year’s City of Hope campaign and
the Spirit of Life Gala, September 23 in Chicago, visit www.city-
ofhope.org/giving/fundraising-support-groups/NOPI/spirit-of-
life/Pages/default.aspx.

Army Announces New BPA Awards for Office
Supplies and Ink/Toner Products
As we went to press, the U.S. Army announced the results of its
competitive bid for new Blanket Purchase Agreements (BPAs) for
office supplies and ink/toner products. Award winners are as fol-
lows:

Office Supplies BPA Contract Awards
ABM Federal Sales
Adams Marketing Associates
Amerisys
ASAP Business Solutions
Axiscore, LLC
Capitol Supply
Chesapeake Office Supply
Future Solutions
IMPAC Computer Supplies
KPaul Properties, dba Tekmentum
Millers Office Products
Minton Jones
National Industries for the Blind
Noble Sales
Premier & Companies

Rudolph’s Office and Computer Supply
Sita Business Systems
Sun Supply
The Office Group
VIP Office Furniture and Supply

Inks and Toners
American Office Advantage
ASE Direct
Coast to Coast Computer Products
Independent Stationers (is.group)
KPaul Properties, dba Tekmentum
Metro Office Products
Tantaquidgeon Office Supply
WecSys

is.group Adds OPSoftware Products to Member
Benefits
The is.group dealer co-op announced last month that it is offering
OPSoftware’s products and services to its members, including its
Item411.com retail, commercial and government data as well as data
files that can be matched up to the dealer’s choice of wholesaler. 

A variety of Item411.com packages are available to is.group mem-
bers at discounted rates to assist dealers in finding competitive
big box pricing information. 

In addition to current pricing, Item411.com also maintains a year
of historical price and unit changes from big box retailers. 

S.P. Richards Rolls Out Broad Array of New
Programs and Services

It’s been a busy couple of months for S.P. Richards. In addition to
hosting its 2010 Advantage Business Conference, the wholesaler
has been rolling out a steady stream of new programs and serv-
ices, upgrades and executive appointments. They include:

n Launch of the 2011 S.P. Richards Market Share Development
(MSD) Program, featuring an array of print and electronic market-
ing resources for independents including the PrintSmart managed
print services program; a streamlined 10,000 item catalog with a
more focused selection of preferred vendors along with SPR pro-
prietary brands, and the Business Development Toolkit, an online
dealer resource featuring downloadable letters, sell sheets, pre-
sentations and more to support strategic go-to-market initiatives
such as Buy Local, Go Green, and Single Sourcing.

n The promotion of industry veteran John Burgess to vice presi-
dent of sales, with responsibility for managing relationships with
the independent dealer buying groups as well as a number of S.P.
Richards key accounts. Burgess joined SPR in 2006 as general
manager for the company’s Dallas distribution center and moved
to the corporate sales team in January of 2008.  He previously
worked for his family’s dealership outside of Chicago and also
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“The new system has become a great asset. Because 
of the e-commerce site we are able to easily attract 
new customers and we have been able to increase the 
volume of orders as well as the number of lines on each 
order from our customers. The warehouse has improved 
due to the new picking and manifest systems which has 
resulted in a reduction in warehouse staff. Finally, our 
cash fl ow improved because of how easily and effi ciently 

we can invoice our customers”.

Vic Diaso - President

World Class Business Products

“Since converting to BMI OP Revelation, we never 
hear the main customer objection that our website is 
substandard. That objection has gone away and we 
can pursue new customers with confi dence about our 
e-commerce capabilities. BMI OP Revelation delivers 
accurate and highly relevant search results with 

extraordinary product presentation and content.”

Bernie Garvey - President

Garvey’s Offi ce Products

“On October 1st, 2008 we went live with BMI OP 
Revelation e-commerce storefront and back end 
software. I truly feel we had a great conversion. BMI was 
very accommodating in addressing issues with the web 
and making it user friendly. The difference between our 
prior software vendor and BMI is that they care about 
your issues and problems and want to fi x them. This is 
really a state of the art system & every day I learn more 

things that make me happy that we chose this product”. 

Norma Anthony - COO

BF Molz

 
BEAT THE POWER CHANNEL

14 Penn Plaza, Suite 1105 New York, NY 10122

www.bmiusa.com

CALL NOW! 888.580.8382

BEAT THE POWER CHANNEL

SOFTWARE FOR 
The Independent Offi ce Product Dealer
OP RevelationTM from BMI is a complete software solution designed to 

put “Power Channel” technology into the hands of Independent offi ce 

product dealers and will effectively manage e-commerce, customer service, 

procurement, wholesaler supply chains, inventory, warehousing, delivery 

logistics, accounting, fi nancial reporting and operational analysis.

• Unmatched Ease of Use, Functionality & Access to Data

• Rapid ROI Through Improved Effi ciency, Customer Service 
 & Margin Management

• Advanced E-Commerce Search Engine with Enhanced 
 Wholesaler Content 

OP Revelation™

Runs on Microsoft Dynamics NAV®

http://www.bmiusa.com
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held a variety of senior sales management roles with both Sanford
Brands and O’Sullivan Furniture.

n Introduction of version 2.0 of MyAnalystPro, S.P. Richards’ sales
and margin management tool. The program is designed to reduce
the time and guesswork required in preparing bids, highlight op-
portunities to enhance sales and profitability by identifying spe-
cific products and accounts being sold at below or above market
pricing and deliver market pricing intelligence including chain
store and contract sales pricing, independent dealer aggregated
pricing, as well as GSA and DOD e-mall data.

n Rollout of FurnitureAdvantage, a new quick ship furniture program
featuring an expanded offering from leading furniture manufacturers,
with electronic ordering and product shipments consolidated across
multiple vendors and delivered in one shipment in just 7-10 business
days. The program is supported by a special catalog in both print
and online formats as well as additional marketing resources.

n Collaboration with dealer technology provider Red Cheetah to
launch a Spanish language version of its dealer web site utilizing
e-content developed by S.P. Richards. Red Cheetah becomes the
first industry system provider to deploy the Spanish content op-
tion for their dealers, S.P. Richards said. 

For more information, contact your S.P. Richards rep or visit
www.sprichards.com.

United Stationers Establishes Technology Solutions
and Services Group, Wins Customer Service Award,
Adds Two Hon Chairs as Wholesale Exclusives

United Stationers has announced the creation of a new Technol-
ogy Solutions and Services (TSS) group to offer tech-related serv-
ices to resellers to help them increase customer loyalty while
boosting margins.

United said the TSS group will initially drive its managed print
services (MPS) strategy and help develop a value-added distrib-
utor strategy for United and its Azerty division.

“It’s a natural evolution for our Azerty business to become a more
strategic, value-added partner for our IT resellers,” said Pat
Collins, United Stationers senior vice president of sales. “Adding
services into our portfolio will assist us in this transformation.”

The new group is headed by Douglas H. Nash, United Stationers
Technology Solutions and Services Group vice president and gen-
eral manager.

Group team members also include program and marketing man-
ager Joe Capasso, business development specialists for Man-
aged Print Solutions Jennifer Deering (east region), Deb Syracuse
(central region) and Tony Colabello (west region) and vendor pro-
gram training specialists Avneet (AJ) Jacob and Amanda Nielsen. 

Separately, United announced it has been awarded a 2009
Achievement in Customer Excellence (ACE) Award by Market-

Tools, a market research and customer feedback management
company.

