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THE

WINNERS’ Circle
Are You LinkedIn 
to NOPA?
What are some of the more innovative
ways dealers have used to gain new
accounts? How can you avoid com-
mon business communication mis-
takes? Is a paper expanding file

pocket produced on Main Street USA worth a few nickels
more than products from Mexico or China?

These are just some of the questions currently posted on
the discussion board of NOPA's LinkedIn.com group
page. 

Ideally, each of these questions and others like them
would be generating a small avalanche of responses and
plenty of dialog among group members. Unfortunately,
that's not really happening right now, mainly, we suspect,
because most people are still getting used to LinkedIn
and all the other social media networking platforms out
there. 

But even with the current relatively low level of participa-
tion, the potential is clear. Most dealers, particularly in
today's tough business climate, have more questions
than answers and the NOPA LinkedIn group page and its
discussion area provide a highly efficient way to get in-
formed opinion and feedback literally at your desktop. 

Right now, there are over 600 members in the NOPA
LinkedIn group and if you're not already one of them, join-
ing is free and easy. And once you have joined, try your
hand at posting a question or giving your ten cents on one
that's already on the site. 

One of the most important roles NOPA plays for our in-
dustry is as a neutral forum for the exchange of ideas and
information on issues of common interest and concern. 

The NOPA LinkedIn page takes that role to the next level
and shows the association at its best—proactively taking
advantage of technology to reach out to all industry mem-
bers in new and innovative ways. And the more folks par-
ticipate, the more effective and valuable that effort will be. 

So what are you waiting for? Just point your web browser
to www.linkedin.com/groups?gid=1786526 to get started.

    Saluting One of Our Own: Cole Slominski, Wisconsin
Dealer Team Member, Heading to Afghanistan with
the Army Reserve

Next time you find yourself tearing out your hair over some thorny 
office products problem, spare a thought for Cole Slominski and
some of the challenges he’s facing right now.

Up until last month, Cole was a delivery service rep with EZ Office
Products in Madison, Wisconsin. After joining the dealership in 2008,
Cole had become one of its key team members, with an outstanding
work ethic and a loyal group of steady customers who valued his 
dependability and cheerfulness.

As a member of the Army Reserve, Cole had already served one tour
of duty in Iraq before joining EZ Office Products. Now, he’s once again
providing dedicated service to our country after deploying at the
beginning of July to Afghanistan.

People of good faith and different political persuasions can debate
the merits of our involvement in that troubled country, but there’s no
debating the debt we all owe to the fine men and women who put
their lives on the line on our behalf.

“Cole is absolutely the most committed, responsible, genuine and
sincere young man I've ever met,” says EZ Office Products’ Rose
Molz. “We’re all very proud of him and grateful for what he and his
fellow Reserve members are doing.”

If you’d like to join EZ Office Products’ co-owners Rose and Gary
Molz in sending your own message of support to Cole, you can reach
him at CSlominski@ezop.com. Or if you’d like to drop him a line or a
care package, send it to him c/o EZ Office Products at 2838 Progress
Rd, Madison, WI 53716.

And if your business has team members serving in the armed forces,
please let us know and we’ll be happy to give them the recognition
they deserve. Just drop an email to simon@idealercentral.com and
we’ll take it from there.

mailto:CSlominski@ezop.com
mailto:simon@idealercentral.com
http://www.linkedin.com/groups?gid=1786526


The #1 Software Provider for the Office Products Industry

The foundation for your business’ success. 

Only ECi offers you a choice  
in software solutions to fit your 
business. Over 400 new  
customers have made the  
switch to ECi in the past year.
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The Office City and the Godfrey
Group Join Forces for City of
Hope Fundraiser
Out in San Mateo, California, last month,
some 100 plus dedicated industry golfers
took to the fairways in in support of the 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
$90,000 was on its way to this year’s City
of Hope campaign, thanks in part to gener-
ous support from platinum sponsor United
Stationers, 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 sponsor-
ships or contributions.

“This was the second year The Office City and
The Godfrey Group organized an event like
this and the response was even better than in
2010,” reported The Office City’s Bill Jones.

Ohio Dealer Today’s Business
Products Launches Drive to Help
Afghanistan's Children
When Bill Botkin, a sales consultant with
Today's Business Products in Cleveland,
got a call from his daughter, gunner’s mate
Jenna Messer stationed in Afghanistan, 
asking him for donations of school supplies
for a grassroots project to help school 
students in Afghanistan, how could he 

possibly say no?

The project, Operation P.E.N.C.I.L. (Pencils.
Erasers. Notebooks. Crayons. Illustrate.
Learn.), was created by the soldiers of the
16th Military Police Brigade and carried out
by the soldiers, sailors and airmen of the
193rd Military Police Battalion, Task Force Tri-
dent, and the 46th Military Police Command. 

Their mission: to provide school supplies for
both students and teachers to help 
facilitate the learning that will one day change
the face and the future of Afghanistan.

Wanting to do more than just send a few
pencils and pads of paper, Bill approached
Today's president, Rick Voigt who 
enthusiastically embraced the project and,
with contributions from the staff at Today's,
was able to ship boxes of supplies to Bill’s
daughter in Afghanistan.

But the need still remains and Bill is hoping
industry dealers and manufacturers will open
their hearts and embrace this project as much
as Today's Business Products has. 
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Even the fiercest competitors found a common
reason to celebrate at last month’s The Office
City/Godfrey Group golf outing. The event raised
over $90,000 to support cancer treatment and re-
search at The City of Hope.

http://www.phoenixsafeusa.com


Your donations of pencils, erasers, 
notebooks, crayons and other school 
supplies can be sent directly to Bill Botkin
at Today's Business Products, 12985 Snow
Road, Cleveland, OH 44130. For more 
information, contact Botkin via email.

Thirty Years and Counting for
Warren’s Office Supplies, 
Maine Dealer
In Springvale, Maine, Warren Roberts and
his team at Warren’s Office Supplies have
been celebrating in fine fashion as they
mark the 30th anniversary of the dealership
he founded back in 1981.

Warren’s started out in a small retail store
with one inside clerk handling walk-in trade
and bookkeeping and Warren himself 
serving as the dealership’s sole outside
salesperson.

Today, the dealership has grown to a staff of
13 operating out of three different 
locations. Warren came to the office products
industry from his family’s home heating oil

business and the family culture he grew up in
remains strong at his own business.

Susan Roberts, Warren's wife, serves as
treasurer and daughters Melissa Roberts
(vice president and assistant treasurer) and
Jen Roberts (sales and marketing manager)
both play key roles at the dealership. 

Despite the challenges of the overall 
economy, the past year has given Warren
and his team plenty to celebrate. Business
is up about 6%, Warren reports, thanks in
part to a major push in the cleaning and
breakroom area. 

Highlighting the anniversary festivities was a
“30 Days of Giveaways” promotion that 
offered customers and prospects the chance
to win special prizes, including two Apple
iPads as grand prizes. 

“We got terrific support from our vendors
and first-call wholesaler S.P. Richards and
the promotion was a huge success,” said
Warren happily.

Our congratulations go to one more
independent who’s showing there’s still
plenty of room in the office products world

for hard-charging, well-run family owned
and operated businesses.

CA Dealer Office Advantage
Named Best New Dealer of the
Year by National Industries for
the Blind
In San Diego, co-owners Janette Martinez,
Rod Manson and Steve Jewett and their
team at Office Advantage are wearing big
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Office Advantage president Rod Manson (center)
receives the Best New Dealer of the Year Award
from Karen Walls, president of NAEPB and Kevin
Lynch, president and CEO, National Industries for
the Blind (NIB).
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smiles after receiving special honors from
the National Industries for the Blind (NIB)
and the National Association for the 
Employment of People Who Are Blind
(NAEPB) as Channel Management Best
New Dealer of the Year. 

They also qualified as an Outstanding Ability-
One Distributor in their first year in the program.

“We spent a lot of time making sure we re-
ally understood the federal marketplace be-
fore we submitted a contract,” explained
Steve. “We say it took five years and four-
teen days—five years to understand their
process and then fourteen days to submit,
respond and receive the Schedule 75
award.” 

Evidently, all that careful preparation paid off.
Our congratulations to the entire Office Ad-
vantage team!

Leadership Transitions to Next
Generation at Hummel's Office
Plus, NY Dealer
Still not sure if there’s room in today’s industry
for family-owned and operated dealerships?

Just take a trip to Mohawk, New York and see
what’s happening at Hummel's Office Plus.

Last month, Justin Hummel replaced Harrison
J. "Chip" Hummel III as chief executive officer

and his brother Harrison J. Hummel IV as-
sumed new responsibilities as chief operating
officer.

With the transition, Chip, whose grand-
father founded the company in 1934 and
who had served as CEOfor nearly 35 years,
now becomes chairman of the board.

