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Time to Take  
Advantage of an 
EPIC Opportunity
One of the hallmarks of just 
about any successful organi-
zation is a willingness to listen 

to its customers and actually do something about what 
they have to say.

With that in mind, we’re delighted this month to offer 
kudos to Independent Stationers and TriMega for their 
upcoming EPIC convention. 

In recent years, it’s become just about impossible to 
spend any time with two or more office products people 
without the topic of industry tradeshows and meetings 
coming up sooner or later. Guess what? There are too 
many of them, they cost too much and they take too 
many days away from the business.

Next month in San Antonio sees what potentially, at any 
rate, could well be a big first step towards solving the 
tradeshow problem. But the folks at IS and TriMega can’t 
do it on their own.

For EPIC to live up to its promise, it will need the broad-
est possible industry support. A successful show this 
year will pave the way for similar efforts further down the 
road and allow the independent dealer channel to focus 
its valuable but limited resources more effectively.

So if you’re an IS or TriMega member and haven’t yet 
signed up to attend, please do so today. And if you’re 
a potential exhibitor but haven’t yet booked space, you 
need to pick up the phone as well.

And it’s not just to support the EPIC initiative. There’s a 
terrific education program on tap, an impressive product 
expo and an excellent opportunity to network with your 
peers and take the pulse of the industry in these chal-
lenging times.

But here’s the bottom line: The two largest buying groups 
in our industry are serious about trying to bring some 
rationality to the tradeshow situation and they need us 
to be there with them. If we don’t show up in support, 
we won’t need to look too far for a reason if things don’t 
improve.

SC Dealer Herald Office Solutions  
Celebrates 120th Anniversary
Congratulations are very much in order for Thomas Jordan and his team 
at Dillon, South Carolina-based-Herald Office Solutions, who this year 
are celebrating 120 years of service to the business community.

That’s an impressive achievement by any measure and it becomes even 
more so when you take into account that Thomas is the fourth genera-
tion of the Jordan family at the company and the fifth is already on board 
in the shape of his eldest son Myers.

Herald started in the printing business and printing remains an important 
part of the company overall, with a division that’s some 40 strong that 
prints the local Dillon Herald newspaper as well as continuous and snap-
out forms, custom receipt books and other business forms.

The office products side of the house employs some 140 hard-working 
professionals, spread out across eight different locations (seven in South 
Carolina and one in North Carolina).

Business has been pretty good so far this year, Thomas reports, par-
ticularly on the contract furniture side (Herald is aligned primarily with 
Allsteel, HON and KI).

NE Independent Dealer Latsch’s  
Helps Take Local Food Drive to Next Level
In Lincoln, Nebraska, Mike Decker and his team at Latsch’s Office Prod-
uct & Procurement Specialists recently proved once again that when it 
comes to giving back, nobody does it better than today’s independents, 
when they partnered with a local TV station and the Nebraska Farm Bu-
reau on Can Care-a-Van, a week long effort to collect canned food and 
other much needed items for local food banks throughout the state.

This was Latsch’s first year as a sponsor and, says Mike, it was a win-
win for all concerned, as the amount of food collected broke the 200,000 
lb. mark for only the third time in Can Care-a-Van’s 26-year history.

“As a company we have always given back to the community and Can 
Care-a-Van offered us a way to do that beyond our home base of Lincoln 
and into other parts of the state,” Mike commented. “Our folks had a 
great time and the whole effort generated some outstanding press cov-
erage and some very positive customer feedback.”

continued on page 4
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ECi can expand 
my business into 
multiple verticals.

Fully Integrated &  
Customizable E-commerce

On-premise or 
Cloud-based Solutions

ECi lets you do business your way with:
Multi-vertical &  

Multi-location Support
Business Analytics, CRM, 

Mobility & Other Tools

“WE’VE EXPANDED INTO SEVERAL 

VERTICALS OVER THE LAST 5 YEARS, 

SUPPORTED BY SOLUTIONS WE’VE 

ACQUIRED FROM ECI.”

Yes, you CAN do business your way!
Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc.  All rights reserved.

–Jeff Schroeder • The Supply Room Companies

mailto:info@ECiSolutions.com
http://www.ECiSolutions.com
http://op.ecisolutions.com/products/ad-office-products-ns-opi-june-2013.aspx
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DBL312-2011LN

duraframe® Self-adheSive magnetic frame
Simply  Brilliant!

Durable’s DuraFraMe®  —
a contemporary self-adhering display sign with hinged magnetic front to create professional-
looking signage/displays quickly and easily. Bid farewell to tape, thumbtacks, etc. 
DURAFRAME® offers a simple, stylish yet efficient way to organize, display and update 
important information.

Features
• Adheres to any smooth, solid surface—simply peel, stick, done!
• Special adhesive allows for repositioning from one location to another*
• Sturdy lens cover pulls back effortlessly, allowing for speedy insert updates
• Magnetic seal holds inserts securely in place
• Can be read from both sides when affixed to transparent surfaces, such as glass
• Available in tabloid, letter and half letter sizes, packs of 2

*Non-removable on wallpaper, 
painted surfaces and wood.

Item# Description Size
DBL4890-01 Half Letter 51⁄2" x 81⁄2"h

DBL4891-01 Letter 81⁄2" x 11"h

DBL4896-01 Letter Horizontal 11" x 81⁄2"h

DBL4892-01 Tabloid 11" x 17"h

DBL4888-01 Tabloid Horizontal 17" x 11"h

DURAFRAME® is available from United Stationers.

NEW! DurableOFFICePrODuCTS.COM 
Click on Durable lIVe!®

Call for FREE Samples 
800-273-3118

Visit us on the web to learn 
more about DURAFRAME® 

Winner’s Circle  continued from page 2

CA Dealer Office Solutions 
Acquires Best Office Products 
Yorba Linda, California-based Office Solu-
tions last month announced the acquisition 
of fellow independent Best Office Prod-
ucts in Pomona. Office Solutions said the 
merger combines the resources of two well 
established companies and reaffirms Of-
fice Solutions’ commitment to provide an 
ever growing list of products and services 
to businesses in Southern California and 
throughout the nation. 

“We’re excited to have the team at Best 
Office Products join the Office Solutions 
family,” said Robert Mairena, president of 
Office Solutions. “Both of our organiza-
tions have a rich tradition of service to our 
customers. Combining these customer 
focused cultures will strengthen our po-
sition as the premier office products and 
services dealer in our marketplace while 
providing an even greater compliment of 
products and services to all the customers 
that we now serve.”

MN Independent Bertelson’s 
Implements Re-Branding
Minneapolis-based Bertelson’s Office 
Products is one of the oldest independents 
in the country, with a tradition of service 
and value that goes all the way back to its 
founding in 1907. 

But if you’re a business with a proud his-
tory, that doesn’t mean by any stretch that 
you can’t also be forward-thinking and 
innovative at the same time. Just ask Ber-
telson president and CEO Steve Unruh. 

Steve and his team, with a friendly assist 
from first-call wholesaler United Statio-
ners,  recently completed a successful 
re-branding effort which resulted not only 
in new graphics for just about every visible 
aspect of the dealership but also ushered 
in a new name: Bertelson One Source, and 
tagline: “be confident, be done, be happy.”

“The new name and tagline are designed 
to target today’s busy office buyers, who 
typically want their office purchasing to be 

quick and easy so they can move on to 
other tasks,” says Steve.

The One Source element, he adds, also 
sends a message that Bertelson’s is about 
a lot more than just office products.

Evidently, the folks on the receiving end  
like the new branding. It was rolled out via 
an email blitz that asked customers to rate 
the new look and messaging on a 1-10 
scale in a survey posted on the Bertelson 
website.

The emails generated over 240 responses 
on just the first day alone and the average 
rating came in at a heady 9.2. Not quite 
sure how you top that but somehow, we 
suspect Steve and his team will find a way.

continued on page 6

http://www.DURABLEOFFICEPRODUCTS.COM


Avery offers solutions for a new level of safety and 
organization for a frequently overlooked area of the office.  
Specialized labels will withstand harsh environments and are highly 
visible to help ensure that critical information will get noticed. 

Learn more about Avery innovative solutions, templates and support at avery.com

©2013  Avery Products Corporation.  All rights reserved.  Avery and all other Avery brands, product names and 
codes are trademarks of Avery Products Corporation. Personal and company names and other information 
depicted on samples are fictitious.  Any resemblance to actual names and addresses is purely coincidental. 

Little things that work in a big way.™

Organize every part of your 
facility with Avery® Labels

Click here for information on 
our Q3 consumer promotion.

http://www.avery.com/avery/en_us/
http://read.averyflip.com/i/122483
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Winner’s Circle  continued from page 4

TN Dealer COS Business Products  
& Interiors Selling Paper for a Good Cause

COS president Skip Ireland presents the proceeds from his dealership’s Paper 
for Charity campaign to his local United Way.

In Chattanooga, Tennessee, Skip Ireland and his team at COS 
Business Products & Interiors have come up with an innovative 
way to give back to the community, strengthen those all-import-
ant customer relationships and sell a little more copy paper into 
the bargain.

It’s called “Paper for Charity” and, says Skip, it’s become a genu-
ine win-win-win for his dealership, his customers and some wor-
thy causes in the community. 

It couldn’t be much simpler: Once a quarter, COS selects a local 
charity and that charity receives $4 from the dealership for every 
case of copy paper it sells. 

“At heart, most people want to give back and if you make it easy 
for them, they will do it,” says Skip. “And if you’re going to present 
yourself, like we do, as a locally-owned and operated company 
that provides value to the community, you have to be willing to do 
more than just talk about it.”

