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El Paso Dealer Sandy Grodin Blasts Local
Chamber for Depot Endorsement
Last month, we reported on the Greater El Paso Chamber of Commerce and its decision to endorse Office Depot as the office supplies
vendor of choice for its members and we wondered how an organization that claims to be committed to helping the local economy
could have no problem offering a program that so directly threatens
locally owned office products dealers.
Apparently, we weren’t the only ones impressed by the chamber’s innovative approach to member support.
In a guest column published last month in El Paso Inc, the city’s
weekly business magazine, El Paso Office Products president Sandy
Grodin blasted the chamber for its new discount program.
“I believe the chamber’s decision to offer a ‘discount’ program using
an international big box office products retailer undermines rather
than helps our local small business community,” Sandy charged, citing numerous studies documenting a much stronger local economic
multiplier associated with small businesses than with large national
companies.
The chamber’s decision to endorse and promote Office Depot seems
“totally contrary to the chamber’s statement on its website that it is
‘focused on enhancing the business community,’” Sandy added,
pointing out the decision is likely to have “a negative impact on other
independent office products dealers serving this market, as well as
other local businesses of all sizes that benefit more from the revenue
small independents in El Paso generate, because of our stronger economic multiplier.”
As a result of the chamber’s action and as a matter of principal, Sandy
said he has rescinded his membership and instead, like hundreds of
independent office products dealers across the country, is actively
engaged in participating and promoting home grown, buy local organizations in their communities.

CONTINUED ON PAGE 4

www.idealercentral.com/Pages/Made_in_the_USA
An exciting new resource from the INDEPENDENT
DEALER e-zine that showcases the very best in office
products made in the USA.
With or without globalization, there are still plenty of outstanding office products made right here at home. Now,
INDEPENDENT DEALER is giving them the recognition
they deserve with Made in the USA Central, a brand new
microsite on the idealercentral.com website.
Particularly in these challenging economic times, office
buyers and managers are paying greater attention to
where their products are manufactured and Made in the
USA Central offers an easy to navigate means for them
and you to find products that are Made in America.
Our thanks go to the initial manufacturers listed whose
support is making Made in the USA Central possible.
Each of them has their own dedicated web page in the
new section, with a brief statement on their “Made in the
USA” capabilities and details on some featured products.
The site is also searchable, so you can identify Made in
the USA manufacturers in a particular product category.
From Day One, INDEPENDENT DEALER has been about
celebrating success and highlighting opportunities in the
Independent Dealer Channel. Our new Made in the USA
Central microsite fits right in with that mission and at the
same time provides an extra dimension to the “Buy
Local” marketing that has become so important for so
many of our readers.
Right now, Made in the USA Central is very much in startup mode. We will be looking to add more listings on an
ongoing basis and welcome any suggestions from manufacturers, dealers, reps and wholesalers—not only on
possible companies to add but also on ways to make the
listings more useful.
And thanks, as always, for your interest and support!
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Peter Ives, New Orleans Independent,
Celebrates Fifty Years in the OP Industry

Peter’s dealership, now known as Ives Companies, was founded
as Ives Business Forms by his father, Charles Ives, Sr., in 1959.
When Peter came on board full time in 1962, the dealership was
writing just $1 million a year in annual sales. Printing represented
75% of the business and office supplies just 25%. Today, volume has grown to $7 million and supplies now accounts for the
lion’s share—fully 75%.
Ives Companies was founded as a true family business and it remains very much that way today. Peter’s son, Clay, daughter, Katie
and nephew, Charles Ives III, all work at the dealership, along with
brother-in-law Peter Dupuy and nieces Ellie and Dottee.
Business for just about everyone in New Orleans in recent years
has been challenging. In addition to a lengthy nationwide downturn,
Peter and his team have borne the double whammy of Hurricane
Katrina and the BP oil spill, just like the rest of the Crescent City.
But optimism is hard-wired into most entrepreneurs and despite
all those challenges, Peter remains positive. “We’re working a
lot harder and a lot smarter but I still enjoy coming into work and
there’s still plenty of potential for new business out there,” he
maintains.
Our congratulations to Peter on his very special landmark and
may he continue to make the good times roll in New Orleans for
many more years to come!

Hat’s off this month for New Orleans independent Peter Ives, who this year
celebrates his own 50th anniversary in the office products business.
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Avery Dennison
Supports Education
in Local Communities.
Avery’s Third Annual Avery Give Back
to Schools™ promotion awards muchneeded school supplies and cash to
deserving schools across the country.
Now better than ever for 2012, Avery
is expanding the Avery Give Back
to Schools™ promotion to award 40
schools supplies like binders, dividers,
Sticky Notes, NoteTabs®, HiLiter®
markers and Glue Stics plus cash
beneﬁts through Avery’s partnership
with Box Tops for Education®. This
program is extremely valuable for
schools and communities across
the country and supports Avery’s
belief that a solid education is the
cornerstone of a strong community.
Last year, teachers, students, parents,
friends and entire communities
voted for their favorite school across
the United States. It resulted in 30
schools being awarded with muchneeded school supplies. This year
Avery will award the top 30 schools
with the most online votes, in a tier
based structure, plus 10 randomly

“We’re excited to expand the offerings
of our Avery Give Back to Schools™
promotion to schools and communities
across the country that have continually
supported us, especially during times
when school budgets are constrained
and so many students and teachers are
in greater need.”
Tim Bond, Group VP of Avery Dennison
Ofﬁce and Consumer Products
selected schools, based on a threshold
of votes received.
The top ﬁve schools with the most
online public votes will each receive
$10,000 (retail value) worth of Avery
ofﬁce products and school supplies,
25,000 Box Tops (redeemable for
$2,500) and $1,000 in gift cards to be
split among the teachers for purchase
of additional classroom supplies; the
school with the most votes overall
will receive an in-school donation
presentation.
For the next 25 schools with the
most votes, each will receive 10,000
Box Tops (redeemable for $1,000
cash). In addition, the 10 randomly
selected schools with 100 votes or
more will each receive 5,000 Box Tops
(redeemable for $500 cash).

For more information visit avery.com/giveback
© 2012 Avery Dennison Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of Avery Dennison Corporation. Box Tops for Education and
associated words and designs are trademarks of General Mills, used under license. ©2012 General Mills. Personal and company names and other information on samples depicted are ﬁctitious. Any
resemblance to actual names and addresses is purely coincidental.

In addition Avery is proud to provide
ﬁnancial and in-kind support to
children, teachers and schools
through their partnership with Box
Tops for Education®. Since 2009,
schools have earned over $2,500,000
through Box Tops found on Avery®
ofﬁce and school supplies.
Support your favorite K-8 school in
your community. Encourage family,
friends and school supporters to vote
online at avery.com/giveback and
help enable children to receive the
education they need and deserve.
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Virginia Independent Melissa Ball to President
Obama: ‘We Did Build That Business!”

co-founder, Jonathan, as American workers. “He seems to regard
business owners as people who are takers, whose success and accomplishments are purely a result of the government,” she charged.

As the owner of Ball Office Products in Richmond, Virginia, Melissa
Ball knows first hand just what it takes to run a small business and

“President Obama is wrong,’’ said Melissa. “Americans do build their
own business and we deserve a president who believes that as well.”

keep it profitable and growing.

She said she wanted to invite Obama “to hear about the struggles
So last month’s “You didn’t build that” comment from President

of real-life business owners.”

Obama didn’t sit very well with her, to put it mildly, and at a press
conference she hosted at her dealership that featured Virginia Gov.
Bob McDonnell and another local entrepreneur, Melissa offered
some pointed criticism of the President’s remark and presented a
compelling argument in support of entrepreneurs and their role in
the economy.

Melissa’s comments prompted an aggressive counter-attack from
the other side of the political aisle. “I received a barrage of anonymous hate e-mails, many of which looked and sounded remarkably
alike,” Melissa reported.
Also part of the counter campaign: charges that Melissa herself was

“We’ve been building this business for more than a dozen years now,

a government contractor and had benefitted from government loans.

so when President Obama said in Roanoke if you’ve got a business

“We made one sale to a federal government agency in 2001 that

you didn’t build that, somebody else made it happen, I was person-

consisted of a $50,000 order for carpet tile, and while we applied for

ally insulted,” said Mellisa.

a loan through a program supported by the SBA, we have yet to re-

After reading the Roanoke speech in its entirety, Melissa said she

ceive any money,” she said.

felt President Obama did not view her or her husband and business
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“Ultimately, it’s disappointing to see there’s a machine out there that is
very efficient at working against people who speak up for themselves
in the political process,” she lamented. “It’s been a real education!”