"Our team of people is genuinely excited
about the transition into our fourth generation
of ownership and operation,” Chip said. “We
have moved through a succession planning
process spanning almost five years before
making these announcements. Justin and
Harrison are both committed and prepared
to take our company to another level. With
this transition, our family's and organization's
focus will continue to be the customers and
communities we serve."

Source Office Products, CO
Dealer, Garners Plenty of Ink on
Business Magazine’s Website
If you read last month’s cover story on
Managed Print Services, you’ll already
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The new leadership team at Hummel’s Office Plus
(left to right): New COO Harrison, new CEO Justin
and new chairman of the board Chip Hummel. 

http://www.mbsdev.com


know that John Givens and his team at
Source Office Products move a ton of ink
as one of the dealer community’s most 
aggressive MPS practitioners.

But they’re not too shabby when it comes
to generating ink of a different kind either, if
a recent article on the Colorado Biz 
magazine website offers any indication.

Business consultant and regular columnist
David P. Mead interviewed John for his 
ongoing series on “Colorado Success 
Stories” and provided an outstanding
forum for him to present his dealership to
key buyers and decision makers through-
out the state.

“Source Office Products seeks to tailor a
solution for each client,” John told them.
“We combine a strong commitment to 
superior IT systems and business proc-
esses with a commitment to serve each client
as they want to be served. Each client has 
different priorities and pain points. Our 
account managers meet with each client 2-4
times a year to assess their needs.

“With automation and IT, we can provide

‘mass produced customization'. Process
and work flow is very important since 
minimizing the number of times people touch
the order leads to higher quality, speed, and
efficiency. We stress automation with both
customers and our suppliers—greater than 94
percent of our business is conducted online
in real time by customers.”

We could go on—the interview does for 
another 500 words or so—but you get the
picture. And thanks to the good efforts of
Mr. Mead, so do a bunch of prime
prospects for John and his team!

Re-Branding Effort for Herald 
Office Solutions, SC Dealer
Herald Office Solutions is a South Carolina
business institution, with a seven locations
in the state (plus one in North Carolina) and
a history that goes back all the way to 1893.

But over time, says Herald’s Thomas 
Jordan, its image in the marketplace had
become vague and confusing. “We’d had
the same logo since 1982 but no one really

knew what it meant and there was very little
consistency in how our various divisions
and locations went to market,” he explains.

The solution: a company-wide re-branding
effort that gave Herald a fresh new face and
put everyone at the dealership on the same
page.

Working with the PureRed Creative market-
ing agency, Thomas and his team 
embarked on an ambitious process to de-
velop a new slogan for the company—
“Let’s Talk Office Solutions”—and a new
look that impacted everything from 
business stationery to truck wraps.
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Express Yourself!
DURABLE Click Fold Name Badges

DBL276-2011LN

These flattering, elegantly curved, 

convex-style badge holders open 

and snap closed like a clam shell for 

easy insertion of a 21⁄4"h x 33⁄4"w insert 

or business card. Click Fold is 

made of environmentally-safe, 

clear polypropylene and comes 

in five attachment styles—slip-on 

clip, combi-clip, magnet clip, strap 

clip and safety lanyard. Printable, 

clean-tear micro-perforated badge insert 

packs are also available.

Click Fold badges are a unique, high-quality 

identity solution that is wholesale-supported.  

We invite you to email us for samples— 

customerservice@durableofficeproducts.com.

mailto:customerservice@durableofficeproducts.com


It was time consuming and not cheap, but
was it worth it? “Absolutely,” answers
Thomas. “We’ve gotten some great 
feedback from the markets we serve and
it’s been a real morale booster for the 
company as a whole. And now, when we
call on prospects or conduct business re-
views, our presentations are consistent and
people know who we are.”

Ball Office Products On a Roll in
Richmond, VA
A recent posting on their Facebook page
proudly proclaims the good news at Rich-
mond, Virginia-based Ball Office Products:
“Today may have just been the highest
order count ever here at Ball. Big thank you
to our customers and to the team for 
working so hard!”

It wasn’t like the recession left the dealer-
ship totally unscathed, reports president
Melissa Ball, but its impact was relatively
mild, late in coming and short-lived.

And the dealership got a major boost to

business earlier this year, after being one of
just two companies selected to provide
Richmond’s Virginia Commonwealth Uni-
versity (VCU) with its office supplies.

With over 32,000 students and an annual
operating budget of nearly $900 million,
VCU is a major presence in the city and the
new contract—valued at some $2.6 million
annually—represents a major new growth
opportunity for Melissa and her team. The
contract runs for one year and is renewable
for up to five years.

It took a while—fully a year between publi-
cation of the initial RFP and announcement
of the contract winners—and Melissa and
her team found themselves making some
challenging formal presentations and con-
ducting lengthy negotiations along the way.
But, she says, it was not only worth all the
hard work from a business point of view,
but also taught some valuable lessons
along the way.

“One thing we learned—and it’s a great les-
son for all independents—is that you

should never count yourself out of oppor-
tunities like this just because you happen
to be a small business rather than a na-
tional big box,” she contends.

“We were fortunate to be working with an
institution that made a clear effort to in-
clude local independents in the process
and we were given the opportunity to make
our case, instead of being overlooked, as
all too often happens.”

Melissa and her team have been working
the contract for several months now and,
she reports, it’s been going extremely well. 

“We have three reps dedicated to the cam-
pus, offer same-day desktop delivery using
our own drivers and have heard nothing but
good things about our service and flexibility,”
she reports proudly. 

Hat’s off to yet another independent who’s
out there and proving they can do just as
well, if not better than their national com-
petition, no matter how big the account!
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Garrigans.com, OH Dealer,
Receives WBENC Certification
Springfield, Ohio-based Garrigans.com last
month announced it has received national
certification as a Women’s Business 
Enterprise by the Ohio River Valley
Women’s Business Council, a regional cer-
tifying partner of the Women’s Business En-
terprise National Council (WBENC).

WBENC is the nation’s largest third party
certifier of businesses owned and operated
by women and its certification process is
designed to confirm the business is at least
51% owned, operated and controlled by a
woman or women.

Friends Business Source, OH
Dealer, Launches Office Crashers,
New Customer Loyalty Program

Ken Schroeder and his team at Friends
Business Source have come up with an in-
novative way to boost customer loyalty that
is not only helping to create a lot of (what
else?) new friends but also generating ad-
ditional sales in some of the dealership’s
less traditional product categories.

It’s called Office Crashers and once a
month the Friends team use it to show their
appreciation for customers who take full
advantage of their resources as a true one-
stop shop for the office.

“We look at our customers’ accounts monthly
and verify that they’re taking full advantage of
all of our product categories,” explains VP of
operations Dale Alt. And if they quality, they
get a surprise visit from their friends at Friends
who come bearing office prizes, plenty of
balloons and other goodies to show their 

appreciation.

“With Friends, we know that ‘it just works’,”

says one of their recent “crashees.” “Stuff
shows up by way of next-day delivery and
our people are satisfied. So, balloons aside,
we are happy customers.”

It’s a lot of fun, but there’s also a more se-
rious purpose, explains Friends VP of sales
Betsy Hughes. “We really just want to give
our CEO, account managers and cus-
tomers the opportunity to meet. We want
our customers to know how much we 
appreciate their business and the opportunity
to serve them.”

And so far, it’s having a real impact. “You
wouldn’t believe all of the emails and phone
calls our sales and customer service teams
receive after a crash!” says regional sales
manager Stacey Wolke. “Customers want
to qualify for the program.”

Like to see for yourself what it’s like to
crash a customer Friends-style? Just point
your web browser to http://www.friendsof-
fice.com/office-crashers-11.html. 

Burris Office Products, AR Dealer,
Picks Up Local Wide-Format
Specialty Printer
In Russellville, Arkansas, Ed McSpadden
and his team at Burris Office Products took
a big step forward in the effort to position
themselves as a true one-stop shop for
their customers with the purchase of Whit-
ten Reprographics, a specialty printer serv-
ing the local architectural, engineering and
construction markets.

The move brought Burris two large, wide-
format printers and the opportunity to add
a reprographics center to its downtown
store and distribution center. Also part of the
deal: Whitten’s customer list comprising the
key architects, engineers and contractors in
the market. 

Burris is also an Office Furniture USA dealer
and, says Ed, that makes the  new acquisi-
tion even more of a good thing.

“We’re not only looking forward to an in-
crease in our walk-in traffic but also, closer
ties with the local A&D community and ear-
lier insights into upcoming office projects,”
he reports happily.

Meanwhile, the dealership is ramping up
the rest of its office furniture business—in-

cluding a healthy
custom office built-
ins operation—and
gearing up for a
major push in the
jan-san area.
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In Memoriam: 
Richard L. Hurst, of Hurst Office Supplies

Richard Lawrence
"Dick" Hurst, 76,
owner of Hurst Of-
fice Suppliers in Lex-
ington, Kentucky,
died July 31. He was
76.