Skip might just have a point. The most recent quarter saw some 
500 COS customers participating to help benefit a local food 
bank. 

In addition to the hard dollar benefits, the campaign also gener-
ates some terrific publicity, both for COS and the charity it sup-
ports, since each case of paper goes out bearing a label with the 
logo of that quarter’s charity.

“It’s been so successful,” says Skip, “that now we have non-prof-
its and similar organizations actively pursuing us to be included 
in the program. And the customer feedback overall has been 
phenomenal!”

continued on page 8

mailto:sales@gopd.com


http://www.westpointproducts.com
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Winner’s Circle  continued from page 6

Gaffaney’s Total Office Source, ND Dealer, Regroups 
and Moves Forward After Devastating Fire

In Williston, North Dakota, the folks at Gaffaney’s Total Office 
Source are regrouping after a devastating fire last month totally 
destroyed its store.

The fire began in the basement on a Sunday evening and quickly 
engulfed the entire building. It took over 70 firefighters more than 
20 grueling hours to put out the last of the flames and by that 
time, the only option left for general manager Tom Clayton and 
his team was to stand by and watch as plans were put in place 
to demolish the remains of what had been a fixture of Williston’s 
downtown since the early 1950s.

Fortunately, no one was hurt during the fire and since Gaffaney’s 
had switched its computer system to the Cloud two months ear-
lier, the dealership’s financial and customer data remained intact.

As a result, it took less than two days for Tom and his team to find 
temporary warehouse space just a few blocks away and be back 
in business and making deliveries again.

“Our employees were phenomenal,” Tom reported. “We are a 
company with people who have been here for decades and while 
they were emotional on the Sunday night when the fire first start-
ed, they came in the next day determined to move forward and do 
whatever was needed to get up back up to speed.”

Ironically, Gaffaney’s was already planning some major changes 
to the store. “This tragedy is forcing us to update and renovate 
way ahead of schedule,” Tom told a local newspaper. 

Less than a month after the fire, Gaffaney’s Total Office is well 
on its way to completing renovations on a new building that will 
serve as the retail location, sales office and warehouse. The con-
struction isn’t slowing them down, customers are welcome at the 
new location and deliveries are going out daily. 

Tom offered his own philosophical perspective on the disaster: “In 
life, the things that we don’t plan for, that catch us off guard, be-
come a platform for the best things we do. We didn’t expect this, 
and we didn’t want it, but it will be a base for a better Gaffaney’s.”

In Richmond, VA, MOI hosts Post NeoCon Happy Hour

Last month, contract furniture dealer MOI hosted a special “Neo-
Con Happy Hour” in its Richmond, Virginia showroom to highlight 
some of the new products introduced at this year’s NeoCon show 
in Chicago.

“The event which was targeted to the local A&D community was 
a great way to highlight products showcased at NeoCon, and we 
were able to showcase some of our very own upgrades and bring 
the NeoCon experience to Richmond,” commented Richmond 
general manager Jim Hopkins. “We want our clients and partners 
to know we are their local resource for furniture solutions and 
trends.”

TX Dealer Perry Office Plus Hits the Track for a Good 
Cause

In Temple, Texas, the folks at Perry Office Plus recently turned 
out in force for a good cause when a 15-person Perry team took 
part in a Relay for Life walk sponsored by the American Cancer 
Society.

The team included one cancer survivor and, explained marketing 
manager Regina Corley, just about every other team member 
had also been impacted by the disease in one way or another.

This was the first year the dealership participated in the walk 
and they went way beyond expectations. After setting an initial 
goal of $1,300, the Perry team raised more than double that 
amount—an impressive $2,700. The event started at noon and 
ended at 6 am the next day, with someone from Team Perry out 
walking on the track at all times.



http://www.clovertech.com
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Secrets of Success 

Warden’s, now in its 49th year, claims to 
be the largest independent office products 
dealer in Northern California’s Central 
Valley.

“Our marketing area has been particularly 
hard hit by the recession, with unemploy-
ment running at 15% even today,” explains 
president Joe Cunningham. “But we have 
grown our business the last few years, and 
our new branding program has helped. 

“Our theme, ‘Warden’s—Making your of-
fice work,’ lets us use the word ‘work’ in 
all our advertising and promotion. We spell 
out the word with various office supplies.” 
(Take a look at their website.)

Like many other dealers, Warden’s closed 
its retail store in 2006, but still maintains a 
furniture showroom next door.

Jennifer Viss, Jerry Warden’s daughter, 
grew up in the business. “I’ve been here 
since I was little, stocking shelves and 
doing whatever needed to be done,” she 
explains. “I’ve held just about every job 
except sales.

Joe Cunningham joined the industry in 

1988, working for a small independent in 
Southern California before coming on-
board at Warden’s in 2000.

“Modesto has a population of only 
200,000, so we go out about 50 miles in 
each direction to operate our commercial 
business, and we offer a very wide variety 
of services, including office relocation,” he 
explains.

The Blue Crew
Like most independents, Warden’s goes 
to market on superior service and strong 
customer relationships, spearheaded by 
their “blue crew,” the people who deliver 
all their products and services. 

Whether it’s an emergency delivery of 
copy paper or a furniture installation, 
these employees are told “Whatever the 
customer needs, do it!” and they’ve built 
up quite a reputation over the years, going 
out of their way to make customers happy.

“I’m sure many other independents say 
that their people are what make them 
successful, but here our people are our 

secret,” Jennifer extols. “We take very se-
riously what my father has said over and 
over again, ‘Do what you say you’re going 
to do.’”

“We’re fortunate that many of our people 
have been with us ten years or longer. 
That experience has definitely helped us 
through some of the leaner years.’

The Warden’s company and their employ-
ees are also very involved in all sorts of 
charitable organizations and activities.

Their annual Customer Appreciation Day 
showcases a different charity each year. 
When I asked for names, I received an 
impressively long list of non-profits that 
the company and its employees actively 
support. Its generosity has not gone un-
noticed in the community, as reflected in 
being named “Business of the Year” by its 
local chamber.

Looking to the future, Cunningham says, 
“We will be seeking growth opportunities 
as the economy improves. We have most 
everything in place to do that and we have 
the very best people to get it done.”

Warden’s—Making Your Office Work
A New Brand is Working for this California Dealer
by Jim Rapp

Warden’s
Modesto, California
• Jerry Warden, Founder and 

CEO; Jennifer Viss, Chief 
Operating Officer; Joe 
Cunningham, President

• Supplies, furniture, design, 
MPS, relocation services

• Founded: 1965

• Sales: $11 million

• Employees: 38

• Partners: Independent 
Stationers, S.P. Richards

• Online sales: 53%

• www.wardensworks.com

http://www.wardensworks.com


Saving time. Managing costs. Delivering results. At Enterprise Group, we eat this 
stuff up. From sunup to sundown, you’ll find experienced local sales support, an 
exceptional sales service center, quick response times, and a wealth of product 
knowledge—including expertise in digital printing. 

In other words, whatever your workday brings, we’re ready—and so are you.

For more information, please visit egpaper.com
Follow us on Twitter @egpaper

Like us on Facebook: www.facebook.com/egpaper

EAT
Products. Selection. Service. 
For us, they’re all-consuming.

http://www.facebook.com/egpaper
http://www.egpaper.com
http://www.egpaper.com
http://www.twitter.com/egpaper


If you have news to share - email it to 
Simon@IDealerCentral.com
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“Where Big Happens” is the theme for 
next month’s EPIC 2013 convention and 
if the program offers any indication, orga-
nizers Independent Stationers and TriMe-
ga have taken that theme to heart and are 
doing all they can to make sure the event 
delivers “Big” and then some!

Set for September 17-20 in San Antonio, 
the first joint convention between IS and 
TriMega comes with an agenda packed 
with industry education, information and 
networking opportunities to help mem-
bers of both groups strengthen their 
businesses on several different levels. 
Highlights include: 

•  Keynote speaker Stephen M. R. Covey, 
a co-founder of CoveyLink and the 
FranklinCovey Global Speed of Trust 
Practice, who will speak on “Smart 
Trust: Creating Prosperity, Energy & Joy 
in a Low Trust World”

•  A broad array of workshops for all 
dealers attending on topics such as 

social media, leveraging the power of 
“Buy Local,” selling to the new genera-
tion and more

•  Various panels and roundtables, again 
open to all dealers attending, on dealer 
best practices, capitalizing on opportu-
nities in the Depot-Max merger, jan-san 
opportunities and more

•  Two separate program tracks for IS 
and TriMega members respectively on 
topics specific to each group

•  A product expo highlighting the latest 
and greatest in office products, office 
furniture, jan-san and other important 
growth categories

•  Multiple networking opportunities and 
special events, including a special 
party for members of both groups and 
their supplier partners at San Antonio’s 
historic Alamo

For more information or to register, visit 
www.wherebighappens.com.

Staples, Office Depot Get Low 
Grades on BTS Pricing from 
Consumer Reports
This may not come as a total surprise but 
according to a recent survey by Consumer 
Reports ShopSmart magazine, the pricing 
offered by Staples and Office Depot on 
school supplies and similar items may not 
be quite as competitive as their marketing 
might suggest.

ShopSmart magazine sent secret shop-
pers to check prices at Office Depot, Sta-
ples, Target and Walmart and found Sta-
ples and Office Depot tied for the highest 
prices on most items. 

According to ShopSmart research, store-
brand, two-pocket folders at Staples cost 
$1.01, compared to Walmart’s 48 cents. 

Similarly, Mead, Five-Star, one-subject 
notebooks were priced at $6.02 at Sta-
ples, compared to Walmart’s $2.76. 