Houston Dealer Tejas Office Products
Recognized as a Top Hispanic-Owned Company
Houston-based Tejas Office Products has been recognized by
Hispanic Business magazine as one of the country’s top Hispanic-owned companies.
Tejas was ranked No. 149 in the magazine’s annual Hispanic
Business 500 list. The dealership has made the HB 500 list every
year since the list’s inception 30 years ago.
“This is Tejas’s highest ranking in the 30 years of the list’s publication so we’re very proud,” commented Tejas president
Stephen Fraga. “We also want to thank our clients and employees who’ve made this all possible. To be a part of the HB 500
30th anniversary list speaks to our team’s efforts and the support
of the Houston business community.”

Houston Independent EIS Office Solutions
Gives 50% of Profits to People in Need
If you’ve been around independents for any length of time, you’ll
know it’s not real hard to find outstanding examples of civicminded corporate citizens doing good things for the communities
they serve.
But Simon Lee of EIS Office Solutions in Houston has taken that
good corporate citizen mindset to a whole new level.
It all started with a life-changing trip to Africa when Simon was
a student at the University of Texas. “I saw the poorest of the
poor and knew I had to do something about it but I didn’t know
what,” he recalls.” I started praying and after a while, the idea
came to me in a dream.”
The idea was a business of his own but a business with a difference:
Fully 50% of company profits would go to people in need.
With a $50,000 loan from his father as seed money, Simon went
to work. That was back in 2004. Today, his dealership boasts
annual sales volume north of $6 million and a track record of
support for worthy causes that is truly extraordinary for a company his size.
CONTINUED ON PAGE 10
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People who have benefitted from EIS’s generosity include Houston’s homeless and hungry as well as victims of war and famine
in Africa and South America.

For each carton of copy paper sold now through December, Office Solutions will donate fifty cents to the Festival of Children
Foundation.

“Money can make an enormous difference in the lives of people
in need if it’s used properly,” says Simon, “and that’s what we’ve
been trying to do for the past eight years.”

“This is the first time we have entered into this type of partnership, and we’re looking forward to writing a substantial check to
Festival of Children Foundation with the success of this program,” said Bob Mairena, president of Office Solutions. “It gives
our customers an opportunity to feel good about their purchases, knowing that their patronage supports children in need
in our own communities,”

If you’d like to find more or learn about how you might be able
to put together a similar program, Simon would love to hear from
you. Just drop him an e-mail at simon@eisoffice.net.

Office Solutions and Festival of Children
Foundation Collaborate to Help Kids
throughout Southern California
Costa Mesa, California-based independent Office Solutions recently teamed up with a local children’s charities organization to
help support over 200 children’s non-profits in Southern California.
Starting last month, Office Solutions has been working with the
Festival of Children Foundation on a special “Do-Good” paper
promotion.

The promotion is expected to raise $25,000 for the Festival of
Children Foundation, and will be used to enable the organization
to offer free programs and support to over 200 children’s charities in Southern California.

Regency Office Products & Promotional
Products on the Grow in Dallas
It’s been a busy couple of months for Patty Tate and her team at
Regency Office & Promotional Products in Dallas, following the
CONTINUED ON PAGE 12

NEW

Yearly Calendar

Self Adhesive Dry Erase Wall Planners
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Dry erase wall planning,
simplified.
New AT-A-GLANCE® WallMates® make it easy
to have the dry erase planning surfaces you
need in the places you need them.

Stick

Quick. Easy. No tools.
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Done

A full year of planning in four
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When you think big...
think small.

In this on-the-go world, stay organized
with Avery® Mini Binders and Accessories.
Compact 5-1/2" x 8-1/2" accessories help you work smart
wherever your busy life takes you. In the ofﬁce or on the
go, these powerfully effective tools will help organize your
day, are ready for note taking and will ﬁt in smaller spaces.
Rely on these helpful products, and you’ll be ready when
that next big idea comes along!

Little things that work in a big way.™

© 2012 Avery Dennison Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of Avery Dennison Corporation. Box Tops for Education is a registered trademark of General Mills used with permission. All other brands are trademarks of their respective owners.
Personal and company names and other information on samples depicted are ﬁctitious. Any resemblance to actual names and addresses is purely coincidental.
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acquisition in June of two other local independents.
The addition of Williams Office Products
to the Regency family brought a major
boost to volume—close to 40%, reports
Regency’s Don Wesolowski—along with
two outside sales reps, one inside salesperson and two drivers.
The second acquisition, CVS Office Supply, was a smaller operation but one that
like Williams, shares Regency’s servicebased, relationship-building business
model.
Patty and her team are still integrating the
two new additions into the overall operation and that’s kept everyone busy, says
Don, but the outlook is very positive, with
jan san and breakroom business looking
particularly promising.
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Office Solutions & Services,
MT Dealer, Hosts Office Products Expo
It was show time in Missoula, Montana recently, as Kevin Huguet and his team at
Office Solutions & Services hosted their
fourth annual Office Products EXPO.
Some 250 customers and prospects attended the event, which featured just over
20 vendors including OS&S’s key furniture
partner Allsteel and key equipment supplier Sharp.

INDEPENDENT DEALER

“Business has been decent,” Kevin reports. “We’re having a good year but a little more consistency in the sales pattern
would be nice.” Somehow, we don’t think
he’s the only dealer out there thinking that
way. Let’s hope the EXPO helps bring a
little more sales momentum to bear.

PAGE 12

Cosco is your source for Everything in Stamps.

tĞĂƌĞůĞĂĚĞƌƐŝŶƚŚĞŝŶĚƵƐƚƌǇĂŶĚĂƌĞĐŽŵŵŝƩĞĚƚŽ
 
  

 
 
ƉƌŽĚƵĐƚŝŶŶŽǀĂƟŽŶƐƚŚĂƚƐƚƌĞŶŐƚŚĞŶǇŽƵƌďƵƐŝŶĞƐƐ͘






Cosco is the eexclusive
Cosco
xclusive pr
provider
ovider of sstamping
tamping pr
products
oducts
ŝŶĨƵƐĞĚǁŝƚŚDŝĐƌŽďĂŶΠĂŶƟŵŝĐƌŽďŝĂůĂĚĚŝƟǀĞƐ
ŝŶĨƵƐĞĚǁŝƚŚDŝĐƌŽďĂŶΠĂŶƟŵŝĐƌŽďŝĂůĂĚĚŝƟǀĞƐ
ͻDŝĐƌŽďĂŶΠƉƌŽƚĞĐƟŽŶǁŽƌŬƐĐŽŶƟŶƵŽƵƐůǇƚŽŝŶŚŝďŝƚƚŚĞŐƌŽǁƚŚ
ͻDŝĐƌŽďĂŶΠƉƌŽƚĞĐƟŽŶǁŽƌŬƐĐŽŶƟŶƵŽƵƐůǇƚŽŝŶŚŝďŝƚƚŚĞŐƌŽǁƚŚ
ŽĨŵŝĐƌŽďĞƐ͕ƐƵĐŚĂƐƐƚĂŝŶĂŶĚŽĚŽƌĐĂƵƐŝŶŐďĂĐƚĞƌŝĂ

ŽĨŵŝĐƌŽďĞƐ͕ƐƵĐŚĂƐƐƚĂŝŶĂŶĚŽĚŽƌĐĂƵƐŝŶŐďĂĐƚĞƌŝĂ
ͻWĞƌĨĞĐƚĨŽƌǇŽƵƌĐƵƐƚŽŵĞƌƐŝŶƚŚĞĂƌĞĂƐŽĨ,ĞĂůƚŚĐĂƌĞ͕&ŝŶĂŶĐŝĂů
ͻWĞƌĨĞĐƚĨŽƌǇŽƵƌĐƵƐƚŽŵĞƌƐŝŶƚŚĞĂƌĞĂƐŽĨ,ĞĂůƚŚĐĂƌĞ͕&ŝŶĂŶĐŝĂů
/ŶƐƟƚƵƟŽŶƐ͕'ŽǀĞƌŶŵĞŶƚĂŶĚĚƵĐĂƟŽŶ

/ŶƐƟƚƵƟŽŶƐ͕'ŽǀĞƌŶŵĞŶƚĂŶĚĚƵĐĂƟŽŶ

WůĞĂƐĞǀŝƐŝƚƵƐĂƚŶĂǀŝƚŽƌ͘ĐŽŵĨŽƌŵŽƌĞŝŶĨŽƌŵĂƟŽŶ
WůĞĂƐĞǀŝƐŝƚƵƐĂƚŶĂǀŝƚŽƌ͘ĐŽŵĨŽƌŵŽƌĞŝŶĨŽƌŵĂƟŽŶ