The ACE Award recognizes customer satisfaction results from the
implementation of the United’s ACT (Associates & Customers To-
gether) program, which United described as “a comprehensive
business strategy to foster a culture of consistent, positive and
strategic change through customer and associate engagement.”

Also, United announced it will offer two new basyx  by HON chairs
to resellers as a wholesale exclusive, now through the end of
2010.

Pricing for the two chairs—the basyx HON Mesh Chair (item BSX-
VL571VB10) and basyx HON Leather Chair (item BSX-
VL602SB11)—is currently available on United’s ICAPS (Item
Content and Pricing System), and will be part of the monthly Uni-
tape download for technology providers. 

Trevor Gruenewald
Appointed Chief
Operating Officer at ECi

Dealer technology provider ECi
Software Solutions (ECi) has an-
nounced the appointment of
Trevor Gruenewald as the com-
pany’s chief operating officer.

Gruenewald joined ECi in Janu-
ary 2009 as senior vice president
and general manager for DDMS
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and the company’s office equipment divisions.  His list of respon-
sible business units grew to include Britannia, Team Design, OMD
and La Crosse. 

“His contributions to these organizations, and ECi as a whole,
were quickly apparent in the first few months he was with us,”
said Ron Books, president and CEO of ECi. 

Gruenewald has also been responsible for a number of broader
operational areas across the company:  cross vertical solutions
(e-commerce, mobile, etc.), training and implementation, docu-
mentation and development/quality assurance. 

As COO, he will continue to expand his responsibilities across all
business units and several corporate functional areas.

Gruenewald came to ECi from Avaya where he was vice president
for the North American Small and Medium Enterprise (SME) busi-
ness. Previously, he held various sales, channels and operational
leadership roles within Avaya, Lucent and AT&T, and has over 20
years experience in technology and technology services with
those companies. 

U.S Metropolitan Web Site OP Domains Available

Online Ventures USA, the parent company of technology provider
AOS Ware, has announced the addition of premium office prod-
ucts industry domains for major metropolitan areas within the U.S.

Online Ventures said each domain is designed to specifically tar-
get the office products industry within a specific geographic re-
gion, thus making the domain keyword rich and search friendly.
This essentially provides the owner of the domain a head start in
search engine organic rankings for office supply related terms in
their geographic area, the company said.

The domains currently available focus on major markets within
the U.S. including Los Angeles, Chicago, Miami, and Tucson.

In addition, the company said dealers looking to create a targeted
online space for their geographic region may opt-in to develop
custom designed, search engine friendly, turnkey e-commerce
web sites, available through technology provider AOS Ware.

For more information: e-mail Sales@VirtualWebRealty.com or visit
www.VirtualWebRealty.com to see what domains are currently
available.

ACCO Brands Kicks Off Everyday Heroes Contest

Now through October 31, ACCO Brands, makers of Swingline,
GBC, Day-Timer, Quartet, Wilson Jones and Kensington products
among others, is running a special “Everyday Heroes” promotion
with a strong independent dealer emphasis.

The promotion, says ACCO, seeks to highlight office heroes, the

people who know how to use their office tools to keep things run-
ning smoothly and whom everyone turns to pull it all together in
a pinch.

To recognize these Everyday Heroes, ACCO will award a grand
prize of $1,000, redeemable at office product dealers, to one win-
ner in each of three categories—business, home/home office and
school. 

For more information, visit www.accoheroes.com.

Bush Industries Rebrands Commercial Division as BBF 

Bush Industries has rebranded its commercial furniture division
as BBF (Bush Business Furniture). 

"Over the past year, Bush Industries has engaged in a significant
undertaking focused on a new approach to the commercial office
furniture market,” said Jim Sherbert, CEO of Bush Industries.” We
are proudly introducing this approach through the rebranding of
our commercial division as BBF."

"Our reasoning behind the BBF rebranding is pretty straightfor-
ward -- we wanted to create a more flexible, contemporary brand
that is well positioned for a changing economy, while designing
products, services and programs that focus on growth opportu-
nities in a dynamic market," added Mike Chefalo, vice president
of product management, commercial products. 

Ghent Manufacturing Recognized as Best Place to
Work by Local Business Magazine

Ghent Manufacturing has been named a “Beset Place to Work”
by Cincy Magazine as part of the publication’s annual Manny
Awards program.

The award recognizes manufacturing excellence by companies
based in the Greater Cincinnati area. 

Lebanon, Ohio based Ghent employs 130 people in the design,
manufacture and support of its lines of Ghent visual communica-
tion products, Waddell display and trophy cases, and Vivid Board
high-impact marker boards. 

The Hon Company Receives level Certification for
80 Percent of Its Product Volume

The HON Company announced last month that more than 60 of
its products in five categories, representing 80% of its product
volume, have received level certification from Scientific Certifica-
tion Systems (SCS).
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level is the multi-attribute, sustainability standard and third-party
certification program for the furniture industry.  Created by BIFMA,
it has been developed to deliver the most open and transparent
means of evaluating and communicating the environmental and
social impacts of furniture products in the built environment.  

“As a leader in the office furniture industry, HON takes its respon-
sibility to serve as a steward of resources very seriously.  We’re
thrilled to be honored for our efforts—especially from such impor-
tant industry icons as SCS and BIFMA,” said Mark Roumfort, vice
president of product development and management for The HON
Company. “We will continue to strive to reduce the environmental
impact of our products, while continuing to deliver the high level
of performance, style and reliability that’s synonymous with the
HON brand.”

For more information on HON’s level-certified products, visit
www.hon.com.

Zebra Pen Announces New Suite
of Writing Instruments

Zebra Pen last month unveiled its newest
pen, mechanical pencil and highlighter
items, including the H-301 Stainless Steel
Refillable Highlighter, which it says is
America’s first and only stainless steel
highlighter of its kind. 

Also new are the Regal Roller, M-301 now
with 0.7mm lead, F-301 Bold with new
1.6mm point size, M-701 mechanical pen-
cil, Z-Grip Daisies, and Z-Grip Max Bold.

Fifty Years and Counting for Deflecto 

Last month, Indianapolis-based Deflecto, LLC, which says it is
the world’s largest chairmat, bicycle reflector and dryer venting
manufacturer and also makes sign and literature holders, office
workspace accessories and other air distribution products, cele-
brated its 50th anniversary.

The company grew out of modest beginnings, when founder C.P.
Meyer, working in the basement of his Indianapolis home, in-
vented the first air deflector.

Five years later, a clever Deflecto employee turned a magnetic air
deflector upside down on a metal filing cabinet in an effort to or-
ganize invoices and with that, the first wall pocket was invented,
opening up the office products market for the company. 

Today, Deflecto can look back on five decades that have taken its

product line from a single air deflector in 1960 to nearly 10,000
active products. 

In addition to its main manufacturing facility in Indianapolis, the
company expanded throughout the 1990s to include a distribution
center in Fishers, Indiana, and manufacturing and distribution sites
in Dover, Ohio; St. Catharines, Ontario Canada, and overseas. 

New Social Networking Service for Dealers from
The Highlands Group

The Highlands Group, the Atlanta-based independent rep organi-
zation, has announced launch of Heads Up, a new service for deal-
ers that provides content and access to resources for use on
e-mail campaigns and two of the most prominently used social
networks, Facebook and Twitter.

Heads Up will provide two e-newsletters per month offering new
product information, manufacturer news, current sales and pro-
motions, sales tips, links to current manufacturer flyers, links to
product demonstrations and more. 