Dick grew up in the
business that was
founded in 1923 as

Hurst & Byars Printing by his father, Ollie,
and business partner Robert Byars. 

He took over as president after his father
retired in 1969 and grew the dealership to
become, as the local newspaper noted, “a
downtown fixture for more than eight
decades.”

An alumnus and avid supporter of the Uni-
versity of Kentucky, Dick was known for
distributing thousands of bumper stickers
each year celebrating his beloved Univer-
sity of Kentucky Wildcats. 

“Dick believed in giving back to the com-
munities and organizations his business
served,” noted Hurst vice president Tom
Gormley, citing his sponsorship of “The
Ollie Hurst Annual Scholarship” at the
local Transylvania University as a typical
example of his generosity.

“Beyond that,” Tom added, “he quietly
and without recognition helped hundreds
of people he did not know.” 

Lexington Mayor Jim Gray said in a state-
ment: "I'll always smile when I think of
Dick Hurst. He was a good-hearted citi-
zen, involved and active in city life. And he
was a great salesman, too. As a small-
business owner, he represented the back-
bone of Lexington and the spirit of
America."

Dick Hurst is survived by wife Palina
Warner Hurst, daughter Hope Lanham,
son-in-law Joseph Lanham and grandson
Andrew Hurst Lanham. 

Memorial contributions may be made to
the Central Christian Church, Building
Fund, 205 E Short St, Lexington, KY
40507 or Hospice of the Bluegrass, Devel-
opment Office, 2312 Alexandria Dr, Lex-
ington, KY 40504.
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Why in the world would anyone start an 
office products business from scratch in
2008, with a recession underway, and in
Tuscaloosa, Alabama, of all places, a city
of slightly less than a million people, with
more competitors than any city of its size
than anyone knows about—seven inde-
pendents, plus Office Depot and Office-
Max in town and a Staples nearby?

That’s what friends were asking Frankie
Mann when they heard he was returning to
his hometown and not only starting an 
office products business, but doing so
without a single customer!

“It was something I just had to do,” says
Frankie. “I grew up in this industry, working
in my father’s dealership, but I hated it.
After being gone for 15 years and working
in another industry in Arkansas, I wanted
to move back home. My father sold the
business while I was away. I tried to buy
the business, but was unsuccessful.”

Now, three years after he first turned on
the lights at his new venture, Frankie has
gone from zero to 800 customers, with an
attrition rate of less than 1%.

Frankie the Encourager
People call Frankie Mann “The Encour-
ager.” “I always encourage others to
achieve their goals, to never give up, to
take risks. I guess it’s because I’m always
encouraging myself. I was scared to death
when I started this business, but we just
kept plugging away. I tell my people that
when you’re in a commodity business, it’s
all about relationships. That’s what makes
the difference.”

Frankie describes his company as a selling
organization. He and two other reps do the
outside selling, with three customer serv-
ice specialists inside.

Both outside reps and drivers are always
well stocked with peanut M&Ms, which
they dispense liberally as they make their
calls. 

“We’ve developed quite a reputation
around town as the M&M Folks,” Frankie
explains. “It’s well worth the cost. We also
give gift cards for Starbucks, Wal-Mart and
Target stores for referrals.”

A Business Built On Faith
Talk to Frankie Mann for only a few min-
utes and you’ll quickly realize his faith and
his commitment to honesty and business
ethics loom large in his life and in all his
dealings.

He and his company support a number of
local charitable organizations, including
House of Hope, helping men who have
been released from prison.

Through a project developed by the
Chamber of Commerce to help schools in
the area, he and his team have also
adopted a local elementary school.

“Our city is still recovering from the terrible
tornado last April,” says Frankie, “but
we’re making slow progress. As the reces-
sion eases up, we plan to double our busi-
ness in the next two to three years.

Guess he’d better stock up on those
M&Ms … sounds like he’s going to need
them!
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The Recession and a Tornado Can’t Stop This New Independent

� OESCO Office Equipment Supply Co. 

Tuscaloosa, Alabama

� Frankie Mann, 

President and Owner

� Supplies, Furniture, 

Printing, Janitorial

� Founded: 2008

� Sales: $1.5 million

� Employees: 10

� Partners: Office Partners, 

S.P. Richards

� Online Sales: 58%

� www.OESCOLLC.Com

Secrets of Success

By Jim Rapp

http://www.OESCOLLC.Com


Box Tops cash 
helps schools purchase 

computers, playgrounds, 
books and more!

ADVERTORIAL

Giving back is common cents 
          with Avery and Box Tops for Education.
When most people think of Box Tops for Education, it is usually 

parents, students and teachers that come to mind; but often 

businesses are the largest contributors of Box Tops coupons.  With 

a diffi cult economic climate, many businesses and individuals have 

been forced to scale back their levels of charitable giving. While it has 

become increasingly more diffi cult to give back, there is more need for 

community and educational support than ever before. 

Avery Dennison, is a 75-year-old global leader in pressure-sensitive 

technology with a beloved offi ce supply brand. They’re empowering 

businesses to give back to the community in a big way, with a simple 

cause-marketing opportunity through Box Tops 

for Education. Any company or individual can 

become a supporter of Box Tops. 

It’s easy to get involved 
and will pay big 
dividends to students, 

teachers and schools  

throughout the country. Over 

1,000 Avery offi ce products are 

marked with Box Tops coupons 

and thousands of coupons are 

unintentionally thrown out each 

day. In a single year, businesses 

can clip Box Tops coupons from 

Avery participating products and help 

K-8 schools earn up to $20,000. Many 

schools are currently not working with 

local businesses, so this is a missed 

opportunity for valuable 

cash donations.

This successful fundraising program has helped 

America’s K-8 schools earn more than $400 million 

over the past 14 years and over $50 million dollars 

last year alone! So when you’re shopping for offi ce 

supplies, remember Avery and be sure to grab 

products that qualify for Box Tops for Education to 

give back to your local community and schools!

We’ve included a simple 
checklist below, for those who 
are inspired to take initiative:
✓   Identify a local elementary or middle school 

in your community who participates in Box 
Tops for Education and who you or your 
organization would like to help

✓   Connect with the school and their Box Tops 
coordinator

✓   Collect Box Tops coupons from your Avery 
Offi ce Products or other participating 
household manufacturers and donate them 
back to the school to earn a cash reward

✓   Deliver coupons to chosen school
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New Dealer Member for AOPD
The American Office Products Distributors
national accounts dealer network (AOPD)
announced last month the addition of a
new member dealer to the organization,
Freeman Forms & Supplies, Inc. dba My
Supplies.  

My Supplies is headquartered in Atlanta
and will provide the AOPD network with
additional coverage in northwestern 
Georgia and the Atlanta area. 

This addition brings AOPD’s membership
to 94 dealers and affiliates with 181 
locations throughout the United States, as
well as Canada, Europe and Australia. 

ECi Adds 259 New Customers
During First Half of 2011
Dealer technology provider eCommerce
Industries, Inc. (ECi) announced last month
that 259 new customers signed on during
the first half of this year. ECi said it also 

experienced record sales during the sec-
ond quarter.

Sales for new systems were made world-
wide across the entire line of ECi business
systems including 73 for the Lumber 
Building Materials and Hardware (LBMH)
division, 73 for the office products, 
equipment and furniture division, and 24 for
software for manufacturers. 

In addition, ECi said it gained 89 new 
customers for value-adding solutions that
include Acsellerate business intelligence
and FMAudit managed print services for
the office industry.

“Our goal is to partner with our customers
and provide solutions that allow them to
maximize profits and compete with the big
boxes. In most instances, we can help our
customers grow their profitability by up to
5% or more per year,” said Ron Books,
president and CEO of ECi. 

"The fact that ECi continues to add a record
number of new customers proves the 
emphasis independent businesses are

placing on technology solutions. Those 
taking a proactive approach to technology
are growing.” 

PaperPro Receives Office
Products Partner in Excellence
Award from National Industries
for the Blind
The National Industries for the Blind (NIB)
has awarded its 2011 Office Products 
Partner in Excellence Award to Accentra,
Inc., makers of PaperPro brand staplers.

“The partnership between Accentra and
Winston-Salem Industries for the Blind
(WSIFB) has provided jobs for individuals
who are blind or visually impaired. This has
been a great experience for our 
organization and we look forward to 
growing with WSIFB,” said David Conner,
SVP of sales for Accentra. 

Currently, WSIFB produces four different
stapler products under the PaperPro/SKIL-

CONTINUED ON PAGE 14

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

The Independent Stationers dealer group announced last month it
has signed an agreement to provide general office supplies, paper,
ink and toner and cleaning supplies to members and affiliates of
the Association for Independent Managers (AFIM).