Proven
Pr
o v e n and Pr
Progressive
ogr essiv e

S E C R E T S

O F

S U C C E S S

BIG BUSINESS IN A SMALL TOWN

Fourth Generation Takes the Reins at Hummel’s
by Jim Rapp

When Harrison J. Hummel opened a shop to
clean typewriter platens in 1934, in the tiny
village of Herkimer, New York, he could not
have known he was starting a family business that would continue all the way until the
fourth generation of ownership and become
one of the most successful independent office products dealerships in the country.
Herkimer is not much bigger today than it
was back then. The latest census shows a
population of only 7,700, but today Hummel’s Office Plus is the largest independent
office supply dealer in upstate New York, with
retail stores in Herkimer and Rome, New
York, and a commercial business that extends for about 100 miles in all directions.
They recently opened an 80,000 square foot
distribution center and corporate headquarters in Mohawk, just across the Mohawk
River from Herkimer.
Hummel’s large retail store in Herkimer draws
customers from many miles around. It’s a
four-story building with office products on the
first floor, gifts and cards on the second and
a furniture showroom on the third. There is
also a clearance center in the basement.
August 2012

Fourth Generation
Transition Complete
Third generation Harrison J. (Chip) Hummel, who has served as CEO for 35 years,
is now chairman of the board and has
turned day-to-day operations over to his
three children, Justin, Harrison J. IV, and
daughter Solace.
Commenting on the transition, Chip said,
“We’ve been working on the change for
several years and I want to make special
note to thank our management team and
partners. They not only supported the succession plan, but embraced it. We’re very
proud of the entire team.”
“Looking to the future, we will continue to
diversify our product lines, adding more
cleaning and breakroom items and beverages,” Justin explains. “In particular, we
are planning for growth in furniture. We
offer turnkey solutions with three designers
on staff and our own install team.
“We have always believed and continue to
believe that our business is based on rela-

INDEPENDENT DEALER

tionships and being very conscious of taking care of our customers’ needs. The
great opportunity area today is e-commerce. We continue to refine our offerings
to stay ahead of competitors.”
Justin also mentioned that future acquisitions are a possibility as well.
Few family businesses ever reach the
fourth generation. Hummel’s has, and with
three siblings running the business today,
there may very well be a fifth waiting in the
wings. Stay tuned!
Hummel’s Office Plus, Mohawk, New York
n Chip Hummel, Chairman of the Board
n Justin Hummel, Chief Executive Officer
n Harrison J. Hummel IV, Chief Operating Officer
n Solace Hummel, Vice President of Finance
n Office supplies, furniture, breakroom,
beverages
n Founded: 1934
n Sales: $17 million
n Employees: 73
n Partners: Independent Stationers, S.P. Richards
n Online Sales: 60%
n www.hummelsop.com
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Dealer
Growth is
Focus of
2012 SPR
ABC

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

Competition may be tougher than ever and
the overall economy may still be stuck stubbornly in low gear but there are still plenty of
opportunities for aggressive, forward-thinking independents.
That was the message that came through
loud and clear last month at S.P. Richards’
2012 Advantage Business Conference.
SPR chairman and CEO Wayne Beacham
set the tone for this year’s ABC at the opening session, when he urged independents to
focus on growth as a key business objective.

“We weren’t called to manage decline and we believe in long-term
growth,” SPR chairman and CEO
Wayne Beacham told dealers at the
ABC. “New prosperity and growth are
just over the horizon if we keep faith
in each other.”

“Growth,” said Beacham, “is the culmination
of good decisions, hard work and overcoming obstacles.”
While recognizing dealers today face some
tough obstacles—stubbornly high white collar unemployment and office vacancy rates,
increased competition and declining paper
consumption among others—Beacham
sounded a defiant and optimistic note.
“We weren’t called to manage decline and
we believe in long-term growth,” he told his
audience. “New prosperity and growth are
just over the horizon if we keep faith in each
other.”
Beacham backed up his positive message
with some compelling numbers. “We see
roughly 40% of our dealers are growing, another 40% are declining and about 20% are
holding their own,” he said.
For S.P. Richards, he contended, the challenge is to move the last 20% into the
growth column and help move the top 40%
into overdrive.
In his presentation, Beacham outlined his
own perspective on the key attributes of
growing dealers. They included:

The happy winners of this year’s North American Office Products Awards. The awards program, cohosted by S.P. Richards and OPI magazine, recognizes new product innovation in seven different
categories.

n A passion for growth among dealer
owners and top management
n Strong, ongoing investment in
technology
CONTINUED ON PAGE 18
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“For the last ten years I have gone to market with my lead vehicle

being a 6,000-item catalog priced at the mid-level. This year we
switched to TriMega for our catalog using the same mid-level and

Russ Haley
Stinson’s Stationers,
#BLFSTmFME $"
.FNCFSTJODF

have seen our Gross margins go up over six hundred basis points to
the low 30’s% while increasing sales! The sophistication of the
pricing modules by TriMega are industry-leading. We are low where
we need to be low, and make up some margin on the non-KVI
(Known Value Items) all while remaining very competitive for our
customers. Add on increased rebates because TriMega merchandising
pushes the items and lines we buy best and you’ve got a win win.
Here at Stinson’s we are growing and TriMega is integral to our
success ... and proﬁtability!”
See and hear more from Russ and others, scan here.

or visit
youtube.com/TriMegaPurchasing

Can you say that about your
DVSSFOUCVZJOHHSPVQ
*GOPU TQFBLUPVTUPEBZ
XFMMCFMJTUFOJOH

8tJOGP!USJNFHBPSH
XXXUSJNFHBPSH
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n A commitment to re-investing in the
business, not milking it

independents can compete and thrive, even
in a difficult economy. We share a heritage
of making things happen, regardless of the
challenges and we can be inspired by past
leaders and find encouragement and empowerment.”

American Office Products Awards. Winners
included:

n Management focus on growth that is
just as intense as the focus on cutting
costs

Growth-oriented dealers could find plenty of
encouragement and inspiration throughout
the conference.

n Technology Products: Logitech for its
Wireless Solar Keyboard K750

n An ability to outwork and outsmart the
competition

On the show floor, the largest ever in the
ABC’s 14-year history, new product opportunities abounded, both from traditional
manufacturers and suppliers new to the independent dealer channel.

n Accountability and the willingness to
step up and make hard decisions
n Disciplined management based on
measuring a broad range of key dealer
metrics.

n Commitment to community
involvement
n Recognition that an ongoing program
to support new account acquisition is a
must, while at the same time seeking
out new ways to increase sales to
existing customers
n Willingness on the owners’ part to
spend a lot of their time on selling
n An ability to leverage key business
partnerships, including making the most
of their SPR relationship
“There’s no question,” Beacham said, “that

n Core Office Products: 3M for its
Privacy Screen Protector
n Furniture: Iceberg for its Clarity Glass
Dry Erase Boards

n Cleaning and Breakroom:
Rubbermaid Commercial Products for
its HYGEN Clean Water System Filter
Bucket, which also won honors as
Overall Product of the Year
n Environmentally-friendly Product of
the Year: Safco for the Cava Urth chair
n Product Innovation of the Year:
Plantronics for its Savi W740 intelligent
headset system

Reflecting the changing dealer product mix,
the cleaning and breakroom category had a
particularly high profile on the show floor, as
did office furniture and technology products.

n The People’s Choice, a new award
voted on by ABC attendees: Imprint
Plus for The Mighty Badge

And for the third year in a row, a special
awards program, co-sponsored by S.P.
Richards and OPI magazine, recognized
new product innovation, with the presentation at a gala dinner of this year’s North

Next year’s ABC will take place June 26-30
in Orlando.
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Motion Industries Office Products Sales a ‘Non Story,’ Says SPR
Just prior to the conference, OPSoftware, which tracks online
pricing in a number of industries, including office products,
MRO, safety and jan-san, announced it had found Motion Industries, another subsidiary of
S.P. Richards parent company
Genuine Parts, was operating
as what it termed “a noteworthy
rival to our independent office
products dealer customers.”
“Motion Industries has caused
us particular concern due to the
number of products on their
website that are also contained
in both the United and SP catalogs and being offered to the
general public at aggressive
pricing,” OPSoftware said.