And Norcom brand packages of 150 
sheets of loose-leaf paper were $3.01 at 
Office Depot, while at Walmart, they were 
priced at just 82 cents. 

Separate Lawsuits Charge Office 
Depot Failed to Pay Proper 
Overtime and Properly Address 
Worker’s Sexual Harassment 
Concerns
Office Depot has offered to pay close to 
$104,300 to three former assistant man-
agers for its failure to pay proper overtime 
wages, according to the law firms who 
represented the employees in a lawsuit 
filed against the Florida big box.

The claims arose under the Fair Labor 

continued on page 14

IS, TriMega Ready EPIC Program  
for First Joint Convention

mailto:Simon@IDealerCentral.com
http://www.wherebighappens.com


To learn how OPMA can take 

the wheel for you, contact us at 

616.785.6061, or visit opma.com.

Office Products Marketing & Advertising  
4211 North Division  
Comstock Park, Michigan 49321    
616.785.6061

Regardless of the vehicle,  
we take your customers 

to where you want them:  
your website.

Print  
materials.  
Electronic 
materials.  

catalogs

websites

flyers

e-marketing

http://www.opma.com
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YOU NEED
WE HAVE
 jan/san solutions 

Shop Ticket Holders

(800) 323-6084
c-line.com

CLI 43910

CLI 49911

CLI 46911 CLI 45911

©2013 C-Line Products, Inc. Mt. Prospect, IL 60056-6053, All Rights Reserved. C-LINE is a registered trademark of C-Line Products, Inc.

• Heavy Duty Plastic Holders 
 Store and Protect Information
• Multiple Sizes and Styles 
 Fit Every Application

Stitched • Hanging • Neon Colored • Self-Adhesive • Welded Plastic • Magnetic
Industrial Zippered • High Capacity • Dual Pocket w/Strap

CLI 70911

IndustryNews  continued from page 12

Standards Act (FLSA) and asserted that Office Depot violated the 
FLSA by failing to pay all wages due and owing to them and oth-
er assistant managers for working more than 40 hours a week. 

After an adverse ruling from the court, Office Depot agreed to 
pay the three workers who had joined the lawsuit, to avoid chal-
lenging the claims or litigating the case, the law firms said in a 
press release.

The full number of Office Depot assistant managers who were 
subject to the pay procedures at issue in the litigation is not 
known, the law firms added.

Meanwhile, in Houston, Maria Brito, a former Office Depot em-
ployee, is seeking a jury trial for a case in which she charges 
her complaints about a co-worker sexually harassing her led to 
her termination, according to a report published in the Southeast 
Texas Record.

Office Depot employed Brito as a packer in its Houston warehouse 
in Houston and according to the suit, she began to experience 
sexual harassment from another employee in September 2012.

Brito reported the behavior to a superior, but was reportedly told 
that she and her presumed aggressor “needed to get along,” the 
original petition says. The suit further recalls an incident in Oc-
tober 2012 in which the co-worker “raised his fists while walking 
towards her in a hostile manner.”

Office Depot fired Brito in December 2012 on grounds she 
touched a female employee, according to the Southeast Texas 
Record.

Pinnacle Adds Two New Members
The Pinnacle Affiliates dealer group has added two new mem-
bers: Burnsville, Minnesota-based Innovative Office Solutions 
and Bruce Office Supply & Furniture in Birmingham, Alabama.

“We are thrilled to add these two large progressive and growing 
dealers as members of Pinnacle Affiliates,” commented Pinna-
cle chairman Kevin Johnson. “We expect they will both receive 
and provide significant benefit to our large dealer peer exchange 
sessions.” 

Added Kevin, “While group purchasing programs, governance, 
full transparency, low overhead and vendor collaboration are 
all important aspects of a dealer group’s value proposition to 
its members, Pinnacle’s formal and informal Peer Exchange 
has become the centerpiece of the Pinnacle group’s benefit to 
large dealers.  During our Peer Exchange sessions, I am always 
amazed at the variety of ways Pinnacle members have success-
fully tackled important issues and opportunities that face all large 
dealers.”

continued on page 16

http://www.c-lineproducts.com/product_category.php?cat_id=shop-ticket-holders


Go to our website: mbsdev.com or scan for info: 

SM

We transformed the 
online experience 
for our customers. 

Success Minded

Successful resellers know that a strong e-commerce
capability, diverse product assortment, and e�cient
operating and sales execution are the keys to
success in a rapidly changing marketplace. If you 
want your business systems to enable your growth
and pro�t initiatives, consider modernizing your 
company with MBS DEV.

Sean Marx :: CEO

http://www.mbsdev.com
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Fire played rough with this Phoenix file, but its contents came 
out unscathed and it put more profit in the dealer’s pocket.

Phoenix offers superior on-site records protection from fire, 
water and theft at lower costs to dealers. Our competitive prices 
create the higher margins you want without compromising the 
features, toughness, style or quality your customers need.  
Plus, we’re available to help you make fire protection an  
easy upsell — building profits and customers’ trust.

The file may look rough. But increased sales margins 
from Phoenix always look great.

A huge boost to profits for your business from Phoenix.
WHAT’S BEAUTIFUL ABOUT THIS FILE?

SAFE INTERNATIONAL, LLC

(clockwise from top)
Jeff McQueen
Janet Pape
Penny Cooper
Sharon Maish

800.636.0778   |   www.phoenixsafeusa.com

IndustryNews  continued from page 14

ECi Releases Re-Engineered  
ECinteractivePLUS Web Storefront
ECi Software Solutions last month announced 
the release of its re-engineered flagship web 
storefront software, ECinteractivePLUS. ECi 
offered the following list of new features:

•     A prominent top search bar which 
expedites the shopper’s main task, 
looking for products 

•  Moving navigation menus from the left 
side to the top to make room for more 
intuitive shopping by product category 
and attribute 

•  Customizable merchandising zones 
which let dealers market their brand, 
services and products in a fresh, 
visual format that promotes shopper 
engagement and repeat visits 

• The ability in theater slide show to 
automatically hide slides from shoppers 
such as government agency buyers 
who are restricted from purchasing the 
product in question 

continued on page 18

http://www.phoenixsafeusa.com
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Register Today at: www.WhereBigHappens.com

September 18th - 20th JW Marriott - San Antonio Hill Country Resort and Spa

“To be successful, you must act BIG,  
  think BIG & talk BIG.”
  -Tony Hseih, Co-Founder of Zappos

BIG Ideas: Discover the BIG power of 
trust in a compelling Keynote by Stephen M.R. 
Covey. Learn, exchange and discuss business 
issues and ideas in workshops and seminars
 

BIG Thinking: Uncover BIG revenue 
streams and new products at the EPIC 
Industry Tradeshow

 

BIG Opportunities: Network 
at the Evening at the Alamo and other BIG 
social and entertainment events

http://www.WhereBigHappens.com
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Proven Performance
at a Lower Cost!

PM COMPANY DIGITAL CARBONLESS

PM Carbonless delivers the same or better quality than other name brands and is
priced to win in the market-place. 

PM Digital Carbonless is engineered to run in high-speed copiers, standard desktop 
printers, and even in o�set or digital o�set-presses. One paper, many applications. 

Environmentally Sustainable:
• SFI® Certified paper
• Vegetable based organic (non-toxic)

carbonless coatings
• Safe for the environment
• No strong odors (no petroleum)

IndustryNews  continued from page 16

•  More flexibility for shoppers in sorting their favorite items by 
number or description, shopping by category and viewing a 
summary of frequently ordered items 

In addition, ECi said the new web storefront also offers: 
•  A streamlined carting and checkout flow on shopping pages 

which dynamically presents data such as item quantities and 
recommended accessories—all without additional page loads 

•  Auto-save, dynamic content updates and smart buttons, 
resulting in fewer clicks and page loads overall; the cart 
summary instantly indicates when the shopper has added an 
item, and the “add to cart” button changes to an “add more” 
button, without requiring a confirmation page load, ECi said.

•  Smarter item lists which mean fewer steps for the shopper—
the search results automatically upsell and cross-sell similar 
items or customer-specific substitute items without a separate 
page load.

•  Significant code changes which result in important page 
content loading faster 

•  Simple implementation and launch for dealers because ECin-
teractivePLUS uses the same administrative control panel and 
databases as the original ECinteractive servers 

“ECi remains dedicated to supporting the entrepreneurial spirit of 
independent dealers with game-changing software technology,” 
said ECi COO Trevor Gruenewald. “ECinteractivePLUS is not 
just another pretty interface. It’s a powerful e-commerce solution 

that we carefully redesigned and re-engineered to ensure that 
demanding B2B customers have a great shopping experience. 
In turn their dealers enjoy a state-of-the-art web storefront that 
makes it easier to compete and stay profitable.” 

For more information, visit www2.ecisolutions.com/ePLUS.

Logicblock Set to Launch Mobile Version of 
eCommmerce Platform, Loyalty Points Program
Web design and e-commerce solutions provider Logicblock has 
announced the upcoming launch of a mobile friendly e-commerce 
platform and a loyalty points program. 

The mobile-ready option, which allows the website to render 
properly on mobile devices including tablets and smartphones, is 
available for free to all current and new customers, the company 
said.

In addition, Logicblock has rolled out a Loyalty/Rewards Point 
program to its 7cart e-commerce platform. 

When enabled, customers of a website can accumulate points 
and redeem them at any time or apply them to future orders. 