The program began July 5 and is expected to provide more than
800,000 AFIM members and affiliates access to savings of 5-50%
on more than 20,000 office supply items, IS said.

AFIM was formed in the mid 1970s to create an association that would
offer practical education, tools and resources to small businesses.

Gary Bastie, president of AFIM, stated, “Our members and affiliates
are excited about access to such huge savings when bottom lines
are so important to the overall success of so many businesses.”

Separately, IS announced an enhanced 2012 catalog and 
marketing program for its membership. 

The catalog program features two offerings: a Cost Container cat-
alog with a narrower range of best-selling and most frequently pur-
chased products through the group’s RDC program, and a
Business Resource catalog with a broader product offering, mer-
chandised to compete with big box retailers. 

In addition to the catalog offering, Independent Stationers said it is
also launching a new monthly flyer campaign, email marketing and
Acquisition Campaign program that are also merchandised to 
mirror the RDC program. 

“We are pleased to present our members with RDC-centric 
marketing materials that help them compete against the big boxes,
and at the same time also enable us to partner with both national
wholesalers,” said Janet Eshenour, Independent Stationers marketing
director.

Independent Stationers Announces New National Account
Award, Launches 2012 Catalog and Marketing Program
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House of Doolittle®

Non-Dated Laminated Planners
Laminated, non-dated wall planners allow changes and corrections to be easily made. The durable, write
on/wipe off surface provides repeated use of the wall planner. The surface wipes clean with a damp cloth.

Available in two styles; flexible or aluminum framed and mounted to hard board backer. These wall planners
are perfect for scheduling, production, manufacturing, vacations, etc.

100% Recycled Products • 50% Post-Consumer Paper • 100% Made in the USA

1751 Nicholas Blvd.
Elk Grove Village, IL 60007
800.621.9546  Fax: 888.621.6660

E-mail: sales@houseofdoolittle.com
www.houseofdoolittle.com

Look for our full line of calendars wherever quality office products are sold or at www.houseofdoolittle.com

LET’S GET ORGANIZED!

Long lasting durable
hard board backing, set
in an aluminum frame.

30/60-Day Planner

12-Month Planner

90/120-Day Planner

All-Purpose/Vacation Planner

In/Out Laminated Planner

http://www.houseofdoolittle.com
mailto:sales@houseofdoolittle.com
http://www.houseofdoolittle.com


CRAFT co-brand, with plans to add two
more later this summer.

SKILCRAFT is the brand for all products
produced by nonprofit agencies associated
with NIB through the federal government’s
AbilityOne Program.

Safco Prepares to Launch Eco
Alternatives
Safco’s new Cava Urth chair, which de-
buted during NeoCon 2011, features core
components manufactured from recycled
post-consumer and post-industrial plastics,
including used laundry detergent bottles. In
addition, the chair is over 99% recyclable
by weight, ensuring its life continues even
after the seating experience ends. 

To achieve such a high-recycled content,
Safco paired up with IRT, a Michigan based
plant that reuses plastic destined for landfill
by turning it into durable items such as
seating components. 

These components consist primarily of seat
and back inserts, and utilize post-consumer
and post-industrial plastics derived from
100% recycled thermo plastic. Because of
the conversion process from waste to us-
able components, there are no toxic
byproducts formed and all waste is recy-
cled through the course of creation. 

Cava Urth will be available for order Janu-
ary of next year, the company said.

Rotary International Selects
AmpliVox as Official Sound
Systems Supplier
Rotary International has selected AmpliVox
Sound Systems as its official supplier of
sound amplification equipment. AmpliVox
will produce specialized lecterns, PA sys-
tems and other items for Rotary groups,
each bearing the distinctive Rotary seal.

“AmpliVox is delighted to be associated
with Rotary International,” said Don Roth,
AmpliVox CEO. “The mission of Rotary in-
spires all of us to accomplish great things
in our community, and we look forward to
providing Rotary groups with tools that will
help promote their positive message.”

Got News? 
E-mail Simon.

I N D U S T RY N E W S  CONTINUED FROM PAGE 13
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Show No Mercy, Slay the Competition with BMI’s OP Revelation™

At BMI, we have always taken care of the underdog, the independent offi  ce products dealer.  This is why we
developed an e-commerce and back-offi  ce solution that arms independent offi  ce product dealers with the right
slingshot and ammunition needed to slay Goliath, or as you know them, the Power Channel.  

Ready to Conquer The Power Channel?

Contact us today to get an in-depth look at
your battle strategies with BMI OP Revelation™

Call us at (888).580.8382 or visit www.bmiusa.com/conquer.

BMI’s OP Revelation™ E-commerce solution, powered 
by Microsoft Technology, levels the online playing fi eld, 
offering more than just an ordering platform, it also:

• Drives Higher Margin Sales Through Dealer Preferred
Product Positioning.

• Delivers Cross-Sell, Up-sell and Accessories Opportunities 
Automatically.

• Wholesaler Independent – Optimized For United and SPR.

• Choice of Advanced Search Engine and Content.

Business Management International 
529 West 42nd Street, Floor 4, Suite L, New York, NY 10036
www.bmiusa.com

Call us at (888).580.8382
www.bmiusa.com/conquer

http://www.bmiusa.com/conquer
http://www.bmiusa.com
http://www.bmiusa.com/conquer
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By Carol O’Hern

Office purchasing is no longer the 
exclusive realm of purchasing depart-
ments and agents. Today, employees
themselves are emerging as an 
empowered purchasing force. 

New research conducted by United 
Stationers has found that traditional 
purchasing departments, agents and 
administrators are no longer the 
preeminent buyers of workplace products. 

They’re sharing that responsibility with in-
dividual departmental buyers and, most
significantly, with individual employees. 

Each of these three areas now 
represents approximately one-third of
the typical company’s total workplace-
products spend. 

The implications for selling into this
evolving office environment are that
brand awareness is critical—along with
product selection, service and 
support—and that the dealer must 
appeal to an audience that is broader
than ever before.

United Stationers conducted the 
research through February 2011 with
12,500 workplace consumers. 

They examined how employees, 
including those in purchasing and non-
purchasing roles, think and behave
within the context of office supplies,
technology, furniture, janitorial and in-
dustrial products. 

The project also included 2,500 in-depth
surveys that examined the purchasing
process, including shopping paths and
online activity.

The Empowered User
Today’s employees have access to more
information than ever before, as well as
access to more places from which to
purchase. 

With accessibility has come action: 61%
of workplace consumers now indicate
they purchase for their own or their 
department’s use, and thus have 
become “empowered users.” 

These empowered users buy what they
need, when they need it, and they’re
less likely to go through formal purchas-
ing functions. 

They can be found in businesses of all
sizes. In larger companies, they are most
likely to be purchasing for their depart-
ment. In smaller companies, they often
purchase products for their own use. 

Empowered users respond to conven-
ience. In fact, many purchase what they
need for the office while doing their 
personal shopping. 

Office products, tech items such as flash
drives, small furniture items and break-
room supplies are more likely to be 
purchased outside traditional business-
purchasing channels. 

In many cases, what might have started
as an occasional purchase has 

developed into a sizable portion of the
business spend. 

Mobile and work-from-home trends 
directly contribute to the growth of 
empowered users. 

Traditional purchasing agents frequently
described mobile and home-office 
purchases as excluded from their 
purchasing authority or role. Given these
factors, empowered users are less
aware of established supplier contracts
and options. 

Empowered users are also less 
restrained, in general, by spending 
limits. As many as 39% reported being
unaware of their spending limits (54% in
larger companies), and 15% said they
have no spending limits at work.

New Expectations
Empowered users now have a decade
of experience purchasing online, so
“consumer” expectations of the buying
experience are having an impact. 

Recent trends in sustainability and 
social responsibility are also making
their way into workplace product 
decisions. 

The survey found some variations by
product category, but purchasers largely
agreed on four key attributes that 
influenced their buying decisions: 
product quality, ease in reordering, 
supplier sustainability and brand.
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Introducing
the Empowered User:

New Reseach Identifies an 
Important New Player in the 
Office Products Marketplace



make a difference
TODAY!
Since 1983, the office products industry has served as a key

fundraiser for City of Hope, one of the country's leading

research and treatment center for cancer, diabetes and

other life-threatening diseases.

Now, there's a new and innovative way for independent

office products dealers and their business partners to give

their support to the cause through INDEPENDENT

DEALER's logos for Hope campaign.

You can show your support for City of Hope by buying a

logo that will appear on a special logos for Hope page in

INDEPENDENT DEALER.

Each logo is just $250 each with 100% of your contribution

going to the City of Hope.

Diseases like cancer hit all of us, regardless of what kind of

business we run. Your support of logos for Hope will help

bring us all closer to a cure and show that when it comes to

supporting worthy causes, no one does it better than

today's independents!