Subscribers will be rewarded with frequent Dealer Only contests,
where they can win a variety of prizes such as gift cards and/or
customer samples, The Highlands Group said.

In addition, The Highlands Group has launched its own Twitter
and Facebook pages to help fill in the gaps between e-newsletter
updates. Dealers can Follow or Like Heads Up on these pages
and gain access to manufacturer flyers, image and logo libraries,
links to product tutorials and more. 

For further information, contact Bob O’Gara, CEO at 678 244 3523
or visit The Highlands Group web site at www.thehighlandsgroup.com.

The Source Group, New Jersey-Based Rep Group,
Announces Merger with Harvid Sales

The Source Group, an independent manufacturers’ representative
firm headquartered in Mountainside, New Jersey that serves the
New York Metro and Mid-Atlantic markets, has announced its
merger with Harvid Sales. 

The agreement follows the retirement of Roger Gilbert from Harvid
Sales, another New Jersey-based rep organization, and sees the
addition of Peter Holden and his team from Harvid to the Source
Group.

“We have shared several manufacturers over the years and we
had no conflicts in terms of rep coverage and manufacturers,”
commented Source Group principal Ron Zuzovsky. “Our manu-
facturers have been extremely supportive in this strategic move
for our company and we look forward to continued growth in this
down economy.”
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Meet Gussco Manufacturing:
Innovation, Manufacturing Expertise and World

Class Customer Service Combine to Deliver 
Outstanding Profit Opportunities and Value

It’s a business model that has long been familiar to
independents: A small business that’s privately
owned and operated with deep roots in the commu-
nity; a culture based on a fierce commitment to per-
sonal service, where no order is too small and no
task too hard if it keeps the customer happy, and
the ability to go up every day against competitors
with far greater resources and still come out ahead.

This time, though, the company is a manufacturer
and its name is Gussco.

For over 90 years, Gussco has been making filing
and file storage products to fit a broad range of
needs and applications. Now run by the third gen-
eration of the founder's family, the company has
come a long way from its beginnings just after World
War I in New York City, when it operated out of a
post-Civil War building which had been originally
used as a hotel. 

In 2007, Gussco consolidated its operations into a
new state of the art manufacturing facility in Cedar
Grove, New Jersey. This facility, expanded in 2008,
uses processes and equipment Gussco designed
and built itself to ensure maximum efficiencies, re-
duced delivery times and pricing that is just as good
any of its larger competitors.

In a category that is mature and fiercely price-com-
petitive to say the least, that approach has given
Gussco the ability to differentiate itself in the mar-

ketplace and establish a strong position, not just as
a reliable provider of niche products but as a gen-
uine partner, eagerly seeking out opportunities to
collaborate with dealers on innovative and cost-ef-
fective solutions for their customers’ filing needs. 

Says director of strategic planning Ari Sharp,
“Whether you’re looking for a custom product to
meet a specific customer’s requirements, specialty
items for the legal or medical market or support for
a private label program to help build your own brand
as a dealer, we have a basic message for you at
Gussco: Tell us what you want to do and we’ll figure
out a way to accommodate your needs.”

And, he stresses, Gussco will do it in a way that
often delivers impressively strong margins, partic-
ularly in such a highly commoditized category.

Gussco’s custom filing products, for example, can
deliver margins of as much as 35-40% for the
dealer and, Sharp points out, it doesn’t require a
whole lot of in-house expertise to make the sale.

“We have an outstanding team of veteran designers
and customer service reps who support our deal-
ers,” he reports proudly. “All you really have to do
is get us a sample or a basic concept and our ex-
perts can take it from there.”

And, says David Swanz, vice president of sales and
marketing, custom products not only provide non-

commodity margins. They also serve as a powerful
customer retention resource. “If you’re the one
who’s meeting a customer’s unique filing needs, it’s
going to be very hard for any competitor to come in
and take that business away. You not only get better
margins, you also get an ongoing revenue stream
and at the same time differentiate yourself by adding
value to the services a dealer can provide.”

Gussco’s broad range of specialty products furnishes
dealers with another profitable opportunity to differ-
entiate themselves. Its line of intellectual property
folders for the legal market, for example, is a product
that was designed specifically to help attorneys man-
age the patent process and it’s been a steady seller. 

But innovative design is just the beginning. Gussco’s
products also come with a compelling green value
proposition—the company is certified by the Sus-
tainable Forestry Initiative (SFI)—and its 100%
“Manufactured in America” status resonates
strongly with a growing number of end users across
a broad range of vertical markets.

In a segment of the market where “me-too” prod-
ucts are all too common, Gussco offers today’s in-
dependents a way to stand out from the crowd and
deliver genuinely innovative solutions at very com-
petitive prices. To learn more, visit the company’s
web site at www.gussco.com.
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Office products dealers have experienced a roller-coaster ride in the gov-
ernment contracting arena this year, with both significant contract wins
and losses in the federal, state and local government contracting arenas. 

Thus, one might rightfully ask: “Is the glass half full, or half empty?”
While a case can be made for either scenario, NOPA believes the play-
ing field for independents—on balance—has improved. 

This is a result of broader recognition by government of the competitive
capabilities of small dealers and dealer consortia in our industry, and
a growing willingness on the part of senior procurement officials to con-
sult with NOPA and its members as they develop requests for propos-
als (RFPs) for future office products contracts.

Federal Market Outlook
Federal contracting in FY 2011 will remain challenging given the mid-
term national elections ahead this fall—which will tend to slow progress
on important legislation, including a variety of procurement reforms
that NOPA has proposed to our small business allies in Congress. 

Also, Congress is caught up in haggling over the size of future cuts
in discretionary federal spending. Significant budget cuts are almost
inevitable and virtually all areas of government will be affected. 

On a more positive note, the Obama Administration recently formed
two government-wide task forces to develop new strategies to boost
federal purchasing from small businesses in general and service dis-
abled veteran-owned companies in particular. 

However, reform recommendations from these task forces almost
certainly will require implementing legislation and/or rulemaking, so
quick changes are unlikely. 

Since the start of this year, NOPA, with input from members of its
government affairs committee, has contributed a variety of procure-
ment reform proposals to the Office of Federal Procurement Policy
within the Office of Management and Budget, whose new director is
coordinating both task force initiatives.

The recent awards of the second-generation Federal Strategic Sourc-
ing Initiative (FSSI) BPA and U.S. Army second-generation BPA con-
tracts in June and July, respectively, give some hope but also raise
new questions regarding federal government procurement strategies
in the office products industry.

On a very positive note, one of the three active dealer consortia and
several small independents received individual awards under one or
both of these procurements. 

Surprisingly, however, two dealer consortia whose memberships in-
clude a large number of independents with strong track records in
prior federal procurements did not receive FSSI or Army BPA awards. 

Earlier this year, NOPA successfully pushed for expansion of the orig-

inal FSSI “pool 1” awards aimed at small businesses from 3 to 7 con-
tracts, and is continuing to advocate for awarding more BPA con-
tracts to independents and dealer consortia as volume grows under
this procurement vehicle. 

In addition, NOPA and congressional allies pushed hard for changes
in the Army’s bid evaluation process to create a more level playing
field for competitive independents bidding on that new BPA oppor-
tunity. 

The advertised annual market potential of the new FSSI program is
$200 billion. The first generation of the Army program, though smaller,
has been a particularly important sales opportunity for small dealers
and dealer consortia. In short, a great deal of business is at stake. 

On the legislative front, NOPA and its members have broadened con-
gressional awareness of the serious continuing “pass-through” prob-
lem in our industry and have expanded the number of representatives
and senators who now support our proposed reforms. 