Added flexibility allows for different program options including 
“Points Gathered per Dollar” to expiration dates on points. Both 
features will be available during the third quarter of 2013, Log-
ickblock said.

continued on page 19

http://op.ecisolutions.com/ddms/solutions/add-on-solutions/ecinteractiveplus.aspx
http://www.pmcompany.com
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“Three generations of
my family work here –

I love this place.”

Martha Sargent
Small Board Assembler, 19 years

Check out our MADE IN THE USA video 
on YouTube by scanning above!

Whiteboards • Tackboards • Enclosed Boards • Easels
Serving Independent Dealers for 30 Years.

ghent.com

IndustryNews  continued from page 18

continued on page 20

S.P. Richards Re-Brands Genuine Joe 
Cleaning and Breakroom Line

Wholesaler S.P. Richards  has announced a whole new look and 
feel for its Genuine Joe proprietary line of cleaning, breakroom, 
facility and safety supplies.

The rebranding effort was launched at the 2013 Advantage 
Business Conference in June and will be featured on all product 
packaging moving forward.

In addition, S.P. Richards’ customers will be able to leverage 
new marketing collateral including editable flyers, web banners, 
social media scripts and email templates.

Chris Whiting, category vice president for cleaning and break-
room supplies, said, “The Genuine Joe brand has experienced 

phenomenal growth since its initial launch in 2005 and it has 
helped dealers establish a foothold in this vitally important prod-
uct category. The fresh, clean look of this rebranding effort was 
based heavily on our customers’ input. We’re excited to roll out 
the new branding campaign and anticipate an even greater level 
of growth in the months ahead.”

Genuine Joe now features an expanded offering of over 350 
products and will continue to provide a value-priced, quality 
solution for customers looking to gain market share in this critical 
growth category, S.P. Richards said.

http://www.ghent.com
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United Stationers Announces United SmartSearch 
Availability for Red Cheetah Dealers
United Stationers last month announced the availability of its 
United SmartSearch service to Red Cheetah’s dealer base. 
United SmartSearch uses the Endeca search engine, owned by 
Oracle, as the basis for its method of surfacing relevant product 
information for end-users. 

“Consumers can feel frustrated when they’re unable to find the 
items they need, when they need them,” says Girisha Chandr-
araj. vice president, eBusiness at United Stationers. “Now in its 
third generation, the upgraded SmartSearch platform provides 
more accurate search results, creating a better user experience 
for online shoppers.” 

United said its United SmartSearch service will enable users to 
experience improved content that includes targeted feature prod-
ucts based on consumer search and navigation actions, alterna-
tive and related product suggestions, multiple product views, and 
guided navigation by brand, category and product attributes.

“We are pleased to offer increased search functionality to better 
arm our dealers online,” said Chris Grigsby, chief operating offi-
cer of ECI Red Cheetah. “SmartSearch from United Stationers is 
a fantastic tool to aid our dealers in creating and maintaining a 
positive online experience for end-users that can ultimately help 
drive their sales.”

Tornado-Like Weather Tears the Roof Off  
United’s Columbus, OH Distribution Center

Officially it wasn’t a tornado that hit United Stationers’ Colum-
bus, Ohio distribution facility last month, but as far as the 40-plus 
United employees in the building at the time were concerned, it 
sure looked like one. By the time it had blown through, a sizable 
part of the roof was gone along with most of a wall.

Remarkably, no one was injured, though it could have been a 
very different story since just five minutes before the storm hit, 
a staff meeting had finished up in the area where the roof disap-
peared, reports United’s Toby Itano.

First responders immediately declared the 230,000 sq. ft. facility 

unfit for occupation, so United logistics managers moved quickly 
to adjust, flying in additional onsite support and re-routing orders 
to Indianapolis, Cleveland and other United DC’s to ensure mini-
mal service disruptions for their customers. 

The storm hit on a Wednesday but by the following Monday, Ita-
no reported, the wholesaler’s distribution network had recovered 
well and repair work on the building had already started. 

“Our other locations did an amazing job of making adjustments 
very quickly and helping us maintain service,” says Itano. “Our 
customers were also incredibly supportive—we even had some 
who offered space for us in their own warehouses if we needed it.”

Fortunately, that didn’t prove necessary and United quickly se-
cured a lease agreement on a nearby building to use as a tem-
porary cross docking and sorting facility until their old home is 
ready for occupation again.

At Smead Manufacturing,  
Casey Avent Named VP  
of Sales, Following  
Retirement of Tom Sullivan
Smead Manufacturing last month an-
nounced the promotion of Casey Avent 
to vice president of sales, succeed-
ing Tom Sullivan who announced his 
planned retirement from Smead earlier 
in July. In his new position, Avent will 
report to David Fasbender, senior vice 
president of sales and marketing.

In making the announcement Smead 
president and CEO Sharon Avent com-
mented, “We are excited for the oppor-

tunities ahead for Casey and look forward to him taking on this 
new challenge. While Tom will be missed, all of us at Smead send 
our thanks for his leadership over the past 38 years and wish him 
all the best in the next chapter of his life.”

Casey joined Smead in 1996 after graduating from the University 
of Arkansas and has held a variety of positions in sales, market-
ing and supply chain. Most recently, he was national account 
manager for the company’s S&W Manufacturing subsidiary in 
Florence, South Carolina. 

IIDA to Sponsor Innovation Awards at  
Upcoming EdSpaces Show
The National School Supply and Equipment Association  
(NSSEA), organizers of the upcoming EdSpaces conference and 
exhibit in San Antonio, December 4-6, has announced that the 

continued on page 22

Tom Sullivan

Casey Avent
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IndustryNews  continued from page 20

International Interior Design Association (IIDA) will be sponsoring 
a special Innovation Awards program at the event to recognize 
manufacturers and designers for excellence in product design 
for the learning environment. 

“Our partnership with IIDA is instrumental in highlighting the 
importance of the interior designer in creating state-of-the-art 
learning spaces,” says NSSEA president and CEO Jim McGarry. 
“The EdSpaces Innovation Awards will celebrate ground-break-
ing product introductions and encourage new ideas and tech-
niques in the design and furnishing of education interior spaces.”  

The 2013 EdSpaces Innovation Awards will spotlight outstanding 
product design for students of all ages around the world and will 
be open to all exhibitors at the event. A panel of industry experts 
will judge the products, based on guidelines developed by IIDA. 

Samsill Makes Special Effort 
to Help Oklahoma Tornado 
Victims
In response to the tornadoes that 
struck Moore, Oklahoma in May, 
Samsill Corp. put together a special 
effort to help victims, donating seven 
pallets of ring binders, sheet protec-

tors, business accessories and laptop backpacks for distribution 
to various elementary and high schools in Moore.

“Samsill has as its corporate mssion ‘Touching the World Through 
People, Products, and Performance’ and we strive to make a dif-
ference in the live of employees, the community, and around the 
world,” commented Samsill director of marketing Drew Bowers. 
“Our efforts to help the Moore tornado victims were very much a 
logical outgrowth of that mission.”

PapaNicholas Coffee Launches 
Single-Serve Coffee and Office 
Coffee Program
PapaNicholas Coffee has announced 
the launch of new, single-serve cup 
coffee for independents available in 
August, to be supported by a nation-
al distribution partner to be named 
shortly, to complement its existing potted coffee business. 

Under the program, independents will be able to establish them-
selves with PapaNicholas as a master service partner, enabling 
them to place multiple brewer options for potted coffee and sin-
gle serve with nationwide installation, service and maintenance. 

continued on page 24
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HELP PLANT THE 
    SEEDSOFHOPE! 

City of Hope™ is moving into an extraordinary future  
of discovery, and the National Office Products  
Industry is playing a pivotal role in that future.

From sponsoring fundraising events to encouraging 
employee giving, donations large and small are  
invaluable in helping City of Hope™ improve the lives 
of men, women and children throughout the world. 

That’s why from now through September 30, 2013, 
a selection of ACCO Brands’ most popular items will 
help support a donation to City of Hope™. Learn more 
about how you can help at accorewards.com. 

It’s an honor for my ACCO Brands  
colleagues and me to be leading  
this fundraising initiative. I hope you  
will join me in making this year’s  
contribution the best one yet!
~Bob Keller

Executive Chairman  
ACCO Brands Corporation 
2013 Spirit of Life® Honoree

COmPAssiONATE CArE.  
    PiONEEriNg rEsEArCH.  
iNNOvATivE EduCATiON. 

http://www.accorewards.com
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“Office coffee is a $4 billion market with tremendous potential for 
office products dealers,” commented PapaNicholas president 
Chris Papanicholas.

“The addition of a single-serve product to our existing coffee line 
means independents now have a one-stop partner to help them 
compete effectively against the big box chains and other retailers 
to grow share of their customers’ overall office spend.” 

PapaNicholas brewed coffee products are currently available 
through the two national wholesalers.

PapaNicholas is represented by the following rep groups: The 
Godfrey Group, The PGA, FreyGaede, The Source Group, LJR 
Associates and Milne & Associates. Or call 1-888-PAPANIK.

Sales Associates & The Godfrey Group  
Win C-Line’s Rep Sales Contest

C-Line’s Don Sinclair (left) presents The Godfrey Group’s Mike Hill with a gift 
card for an Apple iPad for posting the largest amount of dollar growth within 
the independent dealer community across his territory during C-Line’s recent 
sales contest.

Congratulations are in order for Les Erbst and the Sales Associ-
ates team, located in New Jersey, and Mike Hill of The Godfrey 
Group, based in Southern California, both winners of C-Line 
Products’ Spring Sales Contest.

The Sales Associates team grew the C-Line business by the 
greatest amount during the three-month promotional period of 
February, March, and April 2013. They had the highest growth 
percentage of all the C-Line rep groups across the entire country.