Manufacturers include 3M,
Avery, Brother, HP, Sanford and
more. Some Sparco, Genuine
Joe and Elite Image items were
also found on the site,” the
company added.
At a Town Hall Meeting held
during the ABC, SPR senior
management described Motion
Industries’ office products involvement as a “non-story.”
“Motion is a $4.2 billion company that sells in the MRO
space,” S.P. Richards president
and COO Rick Toppin told attendees. “They have over 3.5
million SKUs and they buy direct from the same manufacturers that we do, like Kimberly
Clark and Georgia Pacific, be-

cause their customers ask for
products like that.
Toppin said S.P. Richards own
analysis had revealed some
6,000 SKUs that were common
between SPR and Motion Industries but, he stressed, Motion does not source product
from SPR. It’s their business
and they determine what items
to sell and what those sell
prices are.”
In response to the charge that
Motion sold SPR proprietary
brand product, Toppin said SPR
research had identified two
SKUs that Motion had sold, a
Sparco binder clip and a clicker
counter that had been part of
the Motion product file since

1994 and 1996 respectively.
Additional SPR products sold
by Motion had been purchased
from an independent dealer,
Toppin added.
In a follow up conversation with
S.P. Richards senior VP of marketing Jim O’Brien, he stated
that “by company policy, we
don’t even sell to our parent
GPC or any subsidiary, products that can be used for their
own use.”
“There’s nothing happening [relative to Motion Industries] that
you should feel uncomfortable
with,” Toppin told his dealer
audience.

CONTINUED ON PAGE 21
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S.P. Richards Introduces 2013
Market Share Development
Program
Also last month, S.P. Richards announced
the launch of its 2013 Market Share Development (MSD) Program.
The program offers a collection of print and
electronic marketing resources developed
to support their independent dealer customers’ sales and marketing efforts. New
program additions and enhancements this
year include:
n Smart Choice Catalog, featuring S.P.
Richards Company proprietary brands
offering competitive consumer price
points and strong dealer margins
n Full Line Catalog design
improvements and return of the
Consumer Priced edition –the 2013
Catalog will incorporate significant
design enhancements to improve the
consumer shopping experience. In
addition, the Consumer Priced version of
the catalog will be making a comeback

n New Lorell Brand Marketing Tools – a
Lorell Catalog, promotional flyer and
Seating Solutions poster have been
developed to help dealers gain sales in
this furniture and furniture accessories line
n Genuine Joe Brand Flyer –
showcasing GJO cleaning and
breakroom supplies
n Made in the USA Bargain Buys Flyer –
this addition to the Bargain Buys Flyer
series will feature items made
exclusively in the USA
n CampaignAdvantage coming soon - a
fully-featured SPR managed e-mail and
social media marketing program for
independent dealers
n Consumer Product Reviews are
coming to S.P. Richards SearchPro
enhanced e-content
n Your Business Source Dealer Network
launches – dedicated to building on the
strength of the independent dealer
channel
Jim O’Brien, S.P. Richards senior VP of marketing commented on the program launch,
“This year’s MSD Program features an ex-

citing array of innovative resources to help
dealers profitably grow with their existing
customers, develop new business and
strengthen their position in the market
place. We’ve built on a solid foundation to
deliver what we believe is our most impactful offering of sales and marketing tools to
date.”
Additional details on the 2013 MSD Program can be obtained by contacting a local
S.P. Richards Sales Representative.

United Stationers Launches 2013
Public Sector Marketing Program
for Independents
Wholesaler United Stationers has launched
its 2013 Public Sector Marketing Program.
The program is intended to equip independent resellers with everything they need to
target, supply and service new contracts to
capture their share of the $2.5 billion public
sector market (as estimated by the General
Services Administration.)
CONTINUED ON PAGE 22

Let Us Be Your Host
BMI OP RevelationTM

The Truly Independent Software Solution for Office Product Dealers
True independence means always having choices:
• Hosted in the cloud or on-premises
• SPR, United or BMI search
• United and/or SPR content
Not only do you have the power to choose, you have the power to change. Don’t get locked in. Competition in the Office
TM
Product industry is fiercer than ever. Your independence is what sets you apart. OP Revelation e-commerce and
business management software lets you remain independent while enabling you to compete successfully against the
Power Channel.
See why our dealers are reporting explosive growth. Visit us on the web at www.bmiusa.com or call us today for a free
consultation at 888-580-8382, X206.
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Designed to be used in tandem with United
Stationers’ 2013 Marketing Power Program,
the program is described in an easy-to-navigate booklet that gives new entrants to the
public sector market specific strategies and
tools to leverage their strengths and successfully sell to federal, state and local governments.
It also includes a comprehensive introduction that addresses sustainability concerns
in government contracting, federal government insights, socioeconomic status, successful selling models, brand positioning
considerations, state and local considerations and other insights.
Catalogs, catalog covers, eDeals, fliers and
a complete assortment of marketing support tools are also central to the program in
helping resellers acquire, retain and grow
business in this important segment.
“The linchpin of the 2013 Public Sector
Marketing Program’s value to our independent resellers `is our team’s experience in the
public arena,” said David Haugh, director of
the Public Sector Management Group at
United. “By leveraging the new program,
our resellers are equipped to respond to
new contract opportunities and also satisfy
key public sector decision-makers’ hot
points such as accurate reporting, supply
chain excellence and an intuitive buying
experience.”
For additional information, contact your
local United Stationers account manager.

Class Action Suit Alleges
OfficeMax Misled Customers on
Ink Cartridge Refills
A recent class action suit filed against OfficeMax charges that the Illinois-based big
box has been misleading customers about
its ink cartridge refilling policy.
According to the complaint, OfficeMax
advertised that it would refill printer ink cartridges for $10 each.
One of the plaintiffs in the case said he paid

that price at an OfficeMax store to have a
Hewlett-Packard cartridge refilled, only to
return to the store a month later because
the cartridge was already empty.
When he questioned why his cartridge ran
out of ink so quickly, the suit alleges a customer service representative said OfficeMax
instructs its employees to only refill cartridges halfway.
The plaintiff claims he was also told that if
he wanted a full ink cartridge he could purchase a new one, which he says he did.
Later that month the plaintiff says he went
to a different OfficeMax store and had another HP printer cartridge refilled but it too
was empty in less than 30 days and only
after printing no more than 50 pages. This,
he says, led him to believe his cartridge was
only filled halfway.
The proposed suit alleges OfficeMax's procedure of only refilling cartridges halfway is
deceptive and misleading. It accuses the
company of violating the Illinois Consumer
Fraud and Deceptive Business Practices
Act and asks for a judgment of $10 million,
plus punitive damages and court costs.

Business Solutions Association
Unveils New E-Content Standards;
August 24 is Deadline to Submit
Comments
After two years of meetings, conferences
calls, and independent work, the Business
Solutions Association (BSA) has announced
four proposed standards for the industry’s
electronic content and is seeking comments
from industry members relative to how the
standards can be improved, issues that
were missed or any other area that should
be addressed. Deadline to submit comments to BSA is August 24.
The standards were developed by a special
BSA Task Group that was formed to study
industry practices for the electronic communication of content and find ways to facilitate
the transmission and use of content and

achieve new cost savings and efficiencies.
“Good content drives persuasion, which
drives sales and in turn drives market
share,” said United Stationers’ Mark Evans,
chair of the BSA Content Management
Standards Task Force.
“People process so many words and brand
impression each day that it is extremely important to break through with useful content
and information,” Evans continued. “Everyone will see solid gains in sales, profitability
and market share when the right content in
the right format gets to the right place at the
right time!”
Added S.P. Richards’ Paul Gatens, task
force co-chair, “In order to achieve the
broadest base possible for these consensus
standards BSA is reaching out to a wide
range of participants in the industry, including dealers, retailers and others that may be
impacted or affected by the standards. BSA
will also release the proposed standards to
members of the press in order to include as
many interested parties and the public.”
The BSA Task Group drafted four standards
(or best practices) in the areas of Mobile
Codes, Naming Conventions, Video, and
Photography.
“It has been a long road to travel,” said BSA
president Mike Wilbur, Cosco Industries,
“but worth every mile along the way. BSA
has taken a gigantic step forward and with
what we have done, will save hours and
hours of work for people and companies in
the business products industry, as well as
countless dollars. From now on, we’ll all be
able to use the same format for video, photographs, and even the descriptions of
products.”
BSA’s goal is to publish the formalized
standards on or about October 1, in conjunction with its Annual Forum in Dallas
October 2–4.
For more information, contact BSA executive director Cal Clemons (410-931-8100;
cclemons@businesssolutionsassociation.org).

CONTINUED ON PAGE 24
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MBS Dev Named to
2012 Microsoft Dynamics
President’s Club

management team, all of whom should be
very proud of this accomplishment. MBS
Dev plays a very important role in the growth
and success of Microsoft Dynamics.”