NOPA’s efforts have been helped by a series of recent reports from the
General Accountability Office (GAO) that have highlighted serious fraud
in the HUBZone, Alaskan Native Corporation, small business veteran
and 8(a) economically/socially disadvantaged programs. 

Outlook for State and Local 
Government Markets
During the past 2-3 years, NOPA has expanded its role in supporting
members in pursuit of state government contracts in states where in-
dependents are eager to work together to improve their collective op-
portunity to win awards. 

Many states continue to conduct their own bid processes for office
products. For those that do, the opportunities for small independents
to win awards are improving in cases where local dealers, often with
help from NOPA, have provided input to help state purchasing offi-
cials develop RFPs that are less biased against small businesses. 

There also have been significant efforts to highlight and document
the high risks often associated with decisions to award state-wide
contracts to a single vendor.

Recent positive examples include awards of office supplies contracts
to one or more dealers in Florida and North and South Carolina; de-
cisions in California and Georgia to partially reopen their markets to
small independents on a short-term basis following the expiration or
non-extension of a single-source contract, and the active participa-
tion of numerous dealers and NOPA in influencing development of a
new Texas state RFP and then competitively bidding on it through
dealer consortia. 

Results are still pending in Texas, but independents are hopeful that
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there will be more than one award and that
they will be included on a new state contract. 

As other states prepare to develop new office
supplies RFPs, NOPA believes independents
must come together proactively to shape
them to improve the chances for open and
fair competition.

Regrettably, a growing number of state purchas-
ing agencies are shifting toward use of “piggy
back” office products contracts awarded to one
or a few large industry vendors by national or re-
gional cooperative organizations. 

The most prominent cooperative purchasing
organizations offering office supplies contract
programs to state and local governments in-
clude the U.S. Communities Government
Purchasing Alliance, the National Joint Pow-
ers Alliance (NJPA), The Cooperative Pur-
chasing Network (TCPN) and the Western
States Contracting Alliance (WSPA). 

All of these organizations now offer and pro-
mote use of office supplies contracts that
were awarded to one or at most two big box
companies after bid processes that effectively
required the awarded vendor to have a na-
tional corporate footprint. 

The adverse consequences of this approach
for dealers have been compounded by the
fact that these states typically encourage
local governments, school districts and other
public entities to also piggy back on these co-
operative purchasing contracts. 

Changes in the laws of most states have
made it easier to shift to this type of procure-
ment model. 

Most recently, dealers in both Georgia and
New Jersey have seen their successful record
of serving state and local government cus-
tomers ended as a result of a behind-closed-
doors shift by these states to the
NJPA/Staples cooperative contract. 

NOPA is awaiting a decision on its court ap-
peal of New Jersey’s 2009 decision to substi-
tute this piggy-back contract for those of a
dozen incumbent dealer vendors, despite ev-
idence that dealers’ contracts offered more
favorable pricing.

Fortunately, independent dealers are creative
and tenacious, and is.group and TriMega have
now joined AOPD in offering national account
programs that position their members to effec-
tively pursue an expanding range of large cor-

porate and government contracts. 

This is a very significant development in the
independent channel that will help dealers
and their key industry partners challenge the
historic dominance of the national office
product chains in these important segments
of the market. 

Dealers throughout the country should be
watching the competitive bid process for office
supplies that is now in progress through the
procurement division of Los Angeles County. 

The County serves as the lead agency for this
contract that is made available nationally
through the U.S. Communities program. 

As reported elsewhere in this issue, Office
Depot has announced that it will not partici-
pate in this bid, opening the door more widely
for independent dealers who are competing
for this $500+ million/year state and local
government market opportunity.

For more information on the U.S. Communities
program and the other federal, state and local con-
tract initiatives discussed above, contact NOPA
president Chris Bates (cbates@nopanet.org; Tel:
703-549-9040, x 100).
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“My NOPA membership gives my company
a stronger voice by acting as our advocate
for the independent dealer community. As
the complexion of the industry continues to
change, it is nice to have a unified group
working on the issues that challenge us
every day. Their involvement in
government advocacy and industry data
standards are essential to every
independent dealer.”

David Sanner, President
Sanner Office Supply

Erie, Pennsylvania
NOPA Member Since 1996

For membership information,
call 800.542.6672

or visit www.nopanet.org
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One thing about the future: It’ll be here before you know it. That’s
why succession planning is so important for a family business,
particularly if the owners want to keep it all in the family and min-
imize any conflicts in the process of passing a precious business
legacy from one generation to the next.  

Unfortunately, though, most family businesses don’t have a suc-
cession plan and too many don’t even think about it until an un-
expected event like the founder’s sudden death makes it
unavoidable. 

By then, of course, it’s too late, particularly when multiple family
members are involved in the business and there is no clear line of
succession. 

The Lucky Ones
Most dealers we spoke with have been pretty much winging it
from one generation to the next without a formal succession plan.
Without a doubt they’ve been extremely lucky their business has
been able to carry on without any major issues. 

Ables-Land in Tyler Texas was founded in 1965 by Arnold Ables.
His son Gary, who joined the company in the mid 1970s, now runs
the show. Gary’s wife also works there along with his two sons.
It’s the only job Gary has ever known. 

There was no succession plan when Gary succeeded his father
and there was no formal plan for bringing his boys into the busi-
ness five years ago, though Gary was determined not to create
positions specifically for them. 
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“We had openings at the time and they’ve worked their way from
the ground up,” he says proudly.

Both sons completed their college education before joining the
company and both wanted to be part of the business. One son
worked as an intern at an office supply company in Abilene, so
he was a natural for Ables-Land. The other has an accounting and
finance degree and interned with different accounting firms. 

Gary expected that son to focus on accounting, but when a po-
sition became available in Ables-Land’s furniture division, his son
wanted the job even though the position didn’t pay anywhere near
what he could have made with an accounting firm. 

“I told him, ‘I can’t compete with what they can offer you,’” recalls
Gary. “He said, ‘I’m not worried about the money, let’s just grow
the business and the money will come.’ An attitude like that is
hard to turn down!” 

Both sons had to sign a letter that made it clear there were certain
expectations they had to meet, much of which had to do with
character and the way they handle themselves. 

“If they’re eventually going to take a leadership role in this busi-
ness, they have to adhere to those things,” says Gary. “There are
huge advantages to being involved in the business, but to be in a
leadership role you’ve got to be a leader and there are a certain
characteristics a leader must have and certain things a leader
can’t do.” 

Ables-Land has more than 30 employees and both sons have
spent time working under others in the company. Gary feels it’s
important when thinking about the next generation to sit down
with key employees and explain to them that they are the future
of this business and this is the next generation coming in. 

“It’s important to have those conversations, so that they’re aware
that they’re not coming into take anybody’s spot, but they’ve got
different talents from where we’re coming from,” says Gary.  

Gary is in his early fifties and while he isn’t thinking about retire-
ment just yet, he is thinking he’ll eventually need a formal succes-
sion plan. In the meantime, he’s preparing his sons for the future
by involving them in decision-making processes, as well as keep-

ing them updated on the financial aspects of the business. 

Cleve Jacobs, chairman of the board of Brannon’s Office Supply,
represents the second generation at his Talladega, Alabama-
based dealership, which was acquired by his wife’s father in 1950. 