The Sales Associates team was awarded a financial incentive for 
their extremely positive performance and was thrilled with the 
recognition, C-Line said.

Mike Hill of The Godfrey Group recorded the largest amount of 
dollar growth within the independent dealer community across 
his territory for the three-month period. Hill was awarded an Ap-

ple gift card for an iPad, which was presented by Don Sinclair, 
C-Line national key accounts manager.

Mayline Introduces New Height-Adjustable Table Line

Mayline recently announced the introduction of its newest 
height-adjustable table, RGE. RGE Tables let people control 
work surface height with the touch of a button, enabling them to 
determine their own working positions and to change positions 
whenever it suits them. RGE offers the optimal vertical range to 
accommodate all sizes of people, Mayline said.

RGE Tables have an electric drive mechanism and adjust at 1.6” 
per second.  They have 25.7” of vertical adjustment, from 22.6” 
to 48.3”, which meets BIFMA standards. Tables support up to 
250 lbs. and also meet ADA standards, Mayline said.

Carolina Wholesale Announces New  
North American Distribution Program with Samsung 
Carolina Wholesale Group announced last month a new partner-
ship Samsung Electronics America by which they will serve as 
a U.S. distributor of Samsung imaging equipment and supplies. 

“As Samsung continues to absorb market share in today’s MFP 
landscape, we are excited to partner with them in spreading the 
value of their products and services to dealers in our channel,” 
commented Carolina Wholesale president Larry Huneycutt.

Two products that will immediately impact the offering through 
Carolina Wholesale are the color CLX-9201NA and mono SCX-
8123NA MultiXpress MFP. 

These A3 laser MFP’s are available for delivery or pick-up from all 
five CWG distribution facilities in Los Angeles, Chicago, Philadel-
phia, Atlanta and Charlotte metro areas.

Carolina Wholesale Group is now offering these products 
through its Carolina Wholesale and Arlington Industries distribu-
tion companies. 

continued on page 25
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Fifty Years and Counting for  
The Highlands Group Rep Organization

The Highlands Group southeast region account manager Susan Abbott (center) 
received the Kevin O’Gara Sales Award of Excellence for 2013. 

Congratulations are in order for Bob O’Gara and his team at The 
Highlands Group, the Atlanta-based independent manufacturer 
rep firm, which last month celebrated 50 years of industry service 
with a special national sales conference.

O’Gara kicked off the three day event with a keynote address that 
reflected on the building blocks of the past and examined how 
those foundations and actions shaped the current organization. 

“We are proud to have marked our 50th year of service to the 
channel and even more proud that we are, at 50, a larger, more 
diverse firm than at any point in our history,” remarked O’Ga-
ra. “This is a testament to everyone who has worked with The 
Highlands Group or any of our predecessor companies. It is also 
a reflection of the incredible and lasting support The Highlands 
Group has received from the broader office products industry, 
particularly the suppliers and customers.” 

At the meeting, top sales performers received special honors. 
The highest honor went to Susan Abbott, southeast region ac-
count manager, who received the Kevin O’Gara Sales Award of 
Excellence for 2013. 

This award, named after the founder of The Highlands Group, 
recognized the regional account manager with the highest sales 
growth versus prior year. In addition to sales growth, the recip-
ient had to meet all quarterly sales objectives, possess strong 
customer and supplier relationships, demonstrate strong com-
munication and technology skills and have a positive attitude. 

“During 2012, Susan separated herself by delivering significant 
sales growth quarter on quarter. Susan uses a very creative ap-
proach to selling and continues to demonstrate superior sales 
leadership skills with her customers on behalf of the vendors we 
represent,” commented Rick Morgan, president.

http://www.idealercentral.com/Pages/Made_in_the_USA
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Independents Prepare for 
Aggressive Expansion of  
Federal Strategic Sourcing
By Paul A. Miller

Remember the days when all you had to do to 
sell to the federal government was have a GSA 
Schedule and if you marketed your business 
right, the orders would just flow in? Those days 
are gone!

Also gone: the days when anyone and everyone 
had a GSA Schedule and when your success 
with federal government customers was based 
on relationships and a realistic expectation that 
your superior customer service and quality would 
win out over your competition. 

It’s certainly not a rosy picture but it is very much 
the new reality when it comes to doing business 
with the federal government. 

Some will say all this was brought on by seques-
tration, but in my view, that would be wrong. The 
real challenge to independents, as I see it, is the 
aggressive push by the administration to make 
Federal Strategic Sourcing (FSSI) a mandatory 
buying program. 

FSSI is reshaping how and from whom the gov-
ernment buys and that process is not going to 
stop any time soon. This is not something in-
dependents can ignore unless you really want 
to find yourself on the outside looking in on the 
government market for the foreseeable future. 

On paper, FSSI provides the government with 
huge savings. The GSA website touts the ben-
efits FSSI has brought, with a claim that using 
FSSI for office supplies has saved the govern-
ment over $25 million so far in 2013. 

These savings cannot be overlooked; neither can 
the way the government has bought goods and 
services in the past. 

GSA contends that FSSI provides the govern-
ment with an opportunity to strengthen its sup-
port of small businesses. According to GSA’s 
statistics, over 76% of all purchases are going to 
small businesses. Again, a very impressive num-
ber to use in making the case for expanding FSSI 
in the future. On paper this all looks great, but 
let me remind you that so did contract bundling 
back in its heyday. 

NOPA supports the government’s efforts to save 
money. NOPA also supports the idea of the gov-
ernment increasing small business participation. 

That’s why we have been working so hard over 
the past year to create a solution for GSA that will 
both deliver savings and allow for greater small 
business support and opportunities. 

One of the concerns NOPA has aggressively 
pursued with GSA is its efforts to make the next 
generation of FSSI for office supplies a mandato-
ry buying program. NOPA opposes those efforts 
and has spent months educating GSA on this 
issue and alerting government decision makers 
to what that approach really means to the future 
of small business opportunities in the federal 
marketplace. 

As an alternative, NOPA supports a non-man-
datory OS3 solution, which will allow for more 
competition and more actual savings. We have 
also been advocating for more opportunities for 
the consortium models within our industry. 

We understand as the government changes, we 
must change and the consortium models are part 
of that positive industry change. 

continued on page 28
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Paul Miller  continued from page 26

We strongly believe both approaches give 
independents the best opportunities to 
compete fairly for government business. 
We also believe this dual approach pro-
vides the government with the real savings 
solution it is looking for.

This fall, independents will once again 
come to the government table in hopes 
of receiving a coveted OS3 Blanket Pur-
chase Agreement (BPA) as part of the lat-
est round of FSSI. This time the stakes will 
be even higher for independents because 
OS3 has the potential not only to decide 
the losers, but also to determine who re-
mains in the government market and who 
does not.

The OS3 awards are due to be made in 
early 2014 and GSA is set to announce at 
that time that those who do not receive 
awards will have their GSA Schedule 75 
cancelled. Yes, you heard correctly. In 
2014 GSA will eliminate Schedule 75. The 
buying vehicle for office supplies going 
forward will be FSSI and it will be limited 
to those who are awarded BPA’s.

This leaves independents in a very tough 
spot. If you don’t receive a bid you will 
have one of two choices to make. 

You can either simply choose to pack it all 
up and eliminate the federal government 
from your business plan because you will 
no longer be able to sell to your govern-
ment customers. 

The second option, which is much bright-
er, is to join a dealer consortium and con-
tinue to sell to the government. This clearly 
has some downsides, most notably loss of 
control over pricing and over the Schedule 
process.

But there are upsides as well. You will still 
be able to sell to the federal government 
and with fewer vendors in the marketplace 
to choose from, your sales volume should 
go up. 

NOPA continues to believe that offering 
GSA real solutions is the way we as an 
industry will achieve success in the long 
run. From the many meetings we have had 

with GSA, I am convinced they are com-
mitted to using small businesses, and their 
sales data reflects that. 

We will continue to push an expanded 
small business solution that would include 
issuing more BPA’s to a larger pool of 
independents. 

A solution-based approach
This solution-based approach also in-
cludes an expanded role for the dealer 
consortiums in our industry. A larger num-
ber of dealer consortiums receiving OS3 
awards will mean more opportunities and 
options for independents. 

This isn’t a solution for everyone, but the 
dealer consortium model does offer inde-
pendents who may not receive OS3 BPA’s 
an opportunity to continue to be a strong 
player in the government market. 

The new reality that will come into play by 
making FSSI a mandatory buying program 
and eliminating Schedule 75 is that unless 
you either receive an OS3 BPA of your own 
or are part of a dealer consortium, you will 
be locked out of the government market 
over the life of the new BPA. 

That’s a five-year span. How many dealers 
can afford to keep their government mar-
ket infrastructure in place for five years in 
the hope that OS4 and beyond will provide 
them with an opportunity to get back in 
the government market? 

This is the unfortunate part of OS3 and 
the real challenge NOPA has had ex-
pressing this concern to GSA and the 
administration. 

To repeat, we support GSA’s efforts to 
save money and provide support for small 
businesses, but once OS3 runs out, then 
what for the government? 

The savings that their program is designed 
to generate will disappear as the number 
of vendors left in the government mar-
ket diminishes. Fewer players willing or 
able to bid on future BPA’s means fewer 

competitors and fewer competitors mean 
higher prices.

It also means that more small businesses, 
particularly those which rely heavily on the 
government market, will close their doors, 
resulting in lost jobs and lost tax revenue 
in communities all across the country.

This is not a scenario that brings with it the 
kind of long-term savings the government 
is looking for. Instead, it comes down to 
the government being willing to take its 
entire savings up front and gamble that 
they can sustain the model in the future. 