Dealer technology provider MBS Dev has
been named to the 2012 Microsoft Dynamics
President’s Club. The company is a distribution industry ERP and e-commerce value
added reseller for Microsoft Dynamics AX.
The Microsoft Dynamics President’s Club,
which represents the top 5% of Microsoft
Dynamics partners worldwide, honors highperforming Microsoft Dynamics partners
with commitments to customers that are reflected in their business success and
growth.
“Microsoft is proud to recognize MBS Dev
for its outstanding sales achievement,” said
Doug Kennedy, vice president, Microsoft
Dynamics Partners and Support Services.
“This honor is a direct reflection of MBS
Dev’s outstanding group of employees and

Previous honors for MBS Dev include a
2012 Customer Excellence Award in the
Cloud Transformation category.

Fortune Web Marketing Now
Offering Design Services
Internet marketing agency Fortune Web
Marketing announced last month it is now
offering a full range of print design services.
The company said its "creative ninjas" are
available for a broad range of services covering both traditional graphic design and
web design. They include website design,
logo design and branding, corporate stationery and business cards, flyers,
brochures, apparel designs, proposals and

tradeshow banners and signs. For information, visit www.fortunewebmarketing.com.

Deflecto Products Featured on
‘Designing Spaces’ TV Show
Wall panels and decorative chair mats from
on Deflecto received some welcome exposure last month when they were featured on
Lifetime Television’s popular home improvement show “Designing Spaces.”
The show, which aired July 12, focused on
how viewers can give their home office an
updated look with Deflecto’s new wall panels and decorative chair mats.
A Deflecto representative showed viewers
how to install the company’s new 26x26
wall panels and place their new decorative
chair mats for the best possible look.
CONTINUED ON PAGE 25
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AmpliVox Announces
‘12 for 2012’ New
Product Line-Up
The plug-and-play design of AmpliVox’s new Visionary Lectern
enables users to directly control
images on the display screen
from a connected computer.
AmpliVox Sound Systems
has unveiled an expanded
product line for 2012, including upgrades and technological innovations in audio
accessories, presentation tools and lecterns and disaster recovery
equipment.
The line includes the Visionary Lectern, which features an integrated
front-panel LCD display that eliminates the need for projectors and
screens. Users simply plug their laptops or tablets into the lectern’s
built-in data ports to display Power Point slides, photos, videos or
company logos.
For more information, visit www.ampli.com.

August 2012

in memoriam:
Al Homesley, Former Pentel
National Accounts Manager
Industry veteran Al Homesley died June 17 due to complications
from congestive heart failure. He was 67.
Homesley began his office products career as a sales rep for Pentel of America in the Pittsburgh area. After successfully managing
a sales territory, he was promoted to regional manager and
worked out of Pentel’s Chicago office.
His success was again rewarded when he was asked to move to
Southern California to assume the duties of western regional
manager and then national accounts manager.
“Al was liked and respected by everyone who had the good fortune to meet him,” commented former Pentel sales director Tim
Fallihee. “His sense of humor, gregarious personality, and infectious laugh will be truly missed.”
Homesley is survived by his wife, Carol A. Homesley; son, Aric
M. Homesley, grandson, Carson M. Homesley, and sister, Darla
Davis.
In lieu of flowers, memorial donations in his name may be made
to his favorite charity, The Salvation Army.
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NOPAnews
NOPA Outlines Key Legislative
Goals for Balance of 2012,
New Congress in 2013
Last month, NOPA took full advantage of the opportunity presented by the annual S.P. Richards
Advantage Business Conference at Maryland’s National Harbor in the Washington, D.C. area to bring
association dealer members together for a full discussion of industry advocacy issues.
Three legislative initiatives are currently at the top of NOPA’s
agenda, the first two of which could break favorably in Congress
for our industry by the end of 2012, most likely during a postelection ‘lame duck’ session. These include:
• Small-Business Pass-Throughs. Legislation is under
development that would require the Small Business
Administration (SBA) to formally amend its small
business affiliation rule to address the serious problem of
‘pass-through’ dealers participating with big box
companies on federal contracting.
SBA has been dragging its feet on this matter for several
years. Most recently, the agency failed to provide a required
report to Congress by June 30 that would recommend
specific administrative, rulemaking or legislative action to
confront this damaging contracting abuse.
In response, concerned senators and representatives
will soon introduce bills developed in consultation with
NOPA to require SBA rulemaking.
• Dealer Teaming Legislation. NOPA has been pushing
for legislation to allow agencies to claim appropriate
credit for buying from small business with specific socioeconomic status when those firms supply those
agencies as members of a dealer consortium/teaming
arrangement.

Currently agencies may only associate such purchases
toward meeting their annual 23% (of total purchases)
minimum overall small business procurement goal.
Since there are separate congressionally set targets for
federal purchase from women-owned, service-disabled
veteran-owned and 8(a) socio-economically
disadvantaged firms, as well as special provisions for
small firms operating in HUBZones, this limitation can
discourage purchases from small business
consortia/teaming arrangements.
NOPA has expanded congressional awareness of the
capabilities that dealer teams bring to the federal
marketplace and of bills that have been introduced to
ensure agencies can leverage those capabilities
effectively.
• JWOD/AbilityOne Legislative Reform. While it is not
realistic to expect this major legislative issue can be
addressed successfully in a national election year, NOPA
has been working to build allies in other industries and
among key congressional committees to pass longoverdue legislative reforms in this area in the next
Congress, starting in early 2013.
NOPA manufacturer and dealer members have been
progressively impacted in the federal market by the

CONTINUED ON PAGE 27
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AbilityOne mandatory purchase program established
under the Javits Wagner O’Day (JWOD) Act in 1938 and
expanded in the 1970s.
The Committee for Purchase from People Who are Blind
and Severely Disabled operates this program, which has
had virtually no congressional oversight since the 1970s.
Meanwhile, the size of the program has grown
dramatically through the activities of the affiliate
agencies of National Industries for the Blind (NIB) and
National Institute for the Severely Handicapped (NISH),
which today hold a monopoly-like position under this
program.
NOPA has developed draft legislation to restructure the
Board of the Committee for Purchase and its
management of the AbilityOne program to provide for
greater public oversight, policy-making transparency
and representation of affected industry interests in its
deliberations and administrative actions.
Reform legislation has significant support among
interested congressional committees, but industry
grassroots action to push for a full review of the program
next year is essential to achieve the significant changes

NOPA is proposing.
• Federal Strategic Sourcing Initiative (FSSI) – The July
issue of INDEPENDENT DEALER outlined the status of
NOPA’s ongoing advocacy on this issue in detail.
NOPA continues to encourage GSA and the Office of
Federal Procurement Policy (OFPP) to maintain
balanced and consistent ground rules for self-formed
dealer teams that allow dealers holding their own GSA
schedule contracts to serve as “authorized participating
dealers” of a FSSI BPA holder.
In addition, with FSSI at its midpoint, NOPA plans to
proactively engage GSA, OFPP and key federal
agencies in new dialogs regarding future procurement
needs and strategies. Our goal: to help dealers and
dealer teams/consortia position themselves for
expanded federal market participation and success.
Members of NOPA with an interest in these advocacy initiatives
are invited to contact Chris Bates at cbates@nopanet.org or
703.549.9040, x100 for further information and to share their
perspectives on these critical industry issues.
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Jan/SanBusiness

GrowingYour

Moving Beyond Traditional Products
and Traditional Customers
By Jim Rapp

Who would have thought, even a few
short years ago, that janitorial products
would become so quickly a significant
contributor to the sales and profits of
independent office products dealers?
And what a welcome addition to your business,
with offices buying less of just about everything
during this never ending economic malaise.
As we pointed out in our June article, “The
Changing Dealer Product Mix,” independents
today have become a one-stop shop of everything office, with some dealers reaching out to
non-office customers, with jan/san and breakroom supplies leading the way.
Over the past five or six years, dealers have been
learning how to market jan/san products, with the help of new programs from the dealer groups and from wholesalers who are
stocking a wider variety of products and offering more competitive
pricing.
Next day delivery and superior e-commerce solutions and reporting
capabilities give independent office products dealers an advantage
over janitorial supply houses that in many instances are not local
and sometimes are not price competitive.
“We’re focusing a lot more time and energy on jan/san marketing,
as general office supply products continue to shrink,” says Justin
Hummel of Hummel’s Office Plus, Mohawk, New York.
“Our jan/san business has been growing exponentially, with double
digit growth quarter after quarter. It helps that we have the warehouse
space to stock most every item and make next day delivery.
CONTINUED ON PAGE 30
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Jan/San