Cleve worked for the company for a short period of time in the
1960s, then joined IBM before returning to Brannon’s in 1970 at age
27, when he was brought in as part of an informal succession plan
to succeed his father in-law. “It was understood that at some point
in time in 1975 I would become president and CEO,” he recalls. 

In 1997 Cleve’s daughter joined the company. By 2008, she was
named president and he took the title of chairman of the board. 

Like so many other family businesses, Cleve did not and still
doesn’t have a formal succession plan.

Nevertheless, he’s confident the business will continue with either
his daughter at the helm, or should something happen to her, one
of the company’s vice presidents, who are not family members. 

He admits he doesn’t have a good reason for not having a formal plan.

“When I got my MBA, I was formal planning everything,” Cleve
recalls. “This business has become a whole lot harder over the
past 8-10 years and sitting down to come up with a formal suc-
cession plan is one hiccup during the day that is not necessarily
productive in my estimation. There’s no reason we shouldn’t do
it, it’s just that we haven’t done it.”

Kyle Office Supply in Tuscaloosa, Alabama, is a third generation
family business. The company was founded by Leonard Kyle in
1929. His son Chris joined the business in 1949 and took over for
his father in 1995. His son, Chris Jr. joined the business in 1979
and his brother Drew in 1987. 

Neither Chris Jr.’s or Drew’s children have any interest in joining
the business, even though Chris’s son is working for an office sup-
ply company in Jackson Hole, Wyoming. 

“I don’t know if I’ve made it clear to him that I’d like him to join
the business, but I’m not putting any pressure on him to do so,”
says Chris Jr. “I did not want him coming to work in the family
business straight out of college and fortunately we were on the
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same page there. He wanted to get out of Tuscaloosa and see the
world and that’s what I wanted for him.” 

Even though the company has never worked from a structured
succession plan, that doesn’t mean Chris Jr. doesn’t see the ne-
cessity of having one. 

“If in the future he wants to join the business, we’ll have a suc-
cession plan,” says Chris Jr.

And when he does put together a succession plan, either for his son
or one of Drew’s daughters should they change their minds about
working for the company, he’s calling on an expert. 

“This is something we’ve never done before and I would want
someone who knew the pitfalls to guide us through
that process,” says Chris Jr. 

Sanner Office Supply in Erie, Pennsylvania, has been
chugging along quite happily for 72 years without a
succession plan. Current president Dave Sanner is
third generation, having taken over after his father’s
unexpected death, which coincidentally is how his
father succeeded his own father. Dave says he does-
n’t think a formal plan would have made a difference
for either him or his father.

“My father was an only child, and none of my brothers or sisters
had any interest in the business,” says Dave. “I’d been at the deal-
ership for a number of years so it was a natural transfer. We could
have had a succession plan if we wanted to go outside and lay
the groundwork.”

Dave realizes his business may be nearing the end of the line. He
has two daughters who don’t work for the company and aren’t in-
terested in it and there are no other extended family members he
can turn to. He’s open to the idea of partnering with another dealer
in the region and possibly transferring ownership over time, but
there really isn’t anyone at the moment that fits the bill. 

“I may go out in a year or so and look for an individual who may
be interested in moving into a business in the hopes
of taking over the ownership,” says Dave. He’s dis-
appointed there isn’t an opportunity to keep the
business in the family, but he realizes that’s the way
it is.

“I wasn’t going to force my kids like my father didn’t
force me,” he says. “My father and I had a talk when
I was younger and he said if you want into the busi-
ness fine, if not, I can always sell it down the road.
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Beyond Succession Planning
John Warrillow, an
entrepreneur who
has started and ex-
ited four compa-
nies, believes for
many family busi-
nesses the best
succession plan is
an exit strategy. He
says that passing a
business onto the
next generation
isn’t always the
wisest decision.

“That’s more a
parenting decision
than a business

decision,” opines Warrillow.  

It’s also a decision that’s ripe with positives and
negatives.

“From a positive standpoint, it’s amazing to watch
your kids blossom, flourish, and learn under your
tutelage,” he says. “Anybody who has coached their
kid’s T-ball team knows what a great experience
watching your kids succeed can be. On the other
hand, there are an enormous number of liabilities.”

He rattles off a few. 

“If your kid is smarter and more driven than you, it
is likely they will spend a lot of time trying to outdo
you. It’s very natural, if they’re in the same business

as you, for them to want to exceed that. That’s a
very heavy hurdle for them to cross and can cause
them to feel insecure. If they’re not as smart, they’re
going to sit in your shadow for the rest of their
lives.”

Even more damaging, he says, particularly with
well-educated kids, is they really don’t want to join
the business, but join out of some obligation or loy-
alty to their parents. 

“If my kids aren’t motivated to be in the family busi-
ness, then I would choose to sell it and put that
money in my estate or give it to my kids to fund their
own start-up,” says Warrillow.

For those who still want to keep the business in the
family, Warrillow has some words of caution.  

“The biggest mistake family business owners make
is confusing education with experience,” he says.
“Business owners will encourage their kids to get a
college education and think their 27 year-old son
with a law degree and much more education than
they have should be able to run the business with
their eyes closed,” he says. 

“They ignore the 30 years of experience the entre-
preneur has built up through sweat equity, intuition
and customer relationships. That can’t be replaced
with any piece of paper.”

He mentions a friend whose son just graduated from
college and was handed the role of vice president
of sales and marketing in the family business. 

“Okay that’s great, but he’s barely qualified for that
job. If he was going to get a job in the real world

people like him have a 20% unemployment rate be-
cause they have no experience,” says Warrillow.
“The cardinal sin family business owners make—
and one just about all of us as parents are likely to
make as well—is to think our children are capable
of taking on these tough challenges, when clearly
they’re not.”

He adds another cautionary tale to the mix.  

“Another mistake family businesses make is prop-
ping up the kids who don’t get the family business
passed down to them. A friend of mine took over his
dad’s business, and his sister did not get the busi-
ness, but she got a lifetime job in the company. It
gave her a sense of entitlement that causes enor-
mous strife between her and her brother. He knows
he can’t fire her and she does things that are clearly
not acceptable to him as an employee, but because
she’s his sister, he’s got his hands tied. His dad cre-
ated this layer of complexity in an effort to be fair,
but what he really did has hamstrung his son from
successfully running the company.”

What should Warrillow’s friend have done?

“Sold the company and let his kids have their own
life,” he says. “If you think you’ve got a business
that’s truly valuable, why wouldn’t you sell it, take
the money and give it to the kids? The most selfish
thing you can do as a business owner is to pass on
a business that you can’t sell to your kids. It’s not
fair to them, regardless of how good your cash flow
is. They’ll turn around in 30 years and resent you
because they can’t sell it.”



In honor of of this year’s Spirit of Life Award Winner for the
City of Hope, David Williamson of MeadWestvaco, Paul 

Ventimiglia and Martin Clemente of Shachihata are continuing
their unique fundraising efforts to buy musical instruments to

help make life easier for the patients who come to the City of
Hope for cancer treatment each year.

David’s theme of “Sharing Hope….Uniting the Body and Soul”
reflects the important role music plays in the healing process.

It enhances relaxation, encourages positive thoughts, decreases
muscle tension and stress, while increasing the body’s production of 

endorphins. It also helps reduce the anxiety, depression, anger and fatigue
associated with cancer treatment. 

That’s why your support of Paul and Martin’s efforts is so important. 

Thanks to your generosity, the Piano Fund, as it has come to be known, has
already provided the City of Hope with a baby grand piano and two portable
pianos, but much more still is needed. 

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 and join Paul and Martin in supporting this noble cause.