That approach didn’t work well for contract 
bundling and I’m going to bet it won’t do 
any better for strategic sourcing. There’s a 
real possibility in my view that any savings 
generated won’t be preserved beyond the 
next five-year OS3 contract.

For its part, NOPA continues to work with 
GSA and the administration on a more bal-
anced approach to OS3. 

FSSI is our new reality and we recognize 
that. That’s why we are doing everything 
in our power to make sure it presents in-
dependents—on their own or through the 
dealer consortium models—with more 
opportunities to compete and sell to the 
federal government.

Paul Miller is a founding partner in Miller/
Wenhold Capitol Strategies, LLC, providers of 
direct and grassroots lobbying, legislative and 
regulatory tracking, advocacy planning and 
implementation and related services. Before 
setting up Miller/Wenhold, Miller served as 
government affairs director for the National 
Office Products Alliance and the Office Furniture 
Dealers Alliance (NOPA/OFDA). In addition 
to his lobbying and regulatory monitoring 
activities, Paul also provides consulting services 
to businesses on selling to the federal, state 
and local government markets. For more 
information, visit www.mwcapitol.com. 

http://www.mwcapitol.com
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Make Your Opinions Count 

For information, visit www.ofdanet.org/OFDA-Dealers-Choice-
Award-Survey or if you are ready to take the survey, click here. 

Participate in the Dealer Choice Survey & Help Improve Manufacturer/Dealer Relationships 

If you are an office products dealer who sells office furniture, now is the time 
to weigh in on the support you receive from the manufacturers 
whose products you sell. 
 
Office Furniture Dealers Alliance (OFDA), NOPA’s sister association, 
is encouraging contract furniture dealers of all sizes (whether aligned 
or non-aligned) to rate their satisfaction on a variety of service and 
support topics provided by their top-volume non-aligned suppliers in 
key product categories. 
  
As a thank you for participating, each dealership responding will  
receive a FREE Executive Summary that features a look at the top 
issues of importance to dealers and highlights those manufacturers 
who performed highest in each of the product categories. 

NOPA’s Pledge Your Allegiance Campaign kicked off at the S.P. 
Richard’s Advantage Business Conference in Orlando, as office 
products dealers from across the nation came to the NOPA booth 
to discuss issues, grab a few of NOPA’s “Buy Local” buttons and 
to sign NOPA’s “Pledge Your Allegiance” petition. The petition 
asks dealers to check off what they feel they need more of from 
their manufacturing partners.

In Orlando, the overwhelming majority of dealers checked the 
“All of the Above” box when given the choice between that and 
asking manufacturers specifically to:

•  Promote and support “Buy Local” initiatives

•  Provide more samples

•  Have a Dealer Portal for marketing material on their websites

•  Provide easy access to images and product content

•  Have reps that visit at least every quarter

•  Not sell direct to consumers

As the association for office products dealers, NOPA’s mission is 
to represent the interests of the entire independent dealer com-
munity...to recognize the challenges that face the community 
as a whole and advocate for dealer equality on all matters that 
affect the channel. 

We’ll work the dealers to add more signatures to our petition 
and we’ll work with the manufacturers to ensure that they are 
doing everything they can to improve their support of the dealer 
channel. And we’ll keep you informed on their responses and 
publicize the positive changes made.

S.P. Richards’ ABC was just the start. NOPA will also be attend-
ing the Independent Stationers/Trimega EPIC convention in San 
Antonio in September, so be sure to stop by, pick up your own 
“Buy Local” buttons and sign the petition.

Or you can sign our petition electronically by visiting  
www.surveymonkey.com/s/NOPAPledgeYourAllegiance. It only 
takes one minute of your time for a lifetime of industry support!

NOPAnews
Strength in Numbers: Promoting Manufacturer Support for the Entire Dealer Community

http://www.surveymonkey.com/s/NOPAPledgeYourAllegiance
http://www.ofdanet.org/OFDA-Dealers-Choice-Award-Survey
http://www.surveymonkey.com/s/NOPAPledgeYourAllegiance
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“Where Leaders Meet” is the theme for BSA’s 2013 
Annual Forum. Set for October 29-31 in Bonita 
Springs, Florida (Ft. Myers), the meeting brings to-
gether the industry’s leading manufacturers, whole-
salers and rep firms to examine key market trends 
and explore ways to work together to strengthen the 
independent dealer channel. 

This year’s program features Chris Hodson of Cleve-
land Research Company, analysts of several special-
ty retail sectors, including office products, e-com-
merce and consumer electronics. Among the topics 
Hodson will cover:

•  What Amazon and W.W. Grainger are doing 
in the office products space and its potential 
impact

•  Key recent developments in office products, 
including Staples and its rapidly increasing 
SKU count

•  The effects of the Office Depot-OfficeMax 
merger

•  How the industry is finding new growth 
through new product categories and online 
integration

•  Cleveland Research’s forecast for the balance 
of 2013 and beginning of 2014

Other program highlights include several special pre-
sentations and panel discussions on topics such as 
Next Generation Dealers, Now That We Have Con-
tent Management, How Do We Use IT? and Moving 
Forward with Industry Standards.

In addition, a special program track targeted specif-
ically at industry content managers and IT profes-
sionals will offer sessions covering topics such as 
the latest video and photography trends and more.

Also at the meeting, BSA will honor two outstanding 
office products professionals for their contributions 
to the industry over the years. 

The association will present its BSA’s 2013 Leader-
ship Award to Jamie Fellowes of Fellowes, Inc. and 
3M’s Chuck Harstad will receive a special “Legends 
of the Industry” award.

For more information or to register, visit  
https://m360.businesssolutionsassociation.com/
event.aspx?eventID=78004.

NEWSfromBSA

BSA last month announced that 3M has joined Esselte 
Corporation and Quality Park as the first companies 
to be recognized as validated “OK BSA” companies.

The OK BSA Program provides the structure to enable 
industry companies to pass digital content and brief 

detail about the company’s compli-
ance to the BSA content management 
standards. 

People share the content and infor-
mation and the OK BSA Program is 
the conduit for the exchange of the 
information. 

OK BSA establishes effective person-to-person and 
system-to-system communication based on the in-
dustry standards with which members will voluntarily 
comply.

The program allows for more efficient personal com-
munication to enable all the companies in the supply 
chain to use richer digital content in the form of video, 
photographic and consumer orientated text as well as 
mobile codes. 

Sales and profitability can be maximized for the sup-
ply chain by using the best practices that employ the 

latest technology that are dependent upon compli-
ance with industry standards for digital content.

“BSA is indeed pleased to have 3M join the ranks of 
the validated companies,” said Cal Clemons, BSA ex-
ecutive vice president. “We congratulate 3M for their 
commitment to the BSA standards.

“The leaders and volunteers of BSA have spent con-
siderable time and effort to reach this stage of being 
able to validate companies who meet the basic con-
tent management standards for the industry,” com-
mented Clemons. 

“We applaud all three of these companies as being 
the first to understand how these standards can save 
time and money for all people and firms within the 
supply chain, especially in the economic times in 
which we operate.

“It’s a fairly simple process,” claims Clemons. “Many 
companies could save countless thousands of dol-
lars just this year and look ahead to more savings by 
taking the steps to begin the standards compliance 
process through the OK BSA Program.”

For more information about the OK BSA Program, 
click here. 
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Making the  
Most of the  
Opportunity
 By Scott Cullen

Offices may become increasingly digital and rely less 

on paper and other traditional office supplies but 

one product category that no one will ever be able to 

eliminate or digitize is jan-san. “Office products are 

going away for everybody in the industry,” contends Sid 

Lerman, CEO of Weeks Lerman in Maspeth, New York 

and New York City. “Technology is pushing them away.”

The question that office products dealers must ponder is how 

to fill that gap? According to Lerman, you can either increase 

market share by finding new customers to sell office products 

to or add something different to the mix like janitorial supplies.

“Janitorial supplies are a consumable product people order over 

and over again and we don’t necessarily have to go out and find 

new customers for these products,” states Lerman. “We can go 

to our existing customer base and try to sell them the products 

they’re already buying from somebody else.”

Weeks Lerman has joined Afflink, a janitorial products buying 

group. They’re also looking to hire a jan-san specialist who has 

product expertise and can make sales calls with their office 

products sales reps.

continued on page 34
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“We need somebody on the staff that 
really knows something about jan-san 
products to make us look good in front 
of customers,” states Lerman. “We all un-
derstand what the need is. The question 
is, what can we do to go after this busi-
ness? I’m sure the people in the jan-san 
industry aren’t going to be happy about it, 
but this is life.”

Lerman recently attended a national Af-
flink show where he saw firsthand some 
of the key differences between the jan-
san business and office products. “I found 
out that a lot of the jan-san dealer’s most 
important customers are cleaning con-
tractors, not necessarily end users. That’s 
an interesting twist because I’m not sure 
if that’s what our focus is going to be. Our 
focus is more on our existing customer 
base.”

Wood Dale, Illinois-based Twist Office 
Products has seen its jan-san business 
grow about 5% in the last year and it now 
represents about 11.5% of total sales. 
“We’re projecting another 5% in the next 
year and a half,” says owner Wendy Pike. 

The focus of late has been educating their 
sales people on the category and train-
ing them to concentrate on this segment 
more so than they have in the past. “We’re 
looking at what customers aren’t buying 
from us that we can present to them and 
grab those additional sales dollars,” says 
Pike. 