continued from page 28

“We buy some products direct but S.P.
Richards has a great jan/san-breakroom, program. They provide supporting materials that have been very
helpful.
“Jan/san is a more profitable category for
us, even though we are price competitive.
We’re able to do this because of our relationship with vendors and also because of
the wide assortment, blending them in
with our traditional categories.
“It helps that we promote the single
source idea. In the future, we will continue to widen our product offerings,
including safety products, while selling
to non-traditional accounts, such as
facilities and cleaning companies.”
Office Peeps in Watertown, South
Dakota, is typical of many dealers I
talked with recently about the janitorial
products part of their business. “It’s
been pretty much a ‘learn as we go’ situation,” explains chief peep Joel Vockrodt. “Jan/san is not a huge part of our
business, but it’s been growing
steadily. Sales are up 24% year to date.
We keep working away at it. Paper
products are the easiest to sell; chemicals not as easy. We keep revisiting it
with education and are always looking
for anything we can use that will help
us know more so we can sell more.
“We also work with an equipment
dealer, to obtain certain products. They
also provide training to our people.”
Joel says that selling the single source
idea has been a major factor in convincing customers to not only buy jan/san
products, but other lines as well.
“After taking on the Green Mountain
coffee line, our sales of breakroom
products soared. We’re selling almost
ten times as much of these items as
we did last year.”
Today’s Business Products, Cleveland,
Ohio, has seen exceptional growth in
their CBS (cleaning and breakroom
supplies) category over the past several years. Today’s Rick Voigt explains,
“We’ve found that separating it from
other products in our sales and marketing programs has helped. This lets
everyone know that we are specialists,
that we not only have a wide range of
August 2012

products, but that we have the knowhow to answer any questions that a
customer or prospective customer can
throw at us.”
“We’ve also learned that the person
who places the order is not always the
person who decides what products will
be ordered or even what vendor will get
the order. To say it another way, you
have a better chance to get all the CBS
business if you can talk to the individuals who are responsible for their use.
“We’re selling more and more cleaning
supplies—sprays, wipes, and the entire Genuine Joe line. The new 3M
cleaning systems look promising, as
we move into chemicals and cleaning
equipment.”
Greenville Office Supply, Greer, South
Carolina, has had pretty much the same
experience. “We’ve been selling jan/san
for the past four or five years, and we’ve
had steady increases, but it’s mostly with
current accounts,” states GOS’s Charles
Scales. “We have to constantly remind
customers that we sell these products,
that we’re priced competitively and our
service is excellent.
“Staples is our biggest competitor. They
often change pack sizes and say they
have the best price, but when you analyze the cost per unit, we are lower. It’s
like a 10 pack of pens vs. a 12 pack. Very
frustrating.”

Price is a Problem
Value Added Business Services,
Columbus and Jackson, Ohio, purchased a jan/san distributor several
years ago and it now represents a third
of their sales.
“We’re operating in a very depressed
area,” says Value Added’s Craig Lund,
“so jan/san sales are down along with
everything else. Price pressure has never
been greater. Cross selling has helped
with both customer groups, but the people who buy janitorial products don’t always know the people in their company
who buy office supplies. It’s taken a while
for our salespeople to understand that it’s
like selling to two different customers.
“Persons doing ordering today are less
knowledgeable about products. There

are very few professional
buyers, so you have to be
very basic when explaining why one janitorial
product works better
than another or that
one brand of paper
towel, which may cost
more, actually saves
money because fewer
are used.
“Problem solving is
the key. When you
ask, ‘Are you happy
with all the jan/san
products
you’re
using?’ you seldom
get a ‘yes’ in reply.
There’s
always
something that employees complain
about, and this
provides an opportunity to problem solve.
“Having a real live person talking with a customer or prospect is a
greater advantage today
than in the past, whether
it’s face-to-face or on the phone.
“Buyers are exposed to every kind of
non-personal selling, whether online,
catalogs, etc., with no chance to talk
with a real person if they have questions or encounter problems. There is
no phone number to call, and if they
can ask questions online, it may take
some time to get a response. The response may not be helpful, where a
thirty-second phone conversation
would have solved the problem.”
Craig concluded our conversation by
saying that service has to be defined
customer by customer. “We may
have all these wonderful services, but
do they mean anything to the person
you’re talking with?”
“Jan/san is a frustrating category for us,”
remarks Bernie Garvey, Garvey’s Office
Products, Niles (Chicago) Illinois. “We’ve
been fairly successful with our smaller and
medium-size customers over time, but for
large users, and that’s where the bulk of
CONTINUED ON PAGE 32
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a non-woven three-dimensional web, the 3M™ Easy Trap
Duster System picks up 6 times more dust, dirt,
sand and hair than other dusting systems. And these
easy-to-use, perforated sheets readily attach to your
existing dusting tools. It’s the more efficient way to dust.

Traps and holds 6 times more dust, dirt,
sand and hair for a cleaner environment

Ideal for facilities where cleanliness is crucial and wherever there’s a need for high image floors
s Lower drag helps reduce worker fatigue
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continued from page 30

jan/san products are consumed, we simply cannot buy at prices that
will allow us to compete. We are making some inroads, but it’s not
nearly enough.
“Later this year we will be hiring a jan/san specialist and hopefully
gain the expertise we need to go after facility managers. That’s
where the next level of jan/san growth is going to come from. In the
Chicago market, traditional janitorial suppliers are the price competition and they have most of the big users.
“Think about it this way, if you got only the toilet paper business
in a 50-story office building—how many cases a year would that
be? Or all their jan/san business? It boggles the mind.”
Stay tuned, we’ll check in with Bernie next year to see how
they’re doing.

It’s Really a Service Business
“In this business today we have to sell programs and provide services,” explains Steve Unruh, Total Office Solutions, Minneapolis,
“and janitorial/breakroom selling, to be really successful, requires
salespeople to be knowledgeable about the best products for each
use/application, whether floor cleaner, paper towels or coffee filters.
“As dealer salespeople will tell you, the person responsible for ordering janitorial supplies and particularly bathroom items, wishes
someone else had that responsibility because of employee com-

plaints. If you can help the poor buyer solve the problems and reduce
the complaints, there’s a good chance you will own that business.
“Our janitorial supply business has been good and growing,”
Steve says, “but not as good as we would like, so we now partner with a national brand manufacturer, which gives us more or
less an exclusive territory for that brand. We also handle repairs.
Product and use knowledge is the key to selling jan/san.”
“I couldn’t agree more,” says Jamin Arn, Office Pro, Janesville,
Wisconsin.” “It’s important that you know how products work.
For example, what are the proper dilution rates for the various
liquid concentrates that we sell? What’s the difference between
a disinfectant and a sanitizer?”
About five years ago, Jamin started researching on commercial
cleaning services and products. Today, janitorial products represent
a sizable part of his total sales.
He buys most items directly from manufacturers. He also sells
outside his normal marketing area, because there’s no one else
selling the brand he offers.
“The two most important things I’ve learned about jan/san is that
first you have to know more about the products than the person
you’re talking with, and second you have to be sure you talk with
the person who makes or influences decisions on what’s to be
used. With jan/san, it’s not usually the person who orders office
supplies. More often it’s, ‘talk to Larry in the back,’ and ‘he’s here
after the office closes.’”
CONTINUED ON PAGE 34
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“What’s the secret to your success?” I asked.

Kenny concluded by saying that if you want
to sell lots of janitorial products, you have to
go where lots of these items are used and
talk with the people who make the decisions
on what products and brands will be purchased, whether it’s the cleaning company,
the janitor, the store room manager or
someone else.

“Lots of things,” Kenny responded, “starting
with committing to it and making the investment—studying the market, training your
salespeople and finding the best sources of
supply.”

As we’ve mentioned, wholesalers and buying groups have all sorts of promotions, education and purchasing arrangements to
help dealers sell more jan/san products and
improve margins.

“Independent Stationers has built a substantial jan/san program with truckload and
pallet pricing. United Stationers/Lagasse
provides training, helps us understand the
market. There are not many big janitorial
supply houses and the ones remaining require large order quantities to get good pricing, or even to place on order.

TriMega recently launched the Orange Project, a new jan/san initiative that comes
complete with training, marketing programs
and other daeler support.

Making a Commitment
“Our jan/san business is booming,” says
Kenny Sayes, Sayes Office Supply,
Alexandria, Louisiana. “We did $4 million
in sales last year and should have an increase this year.”

“We benefit by offering next day delivery.
Also, most customers today are not as
afraid of private branded products as they
used to be.”