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

Any dollar amount is welcomed. Please make your checks
payable to “City of Hope in care of the Art & Music Ther-

apy Fund” and send to the address listed below:

Shachihata, Inc.

Attn: Chris Wiederkehr, 

Sr. Trade Mktg Mgr 

1661 W. 240th Street

Harbor City, California 90710-1310

Add Your Voice to the 
Chorus of Hope

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

http://www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx
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That’s kind of where I’m at. I would love to find somebody to take
over and continue the family name and keep some ownership in
it. You never know—down the road maybe there’s a grandchild
that would want to step in. I’m sure there are other dealers out
there like me.”

Thinking about the next generation
At Bulldog Office Products in Pittsburgh, the second generation
has settled in very nicely, despite having nine different people on
the ownership roster. A succession plan has helped delineate the
responsibilities for each of the nine owners and sets guidelines
for how things should be handled if anyone should decide to opt
out of the business. 

According to Frank Fera, Jr., director of sales, the plan was en-
couraged by the second generation rather than his father, Frank
Sr., who started the business. 

“It was easier for us being second generation to think about the
third generation,” says Frank Jr. “You need something in writing.
For example if any one of the owners doesn’t want to be a part of
it, what are they going to do with their shares? We made it real
clear what you have to do.”

The nine owners include Frank, his two brothers, and his two sis-
ters as well as most of their spouses. When you have nine owners,
one would think it’s would be difficult maintaining a level playing
field. As anyone who comes from a large family knows, with nine
different personalities, things can get contentious from time to
time. Not so much here though. 

“That’s a tribute to my Mom and Dad, because they’ve always been
very giving people and luckily we’ve all followed suit,” says Frank Jr. 

The family ended up using the financial services company that
handles their insurance and 401K’s to draft the succession plan.
It focuses on everything from identifying each person’s role in the
company and estate planning, to buy/sell agreements, how stock
transfers will be handled, as well as how the business will transi-
tion from the second to the third generation. 

The big thing about a succession plan, as far as Frank Jr. is con-
cerned, is the peace of mind it gives the family. “It certainly does
more for that than not having it,” he laughs. 

Stephen Fraga succeeded his father Lupe as president of Hous-

ton-based Tejas Office Products in 2004, though Lupe is still in-
volved, albeit it not on a day-to-day basis. Stephen’s two sisters
also work for the company.

Stephen’s father worked closely with a CPA and an attorney draw-
ing up a succession plan, which involved transfer of ownership
and stock certificates along with all the other business essentials. 

While Stephen’s father had a succession plan in place, there is
none now, nor is there an exit strategy should the family decide
to sell the business. Stephen, who is in his mid-thirties, has twin
one-year old sons and his sister has a 10-year old. That’s why no
one is thinking third generation just yet. 

“If the next generation is going to come in, we have about 15-20
years to keep this thing going,” says Stephen. “But if I knew my
sons wanted to join the business, I’d do as my father did and rec-
ommend they go to college and take entrepreneurial and leader-
ship-type classes.” 

Frank Dittig founded D&D Office Plus in North Versailles, Penn-
sylvania in 1970. After 30+ years building the business, he realized
it was time to pursue his true love—music. Today, he’s a disk
jockey, spinning oldies on the radio and occasionally working for
D&D. Day-to-day operations are handled by his daughter Angela
Moffatt, now the president, and his son Frankie who serves as
vice president. 

“I knew I wanted to back off a bit because the kids were more up
to date with computers and the changes in the office products in-
dustry,” recalls Frank. “For the business to survive people need
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to be more active in the business and I
thought Angela and Frank Jr. were more
prepared than me.” 

While Frank Sr. spins records, D&D is suc-
cessfully rocking and rolling into the next
generation. It was a natural evolution turn-
ing the company over to his children, es-
pecially since they’ve been involved in the
business since they were teenagers. What
it came down to, and what’s critical in suc-
cession planning, is having the confidence
in the next generation to do the job, and
Frank had no doubts that Angela and
Frankie were up to the task. 

Angela and Frankie had pretty much set-
tled into their roles well before Frank
stepped down, but he did have the fore-
sight to work with an attorney to put a plan
down on paper. 

The biggest challenge was making sure his
sales skills could be replaced. That’s where
Angela excels. 

“She’s more like me than anybody so it
was an easy decision,” says Frank. 

Having a formal plan is nice, although Angela
reports it was a natural evolution and both
she and her brother fell into their own niche. 

“It’s on paper now, which is fine, even
though nothing much has changed for me
in my day-to-day duties,” adds Angela.

Although she finds it helpful that her father
consulted with an attorney about how the
business would operate after his depar-
ture, there are some things even a formal
agreement can’t cover.

“At the end of the day it doesn’t matter
what a piece of paper says,” she main-
tains. “It’s really more important to know
your own strengths and weaknesses, and
other people’s strengths, and take that into
consideration as to how they would benefit
the company in the long run.” 

Ultimately, Frank Dittig’s succession plan
came down to trust and confidence in his
children. “As far as I’m concerned, we
have the best possible team in place,” he
concludes. 

Jim Patrick, president of Patrick & Co. in
San Francisco is third generation. The
company had formal succession plans in
place for transitioning the company from
the first to the second generation and the

second to the third. 

His son Jamie also works in the company
and it’s understood that he’s the next in
line, even though Jim doesn’t believe in re-
tirement. He concedes he has a succession
plan but it isn’t a satisfactory one because
of what he calls, “changes in the law.”

He’s referring to the inheritance tax laws
that could affect family businesses. 

“It may be better to do nothing right now,”
says Jim. “I’m kind of struggling with that.”  

Jim offers some words of wisdom for deal-
ers who are considering bringing their chil-
dren into the family business. Besides
making sure they receive the maximum ed-
ucation, he recommends they work else-
where for a couple of years to learn how
other businesses operate. 

“If you only work for a single company you’re
narrow in your approach,” he says. “The
danger in that is they may not want to leave.”

There’s a final piece of advice he shares in
all seriousness: “Don’t have your son
sweep the floors. At a young age they’ll
find this is the most uninteresting job they
would never want.” 

Robert Peck of Peck’s Office Plus in
Brooklyn, N.Y. is third generation. He
echoes Jim Patrick’s concerns about the
current estate tax situation.

“This year is unusual because the unified
deduction is gone so if you die in 2010,
there’s no estate tax,” he says. “Normally it’s
$3.5 million per person, so a couple can
have a $7 million deduction. Assuming your
family’s assets were greater than $7 million,
including the business, you don’t want the
business to get taxed to where you’re forced
to sell the business or be indebted to pay in-
heritance tax over a period of time.”

Robert’s father had the foresight in 1987 to
understand this could be a potential prob-
lem and made sure the business would
pass along to his son outside of the estate.
He consulted with an estate lawyer in
drafting a plan to transfer ownership.

According to Robert, you’re allowed to gift
$1 million of the $3.5 million exemption in
your lifetime, and you’re also allowed to
give out shares in the business. That’s
what his father did, giving him shares of the
company along with additional gifts of

shares over a period of time to the point
where Robert eventually ended up owning
80% of the business. 

“The key to that is you have to live three
years beyond the gift, and if you don’t live
three years, then it becomes part of the es-
tate,” he reveals. “Essentially, he gave me
the business, kept working there, kept
drawing a salary, and paying into his pen-
sion. He just transferred ownership to me
and he did it early.” 

Robert’s father didn’t start thinking of a
succession plan until his son started work-
ing for him. That’s where Robert is now. 