Twist has been doing weekly e-blasts and 
has their drivers handing out promotional 
items and samples. “We’re open to any 
way we can get the word out that we’re 
a good alternative for these items,” notes 
Pike. “It’s all about ‘twisting’ out some 
additional profit dollars [from our existing 
customers].”

As far as help, Pike counts on promotions 
and training from S.P. Richards and Tri-
Mega’s Orange Project initiative. “We love 
their marketing and ideas and have had 
our sales people do the training and learn 
what’s available,” states Pike. 

Office Specialists in Galesburg, Illinois, 
has been focusing seriously on jan-san for 

the last year and a half, ever since owner 
Randy Conlon hired a specialist with near-
ly nine years’ experience in the category 
who brought a nice book of business with 
him. “It’s been amazing to have someone 
with that knowledge who can go out and 
talk the talk and open up those doors,” 
states Conlon. 

Even though Office Specialists serves a 
mostly rural market, Conlon has found 
that it’s still one where a different buy-
er is responsible for acquiring jan-san 
products. 

“It’s not the same person buying the paper 
clips and that kind of stuff. [Our specialist] 
is getting into see those people and we’re 
finding people are buying other things be-
sides just jan-san, so it comes full circle a 
lot of times.”

It’s not like Office Specialists hasn’t sold 
jan-san before. They’ve been at it for 
years, but didn’t possess the knowledge 
to take that business to the next level. “I 
think of toilet paper as toilet paper, but 
there are all sorts of different 
sizes and comfort lev-
els,” reports Conlon. 
“When you get into 
the chemical side 
of things, and we’re 
selling floor scrub-
bers, polishers and 
other chemicals, it 
takes some knowledge 
to be able to go in and 
demo those products and 
show the janitorial crew how 
your equipment or chemical 
is better than what they’ve 
been using.”

Conlon’s specialist also 
has connections with the 
manufacturers of these 
products. They’ve been 
helpful in educating him on 
the latest and greatest. 

Conlon believes it’s para-
mount for the typical office 
products dealer like Office Spe-
cialists to have a specialist. He 

has four other outside sales people who 
are knowledgeable about supplies and 
furniture, but not so much about jan-san. 
“Now that we have a specialist, they’ll say 
we have an expert on staff and we’ll have 
him come in and talk the talk.”

Not all dealers, however, are ready to dive 
head first into the jan-san pool. Seeley 
Office Systems in Glen Falls, New York 
is an office technology dealer who also 
sells supplies, primarily through first call 
wholesaler United Stationers. “To me jan-
san can get a little complicated,” says 
Tim Seeley, vice president of sales. “With 
jan-san there are a lot of specific chemi-
cals needed and a sense that it’s a niche 
industry.” 

That said, Seeley still markets jan-san as 
a convenience product; they’re just not 
going after big jan-san accounts. 

continued on page 36
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Traps and holds 6 times more dust, dirt, 
sand and hair for a cleaner environment

Reduce the number of holders needed by using 3M™ Easy Trap Duster 
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In Lexington, Kentucky, Hurst Business 
Supply & Furniture Solutions has been 
selling jan-san for years, but, reports 
president and COO Tom Gormley, it’s only 
been in the last 24 months that they’ve 
become serious about the category. 
Gormley agrees with Seeley that it’s not 
an easy category to sell largely because 
of the specialized knowledge required. 

“We started out with the easy stuff—towel 
and tissue,” explains Gormley. “We’re not 
experts on liners and chemicals and the 
more technical products yet, although 
we’re much better at it than when we 
started.”

The numbers testify to just how well Hurst 
is doing, with jan-san up 32% year to 
date. United Stationers and Independent 
Stationers have both been helpful in pro-
viding Hurst with the confidence, knowl-
edge, and products to be competitive, 
says Gormley. 

United’s benchmark figures have helped 
Hurst understand the potential in each 
of its existing accounts based on the 
number of employees within those 
accounts. “We picked our spots 
with our existing customers and 
tried to fulfill those needs and 
have been pretty successful,” 
says Gormley.

Hurst is also relying on United and IS for 
training. “Any place we can learn, we’re 
attempting to,” states Gormley. 

He’s found jan-san to be a door opener. 
“We’re able to lead with janitorial and 
break room and get into customers who 
wouldn’t see us when we asked them if 
we could come in and talk about office 
products,” notes Gormley. “We actually 
have janitorial and coffee customers who 
we’re turning into OP customers. That 
was an unexpected benefit.” 

Alan Bird, president of Complete Office 
Supply in Indianapolis, reports that jan-
san represents about 13 percent of his 
dealership’s overall volume. “It’s really just 
a c c o u n t growth, we’re not using 
it as an acquisition strategy 
                                                              today,” he reports.

Complete began 
dabbling in jan-san in 

the late ‘90s, but it wasn’t 
until 2002 that they started 

making a concerted marketing 
effort, focusing mostly on paper 

products.

“We’re not intentionally staying away 
from chemicals, it’s just easier for us sell 

paper products,” states Bird.

The next stepping stone is fixtures (paper 
towel and soap dispensers) and Bird ex-
pects to be installing those on a regular 
basis. The liquid soap dispensers repre-
sent a huge opportunity for growth and 
Bird feels that those products will prepare 
his people to sell chemicals. 

Bird feels that jan-san growth needs to be 
a key part of his dealership’s future and 
would like to see the category become 
closer to 20% of his overall business. 
“We’d like it to become a larger segment 
of what we’re doing and are definitely go-
ing to put a larger effort toward it with our 
inside sales team,” reveals Bird.  

At Kyle Office Solutions in Tuscaloosa, 
Alabama, jan-san is a category that vice 
president Chris Kyle expects to see grow 
in the coming year. Whenever possible he 
relies on his S.P. Richards rep to assist 

his own sales reps on jan-san calls. Kyle 
is also making sure that his reps bring 
up jan-san when doing business reviews 
with customers. “If they’re not using us for 
this category, we ask if we can be consid-
ered,” says Kyle.

Kyle Office Solutions isn’t doing much 
with the chemicals other than floor wax 
right now and Kyle isn’t sure yet whether 
or not they’re going to delve much deeper 
than can liners, towels and tissue. Still, he 
expects a solid upward trend. “Over the 
next 18 months I hope to see jan-san in-
crease from its current 3% to 10% of our 
overall sales,” states Kyle. “I understand 
that’s where a lot of dealers are.”

Pay-LESS Office Products in Omaha 
recently hired a jan-san specialist who 
came with a strong understanding of the 
category and the talking points necessary 
to bring to bear in front of a customer. 

Pay-LESS focuses primarily on their cur-
rent base with these products as well as 
former clients who they lost to compet-
itors, reports Pay-LESS’s Keith Powell. 
One thing he’s found is that Jan-San is 
more of a backdoor sale. “It’s a different 
person placing those orders—a person 
who doesn’t necessarily have access to 
e-mail or technology. It’s a person in the 
backroom or in the warehouse. We’re 
searching the cracks and crevices of an 
account and finding that person.” 

Pay-LESS is also making an aggressive 
push towards cleaning companies, con-
necting with them via the company that 
manages the office buildings they’re 
cleaning. “We’re cold calling on a compa-
ny that manages a building and then find 
that they work with a cleaning company 
that’s got four other buildings they’re 
doing,” explains Powell. “We’ve got a 
program now where we’ll deliver products 
at drop-off locations at these buildings so 
it’s always there when they go to clean the 
building.”

Asked what he knows now about jan-san 
that he didn’t know when he first started, 
Powell cites enhanced awareness. “When 
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When dealers talk jan-san, it usually isn’t 
too long before another category comes up 
that many see offering similar mix-broad-
ening opportunities. And no, you don’t get 
a prize for guessing what it is.

Cleaning and breakroom, so far at least, 
have been two categories practically 
joined at the hip for many dealers. Case 
in point: Pay-LESS Office Products. “We 
do a lot of the paper plates and coffee, a 
ton of water, a ton of pop, and Palmolive,” 
reports Keith Powell. 

Pay-LESS has also partnered with a 
wholesaler on some of the jan-san and 
breakroom products that are more geared 
to the restaurant industry such as to-go 
containers and cutlery. 

Similarly, Twist Office Products is finding 
a lot of interest in coffee and creamers. 
“People have said to us, ‘We never thought 
about you for that,’” says Wendy Pike.

Twist is also finding new opportunities by 
partnering with a local company that turns 
company cafeterias into café-style dining 
rooms as a way to encourage employees 
to stay on site for lunch on site. Twist 
will be providing them with a lot of their 
supplies.

Office Specialists is also doing just fine 
thank you with breakroom supplies. It 

turns out the dealership’s recently hired 
jan-san specialist also has experience 
selling restaurant supplies. As a result, 
the dealership now has a broad range of 
different size pizza and take-out boxes 
in their warehouse that they sell to vari-
ous restaurants in their market. “That’s a 
strong growth area for us,” boasts Randy 
Conlon. 

At Today’s Office Products, Rick Voigt 
says that coffee, snacks, and water are 
keys to the growth of his dealership’s 
breakroom business. “We’ve been selling 
water for years, coffee has been difficult, 
but we finally found a source where we 
were able to be competitive and still make 
a little money on it,” he reports happily.

Complete Office Supply in Indianapolis 
became a Keurig dealer three years ago. 
“It’s a nice conversation starter and we’re 
also doing some volume with sodas, even 
though this year it has been flat while our 
water sales are definitely up,” reports Alan 
Bird.

Although Seeley Office Systems markets 
jan-san as a convenience product, break-
room is another story. “That’s becoming 
huge,” states Tim Seeley. His dealership is 
taking advantage of just about everything 
his wholesaler has to offer under the break 
room umbrella and is looking to become a 

coffee vendor. 