RESEARCH  |  TREATMENT  |  EDUCATION

https://secure3.convio.net/coh/site/Donation2?df_id=2040&2040.donation=form1

https://secure3.convio.net/coh/site/Donation2?df_id=2040&2040.donation=form1


Key Attributes   in the 
Purchasing Decision 

1. Product quality

2. Ease of reorder

3. Supplier sustainability

4. Brand

5. Least expensive 

6. Made in USA 

7. Services 

8. Local supplier

9. “Green” Product 

10. Current model

11. Locally made 

12. Style 

Product quality remains a cost of entry.
An inferior product at a low price is not
acceptable. High-quality private-label
products were identified not only as 
acceptable, but also as good values.

Easy ordering and reordering have 
become an additional cost of entry. 
Online purchases continue to grow in
importance, representing 60% of the
workplace product spend studied in the
research. 

Empowered users have been trained by
their consumer buying experiences to
demand online convenience, especially
in reordering a previously purchased
product. 

Not surprisingly, the website experience
is critical. One-third of respondents 
indicated they stopped using a supplier
because the website experience was
poor.

The message for dealers: Always 
improve the customer experience, 
especially online. Building Web capabil-
ities is an ongoing process. Even the
best-designed website must continue to
raise the bar to keep up with changing
consumer expectations, including the
use of social media and mobile 
applications.

Sustainability was identified as a key 
element in a supplier’s reputation and is
now the third most important consider-
ation in purchasing across product 
categories. 

While “green” products are favored, ex-
pectations have been elevated: Social
responsibility is also a requirement for
success. 

Brand names remain important for their
promise of delivering on the first three
attributes: quality and consistency,
availability in ordering and reordering
and responsibility and trust. 

That makes it more important than ever
for an independent dealer to continually
build a brand that engages consumers
and that can be remembered. 

As the pool of purchasers expands
through empowered users, building
brand awareness is critical to 
companies supplying workplace 
products. 

If empowered users are not aware of or
do not remember the dealer’s brand, the
dealer is exposed to losing business to
another supplier who is, at a moment in
time, simply mor convenient. 

Notably, the research showed the 
perceived value of a local independent
supplier remains strong. 

Changing demographics, as noted in
the 2010 U.S. Census, suggest that the
population is becoming more diverse.
This diverse population is more likely to
see the value of a local supplier in 
understanding business needs, 
providing knowledgeable purchasing 
assistance and contributing to the 
community. 

As a result, it is essential to continually
demonstrate “community.” A dealership
that cares celebrates its values. Social 
responsibility, sustainability and local
presence are all part of the purchasing
decision process. 

Much as they ask price questions to 
assess economic value, empowered
users are now asking community 
questions to test for themselves whether
their suppliers “walk the talk” of human
values.

Empowered users are behaving more
like consumers, and this shift presents a
unique opportunity for independent
dealers to capture additional market
share. 

Carol O’Hern is director of marketing
research, analytics and sustainability at
United Stationers.
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NOPA Maintains Strong Federal
and State Advocacy Stance for
Independents 
As we enter the traditional August recess
period, the Administration, Congress and
many business leaders and citizens are
most focused on the urgent need to over-
come the current political impasse on 
federal budget and national debt issues. 

Nonetheless, NOPA is continuing to press
Congress and the Obama Administration to
address important industry issues that also
impact the livelihoods of our members.
These include NOPA’s urgent request for:

� Reversal of the policy of mandatory or
quasi-mandatory implementation of the
Federal Strategic Sourcing Initiative
(FSSI) on office products at many 
cabinet-level agencies throughout the
federal government; 

� Passage of a bill to require Small Business
Administration rulemaking to discourage
big box use of small business “pass-
through” companies to unfairly boost their
share of the federal marketplace;

� Enactment of legislation to allow federal
agencies to legitimately count purchases
from dealer groups toward meeting their
specific goals for purchasing from small
women-owned, service-disabled veteran-
owned and 8(a) socio-economically disad-
vantaged firms, in addition to their general
small business procurement goals, and

� Introduction and passage of legislation
to establish meaningful congressional
oversight of the management of the
JWOD/AbilityOne program, including
restructuring the Board of the Commit-
tee for Purchase and its rulemaking and
internal decision-making processes to
include direct small business and
broader non-profit disability community
representation.

The congressional recess this month 
offers a unique opportunity for NOPA
members to highlight their concerns—on
their own turf and in face-to-face meet-
ings—when Members of Congress return
to their districts for several weeks.

NOPA urges all members to voice their
opinions on industry and general eco-
nomic issues by attending scheduled con-
gressional town-hall meetings in their
home towns or nearby cities in August, by
seeking appointments with their elected
officials and key staff in their district offices
or inviting them to visit your own facilities,
and/or by calling and sending e-mails on
issues that matter most to local independ-
ents. Your voices on issues before Con-
gress have never been more valuable or
necessary.

FSSI Update
Regrettably, the General Services Admin-
istration (GSA) and the Office of Manage-
ment and Budget/Office of Federal
Procurement Policy (OFPP) continue to
throw cold water on NOPA’s call to 
President Obama to issue a Statement of
Administration Policy to halt the manda-
tory and quasi-mandatory implementation
of FSSI on office products at major federal
departments and agencies. 

Similarly, they have advised that they see
no need to expand the number of FSSI
contractors at this time, despite the 
continued growth in program purchasing. 

As part of its ongoing board-approved
monitoring process, in early June NOPA
highlighted to GSA the results of its mem-
bership-wide survey on the impact of FSSI
during the first three quarters of operation. 

The survey acknowledged gains during
that period among members holding FSSI
contracts but noted net economic
losses—sales and jobs—among NOPA’s
members as a whole that have resulted
from the abrupt and massive consolidation
of federal purchasing from small dealers in
our industry. 

As a result of NOPA members’ calls and
visits, a growing number of elected offi-
cials in the Washington, DC area are aware
of the FSSI controversy and its growing
adverse impact on small businesses that
did not receive FSSI awards.

However, in today’s politically-charged
budget environment, Congress needs to
better understand the extent to which
unprecedented federal procurement 
consolidation (hundreds of suppliers down
to just 12 small firms and 1 dealer group)
also can derail promised budget savings
plans, harm long-term competition in the
government market and halt or further
slow recovery of jobs. 

In an apparent effort to further strengthen
the role of the FSSI in overall federal 
purchasing, GSA has recently proposed
amendments to the Federal Acquisition
Regulation (FAR) that are intended to 
reinforce its goal of ensuring that the FSSI
become the primary federal procurement
vehicle in all industries that are or may 
become subject to “strategic sourcing.”
NOPA is currently preparing formal 
comments on this proposed rulemaking,
which are due August 15.
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Legislation to Curb ‘Pass-
Throughs’ and Boost the Use of
Dealer Groups
NOPA members are very broadly unified 
behind two important legislative initiatives:
legislation to curb big box use of “pass-
throughs” and to better and more equitably
incentivize federal agencies’ purchasing of
office products from dealer groups. 

The ongoing challenge has been to attach
our legislation to a general bill that can
pass in both chambers of Congress, ide-
ally this fall or early next year. 

Again, NOPA members can make a differ-
ence in moving such legislation from the
“nice-to-have” to the “must-do” list on the
legislative calendar.

Legislation to require SBA rulemaking to
amend its small business “affiliation” rules
was introduced in 2010 in the U.S. House of
Representatives and NOPA’s education cam-
paign on Capitol Hill has positioned such leg-
islation to be included by key committees in

a larger small business or procurement re-
form bill in both the House and the Senate. 

Similarly, members of Congress in key
committees are aware of the rationale for
better use of small dealer “teams” and are
generally supportive, particularly given the
high levels of performance that women-,
minority- and service-disabled veteran-
owned dealers have achieved as govern-
ment contractors.

JWOD/AbilityOne Reform 
This program continues to expand as the
Committee for Purchase from People Who
are Blind or Severely Disabled authorizes
the National Industries for the Blind (NIB)
and National Institute for the Severely
Handicapped (NISH) to petition to operate
new civilian agency and base stores or
provide other on-site services at federal in-
stallations, an initiative that displaces in-
dependent dealers in our industry and
private industry manufacturers and re-
sellers in other targeted sectors. 

In addition, the Committee periodically
adds new items to its “essentially the
same” (ETS) lists, including the mandatory
source lists for total or broad federal gov-
ernment use as aggregated through GSA. 

The evaluation criteria and market analy-
ses that underpin these decisions are
largely set and handled by NIB and NISH
employees with only belated input so-
licited from industry. 

With a large number of freshman and jun-
ior representatives and senators in Con-
gress today, NOPA has undertaken a
renewed education campaign to build
awareness of the cumulative negative im-
pact of the AbilityOne program on inde-
pendent dealers and of the urgency for
reform legislation. 