“This wasn’t my first career,” notes Peck.
“For my children, I’d probably do the same
thing—wait until I know they’re really inter-
ested in being in the business and start
working on some similar plan depending
on what my net worth is at the time and
what the estate tax laws are.”

This whole estate tax issue as it relates to
succession planning is complicated and a
couple of paragraphs in an article in a pub-
lication that’s even as distinguished as IN-
DEPENDENT DEALER can’t come close to
explaining it properly. That’s why Robert rec-
ommends hiring a good estate tax attorney. 

“In this area it’s very expensive but you get
what you pay for,” he says. “If you get a
cheap attorney, you won’t get the right ad-
vice, especially if there’s a lot of money in-
volved. Research the attorney and make
sure he’s the most knowledgeable.”

The main concern for family business own-
ers like Robert Peck is that even though
there’s no unified exemption this year, it’s
unclear what the exemption will be next
year, or if they are going to make a change
retroactive to January 1 (which at this late
date seems unlikely).

“This is an impossible year and you have
to mention in the article that until the law is
passed, it’s almost impossible to do any
planning because you just don’t know.” 

Scott Cullen has been writing
about the office products
industry since 1986, including 14
years as an independent
contractor. He does not have a
succession plan.
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Have You Determined
the Future of Your

Business?
By Bill Kuhn

Strategic planning and leadership develop-
ment have a direct correlation to the suc-
cess of a business. A third component—
succession planning or, more appropriately,
succession management—can equally di-
rectly impact business performance. 

All three of these areas require that you ad-
dress the skills and qualities that your busi-
ness has and that your business will need
in the future—getting the right skills in the
right place at the right time.

As the owner and principal of your dealer-
ship, have you come to terms with the fact
that one of your primary responsibilities is
the development and cultivation of the fu-
ture leaders of your organization? 

Do you have a program of succession
management for your dealership and an
exit strategy for yourself? 

Time is Critical
With today’s economy and industry chal-
lenges, planning your business perpetua-
tion or exit strategy is as important to your
dealership as any of the other compelling
issues consuming your time. 

Action in the present is required to position
you, your key people and your dealership.
If you want to sell to an outside party, you
should be positioning yourself now to meet
the criteria of a likely buyer. 

If you want to transition to new ownership
and leadership from among current man-
agers, you should be evaluating options for
structuring a mutually attractive deal as
well as ensuring that the full range of com-
petencies needed for success is being de-
veloped by your successors. 

If you want to hold on for the foreseeable
future, or indefinitely, you must identify the
skills and qualities and the corporate re-
serves (i.e., cash) that you will require to
ensure perpetuity.

Where to Begin
Begin by answering three critical ques-
tions:

n Where is the business going? Answering
this question means spelling out your pur-
pose, a well-defined vision and the direc-
tion your company will take, which ties
directly to your strategic business plan. 

Your answer also lays the foundation for
professionally managing the business for
either management succession or an out-
right sale and emphasizes its importance
to long term growth and success.

n What is the value of your dealership
today and what is your targeted optimal
value? Answering this question requires a
realistic valuation of your company’s worth.
Too often dealer principals hold unrealistic
expectations of the value of their company
right up to the time they wish to sell or re-
tire and then are shocked by the results of
a professional valuation. 

continued on page 33
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My last two columns described methods
of valuing your dealership to determine
what your business is worth and explored
how to enhance and increase that value. 

Gaining a realistic understanding of the
true value of your business allows you to
make better decisions now about how to
increase your company’s value and posi-
tion it more favorably for the future. 

■ Who has or may have the skills and abil-
ities to get your business where you want
it to be? Answering this question requires
an assessment of your employees’ existing
leadership and managerial qualities, be-
havior and performance. It involves evalu-
ating characteristics such as awareness,
self-confidence, the desire to achieve, a
sense of urgency and the abilities to in-
spire, empower, establish trust, earn re-
spect and execute.

Business is too tough and complex today
to run your dealership with anything but
the best talent you can find. Identifying
who has or may have the skills and abilities
will be the subject of an upcoming column.

Steps in the Succession
Planning Process
Succession planning is a rather complex
process. The following steps should be
helpful as you develop the plan.

1. Acknowledge the need for suc-
cession planning and commit to
the process. Committing to the
process means setting aside the time
and energy required. It’s a lot more
than the general thoughts a dealer
principal may have, such as, “I plan
to turn it over to my kids.” Even if you
don’t see yourself leaving for 20
years, succession planning will bene-
fit your business.

2. Set criteria and objectives for
business perpetuation (manage-
ment succession) or for a sale
(ownership succession). In planning
for perpetuation of the organization,
develop a positioning plan to maxi-
mize future shareholder value that will
make ownership highly attractive. 

Base management succession and
ownership on performance and pro-

vide for an orderly transition to mini-
mize organization disruption.

3. Commit the succession plan to
writing, including responsibilities
and time frames. The plan should
include details of ownership transfer,
valuation of the business and the as-
sessment, selection and develop-
ment of future leaders and owners.

4. Focus on leadership develop-
ment. To enhance value, commit to
learning, development and under-
standing. 

Succession planning is not merely
identifying promising employees and
the slots that each might fill. The
focus should be on developmental
activities, combining training and
real-life exposure. Stretch your staff
by increasing challenging roles and
assignments. 

5. Identify your successors. For
years, I followed the basic premise—
espoused by many—of identifying
successors early in the process, fol-
lowed by their development. 

There are times when this may be re-
quired, but my experience has now
shown that the best result typically
occurs when the focus begins with
development. 

In due time, the role to be filled by a
successor and the qualifications and
strengths required in a potential suc-
cessor, will become a key staffing de-
cision for which you are prepared.

6. Discuss succession with those
directly affected. Often, succession
planning is shrouded in secrecy, hin-
dering the process due to lack of
communication and confusion about
the company’s direction. 

Key players need to know where they
stand and what is expected of them.
Openness, honesty and dialog are
essential components. Rumors can
run rampant; it is equally important to
communicate with the entire staff
about the purpose, vision and direc-
tion of the company.

7. Continually monitor and reward
performance. Measure progress reg-
ularly and include an ongoing evalua-
tion of the successors who have
been selected. 

Ascertain whether the right people
are moving into the right positions at
the right time. 

Determine which jobs within your or-
ganization are most critical to achieve
the vision and direction you desire
and identify any shortcomings in your
leadership development and succes-
sion management. 

Objectives, priorities and staff change over
time. Your plan should be flexible enough
to adjust to conditions that may arise.

Those who lead—and will lead—want re-
wards, both financial and non-financial.
They are motivated by challenge, added
responsibility and empowerment. But more
importantly, they are motivated and will
stay with your company because they
know they have an important stake in the
future of your organization.

Act now to create the future you want. The
more focused the effort, the more you
stand to gain from your business now and
at the time of your expected departure.

Bill Kuhn, principal of
William E. Kuhn & As-
sociates, is a noted in-
dustry consultant,
writer, and speaker with
over 35 years of indus-

try experience. He consults with
dealer principals and their man-
agement teams in areas of
strategic planning, leadership
and organizational development,
marketing, financial manage-
ment, valuation and merger/ac-
quisition. For more information,
contact Bill by phone 303-322-
8233, fax 303-331-9032, or e-
mail: BillKuhn1@cs.com.
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Last month we discussed the frustration
many dealers experience trying to get their
reps to consistently perform one of the
most important tasks that they are hired to
accomplish. 