Independent Stationers launched a new
jan/san program with United Stationers and
Lagasse Sweet earlier this year, with a wider
product selection, marketing/sales support
and educational programs.
S.P. Richards has expanded their jan/san
line considerably over the past year and

they too, offer comprehensive
training, including five videos
on their Genuine Joe line that
dealers can use on their
websites.
Many dealers have moved
beyond selling the more
traditional jan/san products, like paper items, plus
they’re selling to non-traditional customers—factories, office cleaning companies and the like.
Combine those opportunities with all the additional
business to be had with
the existing customers
you know so well and
the logic becomes undeniable: if you’re not
starting to clean up in
jan-san, you’ve got some
catching up to do!
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HOW TO BUILD A

Sales Culture in Your Organization
By Troy Harrison

In my years of experience in working with and for companies large and small,
I have discovered a common element to the most successful businesses:

a strong sales culture.
A sales culture is a philosophy that permeates
the company—from the corner office to the
loading dock—that says, essentially, “We are a
sales organization, and everything else we are
able to do is a product of our ability to sell our
products and/or services to our customers.”

“We are a sales organization, and we grow
profitably by Acquiring new customers, Developing current customers to greater profitability, and Retaining profitable business.”
Use this as the mantra that guides your company’s decision making.

This isn’t a philosophical statement. It’s reality.
The only difference is whether you choose to
acknowledge it or not.

Communicate.

It’s reality because no matter how good your
products or services, if you can’t persuade
someone to exchange money for those products or services, there’s no reason for production or service to exist, and hence your
business will cease to exist.
The most successful companies both acknowledge and embrace the idea that they
are first and foremost a sales organization,
and that culture flows from the top.
It flows from the top because it must. Despite
the protestations of those who advocate bottom-up leadership, the reality is that any corporate culture is set not by the employees at
ground and field level, but by the overriding
philosophy of management. That’s you, by
the way.
So, let’s assume for the moment that you
have decided your company needs to accept
and embrace a sales culture. How do we go
about making all that happen?

Set the mission.
First of all, whatever your mission statement,
throw it away. I know, it’s something that
you’ve put a lot of thought into and probably
has some great phrasing. It’s probably also
something that your employees couldn’t remember if a gun were put to their heads.
Let’s replace it with something simple like this:

All good things in sales (and business) come
from good communication and most bad
things happen because of insufficient communication.
Knowing this, the next step is to communicate
the message to your people, and to do so
consistently. This is where a lot of companies
fail, because the communication happens like
this: The Big Guy at the Top will have a staff
meeting where he/she communicates the
‘new mission’ forcefully to his key managers,
and then expects the managers to communicate it downstream.
They do, but with varying degrees of emphasis and enthusiasm. The sales manager obviously embraces the mission, while the
warehouse manager may be less enthusiastic, and so forth. If you really want to effect
change, it has to be up to you.
In creating a sales culture, there is no employee whose job is so small or insignificant
that he/she shouldn’t hear this message
from YOU.
Hold all-company meetings, or all-department
meetings or all-branch meetings—however
you need to do it in order to have the opportunity to have every employee hear the message directly from your lips.
I once struggled with the support personnel
in a 50-person department. No matter what I
told the supervisors, nothing seemed to

change at ground level. So, over the objections of several supervisors and even a couple
of managers from other departments, I held a
full-department meeting and laid out my goals
for the next quarter—how we would achieve
them, and what everyone’s duty was as part
of the goal achievement.
The employees asked great questions, and
within days were taking the actions that I needed
them to take in order to achieve the goals.
Result: We didn’t just make the goals, we
blew them away. And you can bet that we repeated the quarterly meetings consistently.
The take-away is that, for the most part, if
your people know the goals, they will act in
accordance with them—if they believe that
those goals are real and permanent.

Align goals.
To accomplish your goal of profitable growth
through acquiring, developing, and retaining
customers, you must align all your departments and goals.
I once worked for a company that would set
each department’s goals in a vacuum; for instance, sales would be tasked to grow the company 15% while the production department
would be tasked to cut labor costs by 10%.
Assuming there are no major technical innovations (there weren’t), you had departments
with goals that could not all be reached collectively. This produced management and interdepartmental conflict on a constant basis.
Instead of this, set department goals in such a
way that they can all be achieved together. For
instance, instead of budgeting in dollar terms,
budget in percentages from the top line.
This way, when departments need more resources for equipment and personnel, they
CONTINUED ON PAGE 36
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Building a Sales Culture

continued from page 35

know how to get them: help grow the company. Even with the best goal setting, however,
you’re going to see some internal conflict.

and the responsibility, to demand excellence
from your salespeople once you have molded
the culture of the company around them.

sive to other employees. For a sales culture to
work, the other employees have to want to
get behind the sales team.

Remove internal conflict.

First, you need a strong sales manager. A
“strong sales manager” is one who actively
works, on a day to day basis, to strengthen and
enhance the abilities of his/her salespeople.

Salespeople who can’t play nicely with others
will work against your goals, no matter how
good they are with customers.

Good sales forces, by their nature, create internal conflict. This isn’t because salespeople
are bad people, obnoxious or difficult to work
with (although that is a separate issue), but
because good salespeople push the frontiers.
Because sales is all about growth, good sales
forces are always creating extra work and
pressure for the other departments which
must then function at a higher level to support
the sales growth created. This creates conflict
and push-back.
As a business owner, it’s your job to mediate
and handle these conflicts and push-backs.
It’s a delicate issue because no department
or department manager wants to feel subordinate or less important than sales.
The reality is that, if you’re truly embracing a
sales culture, the other departments are exactly that—subordinate to sales.
When conflicts arise, you should go back to
your mission statement and ask, what helps
your company grow profitably through acquiring, developing, and retaining customers?
Few things can be as de-motivating to a sales
force, or as detrimental to sales productivity,
as the daily interdepartmental battles that can
result when other departments feel that they
must act as a brake pedal on progress.
Good sales cultures overcome this problem
by empowering managers who are sales advocates and by removing internal obstacles.

Have a high
performance sales force.
So far, we’ve talked about aligning a company’s objective, people, and goals around
the sales force, which creates a very salesfriendly environment.
Now it’s time to turn up the heat on the people
who are doing the selling. You have the right,

Your sales manager should not only be a
good administrator, reporter, and forecaster.
The sales manager must be a good coach
and developer of people.
He or she should be willing to advocate for the
needs of the sales force while simultaneously
demanding the highest effort and achievement from them. He must be capable of surrounding himself with top talent and then
making that talent even better.
The sales manager must understand the
basic equation of sales achievement: Quantity
of activity x Quality of activity = Results.
To this end, the sales manager should have
performance metrics in place to assess both
quantity and quality of sales activity and be
equipped to hold salespeople accountable for
those metrics and for the results.
Struggling personnel must be either coached
or changed. Top performers should be rewarded and coached to even higher levels.
Your salespeople should be excellent fits for
your company and environment, and should
be capable of winning new business, developing current business, and retaining customers (remember the mission statement?).
They should have the appropriate mix of traits
necessary for success, while being highly
skilled and trained (which means that your investment in training should be ongoing).
A high performance sales force has no room
for people who must be babysat or constantly
watched to achieve results.
Moreover, the people in your sales force
should be excellent relationship builders, both
inside the company and outside.
That means that the sales force should not
have any “cowboys” who are negative or abu-

Reinforce the culture.
As you’ve probably guessed, it’s not enough
to have some meetings, say “we are a sales
organization,” and call it good.
Cultures happen because they are reinforced,
directly or indirectly. For this to work, key decisions must be made based on the new mission statement: “Does this decision help us to
acquire, develop, or retain customers?”
That doesn’t mean that non-sales departments starve. That new server may be completely justified by its benefits in productivity.
Raises for the customer service team may be
appropriate to reward them for their part in acquiring, developing, and retaining customers.
It does mean that your company has one universal criterion for spending, personnel allocations and any other key decision making.
So what are the benefits? There are numerous
benefits to aligning your company around a
sales culture. The biggest is this: Sales focused companies tend to produce excellence
in every department.
The reason is simple: Companies with a
strong sales department cannot stay bad or
mediocre in other areas. If they do, sales gains
will quickly be lost through customer dissatisfaction and attrition.
As noted earlier, good sales departments tend
to lift other departments through necessity.
This is not true of other departmental objectives. An excellent warehouse team seldom
creates pressure on other departments to up
their games.
On the whole, organizations that center their
culture around the process of profitable
growth tend to achieve that growth, year after
year. It’s not easy, but the results are worth it.