Visit www.nopanet.org or contact Chris
Bates, NOPA president, for further infor-
mation on how you can get involved in
supporting these and other NOPA 
advocacy initiatives that are most 
important to you.
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NOPA members active in the office furniture market will find great value in attending this 
 

September 25-27 in Tucson, AZ.  

Topics Include: 
 

Customer Loyalty Management  
Benchmarking for Higher Profits  

Social and Local Media Marketing  
Dealer Succession Trends & Experiences  
Best Practices in Streamlining Operations   

Finding, On-Boarding & Managing Top Talent  
 

...and much more! 
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We are on an important mission  
to drive positive changes:

product assortment and innovation that reduce strain on earth’s resources; 

supplier relationships that recognize sustainable products 

and manufacturing, and environmental commitments and progress;

customer programs that enable our resellers to be resources  

for sustainable products and services in their communities;

innovation and resource management in facilities  

and transportation; and an energized culture of commitment  

by our associates throughout the company.  

Measuring Our Progress
 

have “green” attributes

Making a difference 
in the supply chain.
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Selling green is hardly a new sales 

and business strategy anymore, 

but it’s one that is resonating 

with an expanding cadre of 

customers as they realize that 

green products and practices 

are not only good for the environment,

but also good for their companies

and the people they work with. 

It’s not like there’s a wealth of can’t-

fail strategies for selling green, but

one that more and more dealerships

are finding useful is positioning

themselves as a sustainable company

that practices what they preach. 

After merging two separate office 

products dealerships and changing its

name, Tallgrass Business Resources in

Cedar Rapids, Iowa has made sustain-

ability a company-wide objective. It’s a

message they’re just now bringing to

their customers. 
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Selling Green
by setting an example

By Scott Cullen



http://www.scotchbrand.com/wps/portal/3M/en_US/ScotchBrand/Scotch/Solutions/Six/Two/


“One of the reasons we [changed our name] to Tallgrass was 
because we wanted sustainability to be a part of our focus moving
forward,” reports David Parsons, CFO. “Even before, it was a major
component of our business but we didn’t promote or advertise it
much. We’ve made a commitment, which is probably the most 
important thing.”

The dealership is still 
developing a sustainability
strategy, but they already
recycle just about every-
thing that passes through their doors, including plastic bags,
batteries, computers and fluorescent bulbs. David says Tallgrass
has gone green to the point of over-insulating everything, which
maybe isn’t such a bad idea for surviving the Iowa winters.

On the sales side Tallgrass offers the requisite menu of 
recycled products and products made of different percentages
of post-consumer content as well as recycled and remanufac-
tured toner cartridges. Additionally, they offer customers 
managed print services, which is sometimes positioned as a
way for an organization to become more sustainable.  

Like any major initiative, the best way to drive sustainability
throughout an organization and outward into the customer
base is from the top down.

“The management group has to really get behind it, do every-
thing possible to develop sustainable practices and expand

them to your customers, and then you don’t miss an 
opportunity,” David maintains. 

Being realistic though, he recognizes that right now at any rate,
going green is important to only a small portion of Tallgrass’s
customers. 

“The majority of our cus-
tomers care at some level,”
he says. “From that stand-
point we feel we can be help-
ful. What we tell them is,

‘Here’s what we’re doing, it’s not a big chore or time consum-
ing, and in many cases it saves you money.’ The more we
preach that message, the more we can convince some people
to do some of the things we just take for granted now.” 

Although Tallgrass talks the talk, they’re not over the top in the
way they approach their customers.  

“We’re doing it the way we think it should be done and letting our
customers know without preaching about it,” says David. “Those
that think it’s important will take it into account and for those that
don’t, if nothing else we think it will be a tie breaker with them.” 

Innovative Office Solutions in Burnsville, Minnesota, is doing
a host of things to be environmentally responsible while help-
ing customers do the same and reduce their expenses at the
same time.
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They make a point of finding the right carton size for each
shipment, purchase the most fuel-efficient vehicles possible
and install employee-activated lighting. 

They’ve also implemented routing software to minimize fuel
consumption and run their delivery routes more efficiently.

“Customers are looking to find a more environmentally 
responsible vendor and some care about whether or not our
trucks are idling at left hand turns or not,” reports executive
vice president Greg McLeod. “All of those things have an 
impact.”

Like a lot of office products dealers these days, Innovative 

actively promotes and flags green office products and furniture
on its website. They also steer customers to recyclable and
products with recycled content in them. 

On the furniture side they consult with customers relative to
GreenGuard certification and the different methods they can
use to accumulate LEED points and certification. Innovative
also provides customers with Eco Credits. 

“We wanted to create a mechanism where people could more
accurately track their success in buying green,” says Greg.
“We report their expenditures on green products and how
much they’re moving over time to green products. It’s not 
revolutionary, but is a part of our quarterly review process that
we take very seriously.”

Through business reviews Innovative also works in a 
consultative manner with customers to increase average order
size, minimize returns, and drive towards key efficiencies
which can reduce the impact on the environment. 

In addition, the company collects and returns used toner
cores, working closely with United Stationers through its 
GreenCycle program as well as with Clover Technologies to keep
the lifecycle going for the reman product. All proceeds go to City
of Hope. 

“I’m proud we’ve been able to customize our programs to the
unique needs of each client and been able to help them 
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reduce their direct and indirect costs in so many areas while
helping them achieve their green goals,” says Greg. “We do it 
passively through mes-
saging on our website
and steering them to
the right products, but
we also do a lot proac-
tively by working directly
with customers on prod-
uct selections and establishing metrics on green goals like toner
core recovery.” 

Blaisdell’s Business Products in San Leandro, California, is 
focused on finding customers who mean to buy green. The
dealership leverages sustainability efforts throughout their 
organization, and, explains Blaisdell’s Adrienne Quitugua, is
green certified by the Bay Area Green Business Program, a
partnership of local government agencies and utilities.

“We had to go through several different audits for energy and
water usage and other environmental practices,” she explains.
“It was really easy and we were doing a lot of these things 
already. This just seemed like the natural thing to do.” 

“Part of our responsibility as a green-certified business is to
encourage other local businesses to practice purchase 
sustainable items and adopt sustainability measures,” she 
explains. Blaisdell’s CEO Margee Witt highlights the dealer-
ship’s recycling programs. 

For example, Blaisdell’s drivers bring back used shipping boxes
from customers. Boxes that are only gently used are 

refilled with new orders
while the rest are recycled.
“Customers love these
kinds of things as well 
as our toner recycling 
programs,” says Margee.

“We have a lot of private
sector companies that are buying into our recycling 
programs,” she explains. Particularly popular is the contest at
the end of the year that Blaisdell’s runs to collect old catalogs.
Customers who recycle the most catalogs can win prizes that
include TVs and iPods and competition is fierce, she reports.

Also popular with the private sector is Blaisdell’s e-Waste 
Recycling Program that the dealership runs in collaboration
with United Stationers. 

Once a year, Blaisdell’s picks up electronics such as printers,
computers, monitors, cell phones and similar devices. United
then picks those pieces up from Blaisdell’s warehouse and re-
cycles them responsibly.  

And how does all this translate into actual revenue? “It’s about
who we are and as long as we’re responsible and our cus-
tomers like to know they’re working with a business that’s
doing more than just selling them [office supplies], it makes a
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difference,” says Margee. ‘We provide
them with information and the ability to
help them become more environmen-
tally responsible and that’s important,
too.”

In Niles, Illinois, just outside of Chicago,
Garvey’s Office Products has a section
on its website that asks customers if
they’re “looking for ways to make their
office environment more eco-friendly.”

Garvey’s offers customers a wealth of
recycling options, including toner, card-
board, and battery recycling programs
as well as a computer and electronics
recycling program. 

While toner cartridge recycling is ar-
guably the easiest way to get into the re-
cycling business, Bernie Garvey,
president of Garvey’s, says customers
have also embraced the dealership’s
computer and recycling program.

“Some recycling services are quoting
astronomical fees for picking up that
kind of equipment, but we’ve found [re-
cyclers] who are actually paying us,” re-
ports Bernie. “It’s not much, but it’s
something.”

This program has made a difference,
particularly with customers who have
years of accumulated electronics that
they don’t know what to do with. “Cus-
tomers and prospects see that we offer
it and it’s winning us some business,”
notes Bernie. 

The dealership has been recycling toner
cartridges for five years and has raised
more than $50,000, with proceeds going
to various non-profit organizations, includ-
ing some of Garvey’s own customers.
Bernie also reports a ready market in his
area for corrugated material, with recyclers
paying $140-$145 a ton. 

“The money we get from our recycled
corrugated pays for the extra labor and
time required to pick up and process the
boxes,” he notes.