Wouldn’t you agree that most sales people
seek their position within a company be-
cause they like being liked by lots of folks
and don’t like confrontation? However, our
reps can become afraid to consistently
search for new customers, because first vis-
its often involve confrontation and rejection.

In fact, cold calling has become such a
burden for some reps that they will do any-
thing to avoid it, up to and including failing
at their jobs. 

I believe that this problem is manage-
ment’s fault. 

For too long our reps have been taught to
imitate the big box culture that focuses on
price-based enticements and (sometimes)
creating “shell games” for new prospects
to decipher. 

At the same time, we independents decry
the impersonal manner in which our com-
petitors go to market and want
prospects/customers to focus on the ex-
panded level of personal (local) service that
we are better at providing. Talk about a
mixed message!

Now don’t get me wrong, I know we need
to be “competitive.” But selling as if our

prices are lower on an overall basis than
other folks is just not accurate and just as
important, fewer prospects are taken in by
purely price-based ploys. 

“Can I see your invoices please?” doesn’t
work the way it did a few years ago. Ask
yourself if you would want to be asked that
question by a potential vendor.

Personally, I would not buy from someone
who asked me this type of question and
those who do may have a more complex
reason for agreeing to the request than
your rep will ever realize if they don’t ask
other questions first. 

All your rep will discern if a prospect gives
them their invoices is that the prices you
return with must be significantly lower than
the incumbent in order to win the business. 

Is it any surprise that the rep and your
company will come to believe that price is
the only differentiator in the market place?
No wonder margins continue to shrink!

What we need is a unique approach to
cold calling that won’t cause our reps as
much anguish nor cause our prospects to
feel pressure to switch away from their cur-
rent vendor without reasons they can eas-
ily justify. 

The problem we have is that there are not
many prospects in the world without a cur-
rent vendor. 

In a sense a prospect’s current vendor is

like their boyfriend or girlfriend for office
products needs. 

However, I coined the term “Dating the
Gatekeeper” because in most cases the
decision makers we deal with are women
and no one wants to be told that their cur-
rent boyfriend isn’t a good match for them.
(I apologize in advance if you are offended
by this analogy. Please use a different one
if you like it better.)

The bottom line: Our sales reps need to
find a way to build a better relationship
with the prospect than the prospect’s cur-
rent vendor has. Challenging? Yes, but
isn’t relationship building what we are sup-
posed to be good at? 

When we assume prospects will automat-
ically love us because of our products or
our pricing, aren’t we acting just like the
guys that all you women used to hate in
school? 

Remember the guys who would say things
like, “Hey Baby!” and “What are you doing
Friday Night?” I’m not all that smart, but I
noticed one thing very quickly during my
high school days: I never saw the guys
who used such tactics with any girls. 

Strong relationships are built somewhat
slowly and start with a polite introduction,
not a “cat call” or a price based plea. 

Some will say, “We don’t have the time to
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Dating the Gatekeeper CONTINUED FROM PAGE 34

start a proper relationship, the rep needs
to sell something right now.” But look at
your current sales process. Very few
prospects become customers without at
least three to six contacts. 

If you receive an order after the first or sec-
ond call you might want to check your
churn rate. I will bet you that at least 60%
of those folks don’t become long-term
customers and that same churn problem
wears on your reps until they become dis-
couraged with the entire cold calling
process. 

Consequently, I suggest you consider
“Dating the Gatekeeper” rather than trying
to pitch her or get around her. 

In just the past two months I have taught
my own version of the dating technique to
three different sales teams and had them
make live calls during the training. 

In the two instances where the audience
was composed of outside reps, we paired
two reps and had them compete against

four other teams to see who could make
the most outside calls within 45 minutes. 

In order to qualify for the prize the prospect
(gatekeeper) had to give the reps their
name and permission for them to return
again. 

In the first dealership we had 41 successful
cold calls in 45 minutes of calling and in
the second location 59 cold calls were
completed. 

The third sales team was composed of 25
inside and outside reps. Each contestant
was given 15 minutes at their desks to call
prospects, find out the gatekeeper’s name
and receive permission to come by with a
free gift. Over 80 successful contacts were
made within those fifteen minutes!

Last month, I started this series by com-
mending my colleague Krista Moore for her
article in April about how to conduct a fact-
finding meeting with potential customers. 

Whether you are selling on price or “Dating
the Gatekeeper,” getting that meeting

should be the end game and will determine
(in most cases) whether or not your rep can
actually convert a prospect to a long-term
customer. 

So, let’s stop focusing on trying to sell on
the first call and move purposefully to-
wards fact-finding and need fulfillment. Ac-
cording to Match.com, “Tell me about it” is
the single most successful phrase for ef-
fective dating, especially if you want to re-
place a current boyfriend.

One last thing: The reps involved in “Dating
the Gatekeeper” had a lot of fun! You heard
me, fun while cold calling! What a concept!

Tom Buxton just celebrated his
28th year of marriage to the same
woman, but he dates “Gatekeep-
ers” every few weeks. Please con-
tact him if you have reps who
need to brush up on their dating
technique. For more information,
visit www.interbizgroup.com.
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As one of the top sales reps at Fris Office Products in Holland,
Michigan, Phil Veldheer typically heads out for his first call at about
6:45 a.m. and keeps making those calls until he gets back home
around 11 hours later. It’s a routine he’s followed since joining Fris
back in 1989 and on an average day, Phil estimates he calls on as
many as 30 different customers as he makes the rounds.

For most office products salespeople, that would be a blistering
pace, but it’s nothing compared to what happens when Phil puts
his catalogs away and gets behind a different set of wheels.

In addition to his office products career, Phil Veldheer is a drag racer
and has been since first climbing into his older brother’s 1965 Pon-
tiac GTO at the tender age of 17. 

Phil put his first race car together as a senior in high school and
he’s been building them ever since. And they’ve been going faster
and faster!

Two months ago, Phil set a new world record in his 1969 Camaro in
the International Hot Rod Association’s F/CM class of drag cars.
He owns six race cars in all and he drives the fastest two. He has
four other drivers for the other race cars.

Not to get too technical here, but breaking the previous record
(which he also held) called for just a little more speed than most of
us are used to. Would you believe a quarter of a mile in just 10.77
seconds? At over 121 MPH!

And Phil did all that after spending five hours the day before meeting
the association’s requirements for the record by disassembling his
engine and reassembling it in front of a panel of technical inspec-
tors. And once he made his run, he had do it again and come within
1 percent of his new time for the record to stand.

There’s a rich tradition of support for automobile racing of all kinds
among office products companies and Phil and his team of racers
count as sponsors three of the industry’s top names: Quartet Man-
ufacturing, Sanford’s Sharpie brand and S. P. Richards’ Genuine
Joe brand of cleaning products.

"I was out at the S.P. Richards ABC Show in Miami earlier this year
and spent over one hour talking cars with one of their top execu-
tives," he recalls with a smile. "It was truly a unique experience."

Phil is 61 years old and a proud grandfather, so after close to 45
years of adrenaline-surging speed and with a new record in the
books, it’s probably time to start slowing down, right?

Not quite. "Breaking the old record was the top item on my bucket
list and now that’s out of the way, it’s time to move on," he says.
But when Phil Veldheer moves anywhere, he moves fast. Next up:
cracking 200 mph at the Bonneville Salt Flats in Wendover, Utah.
Looks like there might just be a follow up story in the making in a
couple of years. Stay tuned!

The Other Side of Phil Veldheer
Fris Office Products

Driven to Success