Troy Harrison is the author of “Sell Like You Mean It!” and the President of SalesForce Solutions, a sales training, consulting and recruiting firm.
For information on booking speaking/training engagements, consulting, or to sign up for his weekly E-zine, call 913-645-3603,
e-mail TroyHarrison@SalesForceSolutions.net or visit www.SalesForceSolutions.net.
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Prepare to

Demonstrate Your
Value
By Krista Moore

At K.Coaching, we are seeing a tremendous response to our recently released audio CD, Three
Secrets to Winning New Business. Dealer principals and reps are calling and sharing their immediate success stories when they apply these
techniques and change their approach to
prospecting.
In the past four issues of INDEPENDENT
DEALER, we have shared our methodology and
new business prospecting techniques with the
hope that even more of you will embrace this
success approach.
We can tell you dealers are changing their conversations, planning and preparing, getting more
appointments, gaining confidence and winning
more deals!
One of the key elementsof this success involves
understanding the importance of “demonstrated
value,” and how and when to apply it to achieve
the greatest impact.
Demonstrating value takes place throughout the
sale process, but is most prominently featured
during the proposal phase.

What Is Demonstrated Value?

of this, however, is to make them feel the difference between you and their current supplier.
You do this by showing the prospect that you
have the capabilities to do what you say you can
do and by demonstrating the unique benefit this
capability offers them.
Demonstrate that what you are recommending
is important and real and provide them with verifiable proof points and third-party validation.
By demonstrating your value, you build trust and
believability and you begin to eliminate a
prospect’s fear of change.
You make them feel the impact your company
will have on their business and show them the
desirability of making that change.

How and When Do You Apply It?
The perfect place and time to demonstrate value
is through your written proposal and verbal presentation.
It does not matter how large or small the
prospect opportunity is. Demonstrating value is
a universal professional approach to winning
new business and avoiding the focus on price
alone to solidify that deal.

Once you have uncovered your prospect’s real
business and process needs, you naturally will
begin to tell them what you can do or offer to
meet those needs. Providing demonstrated
value takes this one step further.

A written proposal gives you the chance to speak
to and align your value specifically to the customer’s needs and provides the opportunity to
show them your differentiators.

Obviously, you want to focus on the value that
you bring to their business. An essential feature

In your written and verbal proposal, reiterate your
understanding of the customer’s needs and describe what you do to meet those needs and
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how you do it.
Explain qualitatively how you do it better than
anyone else and then provide them quantitative
proof of the demonstrated value—this is the
value of our approach, these are the advantages
our other customers have received, these are the
tangible benefits they’ve experienced.

Examples of Potential Needs
and Proof Points
Prospect need:

lower operating costs
n Provide written customer testimonials from
specific clients where they clearly explain how
you have helped them streamline processes
and experience a positive business impact.
(These are different from satisfaction statements about your great prices and terrific customer service; these are factual statements
about tangible results.)
n Offer third-party proof, such as the Ernst &
Young procurement cost white paper, which
shows the cost of procurement and the savings that can result from consolidation of suppliers.
n Show company reports demonstrating how
you manage an account by viewing average
order size and explain how you will introduce
improvements to save time in receiving and
operational costs in paying multiple invoices.
n Present a sample report of what you did
CONTINUED ON PAGE 38
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Demonstrate your value

continued from page 37

with a similar customer to keep operating
costs down through consolidation of product
categories and describe how you were able
to lower their overall spending over a period
of time.
Prospect need:

great account management
n Show an example of a business review and
the format you use to manage their account
and explain the positive impact it will have on
their business.
n Provide a bio, résumé and references. It’s
perfectly acceptable and in many ways desirable, to demonstrate the personal value you
bring to the partnership. Establish your credibility and review your accomplishments—especially what you have done and the real
business impact you have had on other customers.
n Provide sample management reports that
you use to watch account spending, budget,
average order size, usage, compliance, etc.
Another place and time for demonstrating value
is during the closing phase of the sales process

—specifically, when you want to address their
reluctance to change suppliers.

need, to establish a meaningful connection that
can influence their decision.

Ease their fear of change by demonstrating
again your capabilities for producing what you
promise and insure them a smooth transition to
your company.

Obviously, if you present reports, testimonies
and white papers without providing context and
connection to the particulars of a prospect’s
business, you will likely not hit the mark.

Here are some things you can do to help the
prospect feel more comfortable with the idea of
change:

We recommend that companies build a capabilities toolkit of reports, examples, white papers,
talk tracks and testimonials for use during the
proposal and closing phases of the sales
process.

n Show cross-reference reports with their current product number and usage compared to
your recommendations and total annual savings
n Offer sample products for them to test if you
are offering alternatives
n Provide a New Customer Starter Kit
n Produce an implementation plan or spreadsheet showing dates, milestones and ownership of tasks for transitioning to doing business
together in a smooth, seamless fashion
n Offer a tour of your or your wholesaler’s facility

We also recommend that sales management ensures the reps are thinking, communicating and
aligning demonstrated value with all prospects
and customers.
Whenever you say you can do something, you
had better be able to prove it.
Proof is what your prospect is looking for and
proof is what will establish your credibility, create
an atmosphere of trust and demonstrate your
commitment and ability to sell value, not just
price. And that is what will help close accounts
faster.

Take care to align your proof points or demonstrated value directly with their predetermined

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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The Last Word

When

Fantasy Becomes Horrible Reality

By Tom Buxton

"when man determined to destroy himself
he picked the was of shall and finding only
why smashed it into because."
e.e. cummings

Over the past few weeks I have received many calls and emails from
friends and colleagues who know that
I live in Denver. I am very grateful to
them for their kindness and compassion towards my family and indirectly
towards those who were horribly affected by what is being called “The
Aurora Massacre”.
I am also incredibly thankful that
none of my family or acquaintances
were a part of the events of that night,
but at the same time I feel guilty, because of the thought that others suffered and died so senselessly.
I had already written a column for this
month’s magazine, but couldn’t stop
thinking about the incident, the people and the potential outcomes. I felt
compelled to attempt to discuss what
is on many people’s minds, though it
has nothing to do with the sale of office products.
Oddly enough, I was less than 15 minutes from the movie theatre that
night, returning home after arriving in
Denver on a severely delayed flight.
On April 20, 1999, I was also less than
15 minutes away from the carnage
that was Columbine.
In that case however, I had a personal
connection. I had been a freshman
football coach at the school and one of
my former players, Corey DePooter,
and a distant relative, Rachel Scott,
were among the dead.
Why is there man made tragedy? Why
are there people killing people around
the world and especially in Aurora,
August 2012

Colorado? And for those of us who
believe in Jesus Christ and the power
of God, where was He?
I cannot answer all of these questions
and won’t try, but I do have a few observations after watching the tragedy
and difficult but sustained healing that
has taken place over 13 years in Littleton, Colorado, and specifically at
Columbine High School.
We have free will. The perpetrators of
the Columbine shooting possessed it,
as does the President of Syria and the
young man who took so many lives at
a place known for entertainment.
Slights were magnified, hurt was cultivated, plans were made.
The culture is partially responsible.
Selfishness and narcissism are not just
accepted but often expected, leading to
a focus on the preeminence of the individual. The good of society takes a back
seat to the needs of the individual.
We are influenced by what has become a
seemingly unavoidable merging of fantasy into reality. At Columbine, two students watched and made violent videos
far in advance of their attack. The Aurora attacker obviously was attracted by
scenes from The Dark Knight where the
Joker kills people for fun.
Outlawing guns would not stop events
like the one that occurred in Aurora,
but some weapons have absolutely no
practical purpose. I believe in the second amendment. However, can someone please explain what purpose
assault rifles have in our society?
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For those of you who state that banning them would just be “a nose under
the tent”, please take another look at
the carnage that such weapons could
inflict on your children or grandchildren. They aren’t even considered to
be a “sporting” way to kill an animal.
God is a Gentleman. I don’t claim this
as my own thought although when I
heard it, I thought that it made sense.
Where is God in times of unbelievable
pain? After observing the pain and the
restoration after the Columbine
tragedy, I believe that because of His
respect for our free will He did not
stop it, but He did bring good things
out of it.
The community became more closely
knit and remnants of that unity have
remained to this day. The message that
there is hope after tragedy has been
communicated to tens of millions of
people by many of the families whose
children died there.
In the Bible, God never sugar coats it.
Jesus said, “In the world you will have
trouble, but be of good cheer, I have
overcome the world. “
As we reflect on the tragedy that occurred in Aurora a few weeks ago, or
Syria, or Afghanistan, shouldn’t we
start to ask ourselves, what are we living for when it is obvious that life can
be so short and fragile?
Tom Buxton is founder and CEO of the
InterBizGroup consulting organization and a
regular contributor to INDEPENDENT
DEALER. He lives in Lakewood, Colorado.
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