The program started about 18 months
ago and the dealership collects some-
thing like six bales a week. That translates
into more than $2,000 a month, enough
to fund the entire program. 

Garvey’s also sells its share of green and

sustainable products, particularly in
downtown Chicago, where banks and
law firms have green committees and
are looking for different ways to make
their companies more sustainable. 

“It seems to be top of mind with a lot of
young workers,” says Bernie, “and while
they aren’t willing to pay too much
above the normal price, if it’s not too ex-
pensive, they’re still interested.” 

The biggest reward of offering these pro-
grams has been the PR, he points out.

“It’s one more thing to lock you in tight
with a customer and makes them feel
good about the experience,” says
Bernie. “It may not float everybody’s
boat, but it will float a few.” 

Office Solutions in Yorba Linda, Califor-
nia means business when it comes to
green and they’re taking that message
to the marketplace with a program
which they bill as a ‘How-to Green 
Program for Every Part of the Office.’ 

The effort aims to help customers recy-
cle just about everything from paper
goods and batteries to electronics, and
office devices. 

Office Solutions provides recycling 
receptacles to customers and their driv-
ers pick them up when they’re full as
part of their routine office supplies deliv-
ery cycle. Back in the warehouse con-
tents are sorted and recycled, either in
house or at the appropriate recycler. 

A big part of the program focuses on ed-
ucating customers about how they can
become a greener organization. Cus-
tomers who commit to
the program receive an
interactive CD that 
explains how to be
green in the break
room, during print
production, trans-
portation, and in
vir tua l l y
e v e r y 

aspect of the office and its functions. A
monthly newsletter provides customers
with more green tips for the office and
home. 

Office Solutions’ efforts have been so
successful that they’ve won special
recognition under California’s Waste Re-
duction Awards Program (WRAP) three
years in a row.

Office Solutions’ employees function like
environmental specialists, which is help-
ful to their customers, most of whom
don’t have the luxury of employing their
own environmental specialists. 

The program began in 2007, explains
owner Bob Mairena, who says the effort
started out just as a way to do the right
thing but has evolved into an effective
marketing program. 

“Two things we value a great deal are
sustainability and giving back to the
communities we serve,” explains Bob.
“When we started our Lean Green pro-
gram it really was about mentoring our
customers and showing them how they
could launch their own programs.” 

The program has exceeded his 
expectations and has helped bring in
new business since it’s a program that
is only available to customers. 

“The Lean Green program is probably
one of the most attractive differentiators
we have in the marketplace. It’s been a
home run for us,” he says proudly.

The name of the game for Jon Strong,
sales consultant and his wife Stephanie,
president of Bellingham Office Products
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in Bellingham, Washington, is location, location, location. The
Strongs have been in the office product industry for more than
two decades running dealerships in Alaska, Washington, and
Arizona. They started Bellingham Office Products earlier this
year in Bellingham because it’s such a unique marketplace. 

“It’s a community that’s very conscious of sustainability and
probably has more non-profits per capita than any other city
in the country,” reports Jon. “The business community 
sincerely cares about other people and the environment.”

“It costs a little more money to be green,” Jon concedes. 
“Especially in this current economy, people say, ‘I’m commit-
ted to green, but I can’t afford to do it right now.’ Regardless of
where you stand on global warming and other environmental 
issues I don’t think it takes a scientist to understand you need
to do something.”

That’s one of the reasons Bellingham Office Products uses the
tag line, ‘We save you 100 percent on the cost of your gas.’

The company’s website provides its most effective way of
marketing green and sustainable products, says Jon. The
dealership also conducts targeted direct mailings, focusing
heavily on businesses with just 1-4 employees. Advertising in
The Coffee News, a local publication that goes to 85-100 cof-
fee shops in the area has also proved effective. 

Karen Sneed, sales representative with Convenience Office
Supply (COS) in Austin, Texas, is right down there in the
trenches every day and well aware of her customers’ good 
intentions when it comes to buying green. 

“I’m finding that with some exceptions, most people want to
go green until they see how much it costs,” she says.

Case in point is a local university that’s been directed by 
their president to engage in more sustainable practices. The
university has a sustainability committee and is making an ef-
fort in that direction. However, even after Karen made her pres-
entation about green and sustainable office supplies, the
purchasing department wasn’t exactly falling over themselves
to buy green.   

There are a couple of product areas where COS is having suc-
cess, though, thanks in part to a relationship with a paper ven-

dor whose paper is not made of recycled content, but whose
process, from the planting of trees and the packaging, has
been approved and certified by green organizations such as
the Forest Stewardship Council.  

Recycled and remanufactured toner cartridges also represent
a booming green business for COS, she reports. 

“That’s one place where people are more excited and you get
a lot more action and that’s price-driven a lot of time,” says
Karen. “They cost half as much as a new cartridge and you’re
saving the environment.”

The Office Shop in Brainerd, Minnesota actively encourages
customers to recycle toner cartridges and to make an active
effort in their workplace to recycle, even offering to sell them
recycling bins. 

“It’s something that can turn around and also lead to bigger
and better things,” says Becky Flansburg, sales representative. 

Becky would love to see more customers embrace green prod-
ucts, but she’s realistic about the chances of that happening. 

“It’s a tough sell to get people to buy the greener products,” she
says. “It goes back to features and benefits. It’s an ongoing ed-
ucation process with people and if you have to remind them if
you go green and do these simple things it helps the bigger pic-
ture. If you just try to sell them green or recycled products, the
first question is, ‘Is it more expensive?’ Well it is.”

The Office Shop doesn’t have an organized green program,
but they are proactive in sending samples and literature that
relay this message to customers, particularly in the goodie
packs they include with orders over $100. 

“It’s a treat and a way to educate them on green products like
refillable whiteboard markers,” she says. “That’s the approach
we’re taking.” 

“It’s kind of like taking baby steps,” she adds. “You wean them
into it and some people are more open to the idea than others,
but for the most part it’s a tough sell to push the green prod-
ucts because budgets are tight.”

Innovative’s Greg McLeod also cites the price challenge, but
he feels it’s something that will eventually be overcome.

“My perception is that the price difference is narrowing and
making it easier for companies to get on the green band-
wagon,” he says. 

Ultimately, David Parsons is optimistic the market will embrace
the industry’s ongoing ‘green’ and sustainability initiatives. 

“The more attention you pay to it, the more it’s going to hap-
pen,” he says. “You need ongoing reinforcement of the mes-
sage, mostly internal to your own employees to make sure
they’re following your own policies and letting your customers
know it’s not as onerous as they may think. We’re feeling good
about ourselves, but it’s also about getting our customers 
trying to feel good about themselves too.” 
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By Troy Harrison

To whom do you compare yourself when
you’re assessing your performance? I
know that’s a broad question and it’s
meant to be. 

Whether you are a salesperson assessing
your skills and performance, or a business
owner assessing your customer service or
sales, the question still applies: Do you
want to be world class, or just best in
class? 

Being average is easy, being best in class
more difficult, but being world class is the
real challenge—and the place where you
find the real rewards.

Being “best in class” simply means meas-
uring yourself against your strongest di-
rect competitor, and then being a little bit
better than them. 

The best in any class, however, might not
be world class – a situation that requires
you to measure yourself against the top of
the profession, and then meet or better
that standard. 

In some cases, it may require setting a
completely new standard. Think about UPS
and FedEx. Both were measuring them-
selves against the Post Office when they
started (remember, UPS’s original focus
was not on overnight service and FedEx
didn’t offer standard ground service).

Would either of them have survived if
they’d simply sought to outperform the
USPS? In fact, both have set new stan-
dards that the Post Office has then re-
acted to meet.

I’m going to repeat something I’ve said
before in this space: Most salespeople are
inert. What I mean is this: Most salespeo-
ple truly do little to actively grow their

business or add value for their employers
or customers over the course of a year. In
fact, I think the sales profession breaks
down like this:

The top 20% are the salespeople that
add value to their products or services;
i.e., their stuff is worth more because
they sell it. These are the growth-makers,
the difference-makers, the superstars.

The middle 60% are the salespeople
who are essentially neutral. They nei-
ther add nor subtract value from their
products, and they seldom dramatically
grow or shrink their territories.

The bottom 20% actually detract value
from their products and services; i.e., their
stuff is worth less because they sell it.

To put it in terms of the “World Class” vs.
“Best in Class” definition, the top 20% fit
the “World Class” definition, while the
middle 60% fight for the “Best in Class”
status. The trouble is that “Best in Class”
all too often leads to mediocrity. Here’s an
example:

A while back, I returned from a trip to Dal-
las via Southwest Airlines. Now, I like
Southwest a lot. They get me where I want
to go on time, and it’s usually a pleasant
experience. That’s enough for “Best in
Class” status among the airlines. 

On this particular trip, I got back to
Kansas City—but my bag didn’t. So, after
doing the ‘waiting for my bag’ routine, I
went to the baggage office. 

There, they got my information and in-
formed me that my bag would be on the
next flight, and that it would be delivered to
my house. They also gave me an 800 num-
ber to call if I wanted to check the status.

After dinner, I called the 1-800 number

and it was answered—by a real person!
She took the claim number and told me
my bag had been bumped off my original
flight by a large quantity of federal govern-
ment cargo, and that as we were speak-
ing, it was being picked up by the delivery
service and would be at my house within
45 minutes. It was. 

At first glance, I thought that was great
service—but then I thought about it a little
more deeply. You see, I realized that, by
the time my flight had gone wheels-up at
Dallas, Southwest knew that my bag (and
a few others) would not make it to Kansas
City. So instead of having me wait, guess,
and then hope, why not post a sign at the
baggage claim that directed myself and
my fellow ‘bumpees’ into the office, where
they could have proactively handled the
situation? 

Or for that matter, why not have the flight
attendants handle the issue while we were
in the air?

That’s the difference between “best in
class” and “world class.” Best in class
wonders what we can do that’s better than
our competitors, world class asks what is
the absolute BEST that we could do?

With that as the yardstick, which are you?
And if you’re not world class, how can you
get there?

Troy Harrison is a sales consultant, trainer,
and the author of “Sell Like You Mean It!”
Learn more and subscribe to his weekly E-
Zine, the HotSheet, at
www.SalesForceSolutions.net.
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“Gee, it’s hot!”

“Boy it’s slow!”

In my travels across the U.S. during the past month, I have heard
variations of this theme from business owners, sales reps and even
customers. 

Part of me wants to remind folks that the summer is notorious for
being slow in our industry, but my bigger urge is to ask, “What are
you doing about it?”

It turns out that many if not most folks plan their vacations for the
summer months (who knew?) but in too many office products deal-
erships right now,  there is an almost somnambulant atmosphere. 

Too many folks don’t expect anything to happen until mid-August
or September and guess what? They create a self-fulfilling
prophecy that ensures business will be slow and sales will suffer.
And it’s all so unnecessary!

Why don’t we take a different attitude toward summer and use it
as a time to jump start our businesses! 

If your current customers are on vacation, doesn’t that mean more
time to find new customers and get to know other folks within your
established base of business? 

You can’t hurt your contact’s feelings by establishing relationships with
other people in their office if they aren’t around for you to visit, right? 

And now, you can finally do something about those cold calls you
always meant to make, but just didn’t have time to initiate.

Isn’t now a a great time to risk a little and try some? Guess what
often happens when you make cold calls during a heat wave or
cold spell? The prospects you touch actually might feel some sym-
pathy for you and just possibly become customers more quickly
than you anticipate.

A few weeks ago I went cold calling on a typical summer’s day in
Northern California. The weather was warm, traffic was light and
not much else was happening other than the four calls that the
dealer sales rep and I made.

Less than two weeks later, one of the four prospects we met with
has already called and asked for a credit application and a meeting! 

(By the way, because so many of you know how I hate price-based
selling, we have not matched a single price nor promised to be
lower overall than their incumbent) 

The four cold calls took less than 20 minutes to complete and so
far it looks like we will have at least a 25% close rate. 

However, because our “touch campaign” with those prospects has
only begun, I believe we will close at least one and possibly two
more of them in the next month or so. 

Now isn’t that kind of activity more exciting and possibly more re-
warding than just sitting around wondering why the current account
base isn’t buying? 

Oh, and I should warn you, I have taken this to heart for my own
business as well, so if you haven’t heard from me in a while, we
might be calling to ask for an appointment to talk. 

It’s summer, let’s get out there and grow, rather than whining or
procrastinating until better times come along!

Tom Buxton, founder and CEO of the InterBizGroup consulting
organization, works with independent office products dealers to help
increase sales and profitability. For more information, visit 
www.interbizgroup.com.
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We often use the term “on-boarding” to describe the process of
engaging a new sales rep to ensure a smooth transition to our 
industry and your company while enabling quick success in his
new position.

I'd like to outline five key components of effective on-boarding for
new sales reps to get the job done. These are highly effective,
proven activities that will ensure your current and future sales reps
get acclimated quickly and hit the ground running. 

These key components can apply to seasoned, experienced office
products sales reps as well as new sales reps entering the industry
for the first time.

1. Communicate company mission,
vision, and sales strategies
Employees find great motivation in understanding how their 
contributions to an organization are respected and appreciated. 

Employees like to know that they are part of the team and need to
feel confident in your leadership. 

They need to know and be continuously reminded that their new
employer has a mission and a vision for continuous growth. This
reinforces their belief that they have made the right career decision. 

The new employee needs to fully understand the company's 
specific sales strategies, so that when you ask your sales rep to
do a certain activity or task, he or she can connect the dots and
recognize its contributing role to the overarching plan. 

This provides a sense of purpose; the sales rep sees him or herself
as a bona fide contributor who is positively affecting the company’s
growth as well as achieving personal success.

In its simplest form, this activity could be a 40 to 60 minute 
conversation in a one-on-one lunch or business meeting between
the business owner, sales manager and the new hire.

2. Outline activity goals, objectives, and quotas
Each new sales rep needs to have established sales objectives and
daily activity goals. This may take a month or so to determine and
create but absolutely needs to be documented and communicated
within the first 90 days. 

Quotas should be established for new sales reps based on the 
existing business they are responsible for managing and cultivating as
well as new business acquisition. These quotas need to be 

realistic and based on sound judgment and historical data and trends.

Nothing discourages a sales rep more than uncertainty over what's
expected of him while at the same time a manager expresses 
disappointment in his performance. 

You can easily avoid this by setting expectations and communicating
clearly when measuring and monitoring against the results.

3. Explain compensation plans and 
how to maximize their potential
Compensation plans need to be documented as well as thoroughly
explained, so that the sales rep knows how to maximize the plan
to ensure the greatest earning potential. 

Too often, we are vague with new sales reps, saying that they can
qualify for a bonus without fully explaining how or, worse, creating
unrealistic earning expectations during the interview. 

Your main goal is to keep your sales rep concentrated on the job
at hand and spending his time effectively rather than wasting time
and energy by focusing on compensation. The sales rep must also
realize that daily actions have a direct impact on earning potential. 

The compensation plan should be easy to understand and manage
and not have vague, futuristic ideas or uncertainties for current or
future year earnings. 

4. Complete basic rotational training and sales training
A critical part of the on-boarding process involves a documented,
rotational training program and basic sales training. 

Rotational training includes working within each department to fully un-
derstand the company’s processes, systems, procedures and culture. 

Often, rotational training puts the training responsibility on depart-
ment supervisors or employees. This responsibility should not be
taken lightly. It should include a checklist of activities to be covered
and areas of knowledge to be acquired by the new sales rep to
make the most of rotational training methods. 

Basic sales training should include an overview of the industry, 
professional selling skills, company features and benefits, and
products and pricing. 

The majority of the sales training should be aligned to the specific sales
strategies, which could include selling e-commerce, promoting an 
additional product category, and conducting business reviews. 
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If the sales training reinforces the business plan and strategies, the
new sales rep can apply the learning to real situations to get the
greatest impact and return on the investment for everyone.

5. Ensure a clear understanding 
of the sales process and approach
Whether your new sales rep is experienced in the industry, new to
the industry or new to a sales career, this area could easily be the
most critical piece in the sales rep’s success. 

It is likely that your company's sales process and approach are 
different from what the rep was used to at his previous employer.
You want your new rep to market professionally, in the manner in
which you want your company represented and without reinventing
the wheel every time. 

All sales reps should have a step-by-step understanding of the
sales process and their customers’ needs, and the appropriate
style to uncover those needs, apply solutions and win new 
business. 

Reps also need to clearly understand your account management
sales process and approach to ensure that they are building 
relationships and creating customer loyalty. 

Dealers and managers often leave out this step in the on-boarding
process because they’re anxious to get the sales rep out into the field,
working with customers and beginning to earn their keep. But this
activity is best conducted in advance rather than by trial and error. 

A sales manager can effectively perform this activity by role-play-
ing—observing and providing positive and constructive feedback
while working side-by-side with the sales rep in the field.

We know that recruiting and hiring can be a long and grueling
process and represents a significant investment for most compa-
nies. That’s why it’s so important to make the most of that invest-
ment by giving the on-boarding process the necessary time and
attention during those first 90 days to set your sales reps up for
success.

Ask for help. There are plenty of resources available through your
buying groups, wholesalers and industry consultants. 

At K.Coaching, our New Rep On-boarding Program includes: a
New Hire Success Kit, sales training modules with workbooks and
one-on-one coaching sessions. The above Five Tips are a few valu-
able excerpts that we hope you enjoy and can apply. 

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