“Coffee is ridiculously huge,” he adds. “It’s 
almost like if you don’t offer it, you’re vul-
nerable. All these other large companies 
do and that’s a way for them to get a foot 
in the door.”

Breakroom products may only represent 
about 2½ percent of Hurst’s overall busi-
ness, but considering it was below 1% 
just two years ago, that’s definitely an 
improvement. 

Coffee is not a loss leader in Hurst’s mar-
ket as it is in some other markets where 
there’s a proliferation of suppliers. “It’s 
been a nice margin item for us,” says Tom 
Gormley. Hurst is also now planning to 
add soda to the mix. “I never thought we’d 
do that, but we had somebody request it 
and we’re going to be adding eight or nine 
SKUs next month,” he says.

Customers interested in reducing vendors 
and streamlining purchasing have been 
particularly receptive to Hurst’s overtures 
with both breakroom and jan-san. Still, it’s 
not like Hurst is selling skids full of these 
products. “I’m selling coffee in boxes, not 
cases,” acknowledges Gormley. “We’re 
an office products dealer, but we’re also a 
distributor, so as long as the trucks are full 
for delivery, I’m happy.”
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Don’t Forget About Snack Time After Cleaning Up with Jan-San
By Scott Cullen

I walk into a restroom today I’m looking at 
everything—from the urinals to floor mats, 
air fresheners and roll towels. And roll 
towels are exclusive. If you get a program 
with a roll towel company you can lock a 
customer in for quite some time—at least 
a three-year program.”

Today’s Office Products in Cleveland has 
been aggressively marketing this segment 
since hiring a new sales manager a couple 
of years ago. It now accounts for about 
10% of their overall business. The focus 
so far has been largely on current cus-
tomers with a strong emphasis on paper 
products but now they’re also looking to 
add chemical solutions to the mix.  

“The one thing we’ve found is that end us-
ers typically buy their products from who-
ever has their chemical solutions control 
systems,” reports Rick Voigt, president of 
Today’s Office Products. “We’re looking 
at three different manufacturers right now 
before we make a decision about which 
one we’re going to sign up with.” 

One strategy Voigt is exploring is either 
hiring a specialist to sell these products or 
acquiring someone who is already dealing 
heavily in this category. 

A new sales strategy is taking his distrib-
utor’s 12-18 most popular items in the 
category and using aggressive pricing on 

those SKUs with his current customers. 
“It might be two items out of 12-18 that 
they’re interested in, but after you get your 
foot in the door with those you have an 
opportunity to sell the rest of the line,” 
notes Voigt.

He too is optimistic about growth in this 
segment. “I have a feeling that jan-san 
will be about 20% of our overall business 
over the next year or so. We really feel our 
growth and the future sustainability of the 
company lies with office products, office 
furniture, jan-san and breakroom supplies. 
That’s what’s going to keep us alive.”
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“Don’t you?” I asked. He started to re-
spond, and I said, “Hold on. Think about 
that question before you answer, and 
give it some real thought. Why didn’t they 
buy?” He took a minute or two, and then 
grudgingly admitted the customer might 
have had some legitimate reasons for not 
buying (at least in the customer’s mind). 
“But,” he said, “If he’d raised those ob-
jections, I could have dealt with them.” 
Ultimately, the salesperson failed—not 
because of the questions he asked the 
customer, but because of a question he 
didn’t ask himself!

That question is, “Why WOULDN’T they 
buy from me?” I know this runs contrary 
to so much sales teaching, where we are 
supposed to focus on the reasons why 
the customer would buy. 

However, sometimes, understanding and 
anticipating why the customer wouldn’t 
buy is the best way to give the customer 
reasons TO buy. 

As I’ve noted before, the buying decision 
(particularly in the B2B world) is typically 
based on logic first, and emotion second. 

You’re a logical, thinking human being, just 
like your customer. Why not mentally take 
a moment or two during the sale, process 
the information given as your customer 
would and ask yourself, what you would 
do given the same set of parameters?

True consultative selling (which most 
salespeople claim to practice, yet few 
really do) requires you to mentally place 
yourself on the same side of the desk as 
the customer, process the given informa-
tion against the needs, and—as a consul-

tant—help the customer better his or her 
condition through a purchase. 

When you do that, what do you find? Do 
you recognize that it’s truly a good spend, 
or do you discover that the situation is 
more like one of the following?

The customer doesn’t know enough to 
buy (or you don’t know enough to sell). 
During the Investigation phase of the sell-
ing process (if you need clarification on 
that, it’s fully explained in my book), the 
customer is seeking a full discovery of 
needs and then a complete matching of 
product or service to fit these needs. 

Notice that I said “full discovery” and 
“complete matching.” This requires a 
comprehensive questioning and then a 
full presentation. 

An 
Important 
Question to Ask
By Troy Harrison

Sometimes, the most important questions 
that you ask aren’t the ones you ask your 

customers. Sometimes, the most important 
question can be one that you ask yourself. I 
saw an example of this recently when I was 

discussing a particular sales call with a 
salesperson who worked for a client. After 

describing the call, he said, very frustrated, 
“Troy, I just don’t understand WHY they 

didn’t buy!”

continued on page 39
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is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
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Important Question to Ask  continued from page 38

Doing this can be scary for the salesper-
son. Salespeople will settle for incom-
plete discovery and partial presentation if 
they can suggest the solution to a need 
through it. 

Rest assured that the complete set of 
needs is still within the customer’s head—
and if you haven’t fully probed it, they’ll 
buy from a salesperson who will.

You don’t solve their problem or im-
prove their condition. Customers buy 
because they believe their money is bet-
ter spent than saved. Products that solve 
problems or improve conditions justify the 
spend. This is where the salesperson en-
ters a ‘pushing the rope uphill’ scenario. 

Once again, if you were the customer, 
what would you do? Would you spend 
on a product or service that didn’t create 
an improvement? I’m guessing that you 
would not. So why would your customer?

You don’t represent good value for the 
money. Even if you solve the problem or 

improve the condition, and even if you 
have fully discovered needs and present-
ed, this one can get you. 

Salespeople always interpret this objec-
tion as a simple “price” objection, which 
is only true in a few instances. Ultimately, 
if you’re asking the customer to spend 
more money or new money, the additional 
spend must be justified. Is it? Again, place 
yourself on the same side of the table, di-
vorce your emotions, and ask yourself if 
what the customer gets for the money is 
truly justified?

Relationship issues. This is where emo-
tion enters into it. If you’re trying to break 
an existing relationship, you have a bar 
to leap over and your customer sets the 
height of that bar. 

If you haven’t probed the relationship with 
their current supplier (which many sales-
people don’t, out of fear), you won’t be 
able to understand where that bar is set, 
never mind know how to jump over it.

Ultimately, successful selling is an infor-
mation exchange. Both sides give infor-
mation, both sides receive information 
and both sides process the information. 

Only by understanding how your cus-
tomer processes the information can you 
understand how and why your customer 
will buy. So, my advice is this: Late in 
the sales call, ask yourself this question: 
“Why WOULDN’T they buy from me?” 

And be honest. Your own answer might 
surprise you and help you snatch victory 
from the jaws of defeat.

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.

mailto:TroyHarrison@SalesForceSolutions.net
http://www.SalesForceSolutions.net
http://www.linkedin.com/groups?gid=3210649&mostPopular=&trk=tyah
http://www.facebook.com/pages/OPWIL/377890001787?ref=ts
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Wordpress is very simply a platform on which you can build a 
blog. Why all the fuss? Because you can build a fully-function-
ing website and a blog integrated together on one site. To see 
why this is critical, you have to know that the use of blogs is 
exploding.  

Research has shown that the top three reasons people go to the 
web are 1) for information, 2) communication with others and 3) 
entertainment. Blogs encompass all three. 

In addition, Google loves blogs because they are chock full 
of relevant content. If a search engine doesn’t deliver relevant 
content—as opposed to paid advertising—it will soon be out of 
business. Over 80% of web surfers skip the paid ads at the top 
of a search engine result because they want the unpaid “organic 
search” listings where blogs thrive. 

It is estimated there are now over 150 million blogs. The time is just 
around the corner when a business without a blog will be looked 
at the same way a business without a website is looked at now.

Blogs have excellent findability—searchable content about your 
particular expertise. Prospects browsing the world’s largest yel-
low pages, the web, or driven there by marketing materials and 
social networking, find your blog. And while reading your useful 
information they find that they are right in the middle of guess 

what...your website, with your full brand surrounding them and 
your navigation waiting to help them learn more and to buy. 

A well-executed blog helps a website mimic the traditional sales 
process: exposure > expertise > engagement > credibility > af-
fordability > purchase > satisfaction > recurring purchases. 

And if an integrated blog is not enough… 
Wordpress has an easy-to-use dashboard for entering your con-
tent. Set up correctly, it is easier to use than Microsoft Word. 
Programmers say that the free Wordpress dashboard would cost 
$5,000 to build from scratch. 

You don’t have to compromise your design but can import your 
present graphics. Our own designers build and insert all types of 
imaging, including complex motion graphics. 

Finally, Wordpress is written in open coding and that means 
thousands of programmers are right now designing widgets and 
plug-ins providing functional upgrades for your website. 

For example: interactive calendars, inexpensive shopping carts, 
do-it-yourself SEO, rotating endorsements, unique sliders and 
who knows what else on the horizon.

continued on page 41

Bring Your Website 
    Back to Life   By Andy Cleary

Working on web content with independent dealers, we frequently run into two problems: 
Either the content is dead and hasn’t been touched for years or else, the content has 
been patch-worked together and has grown into an incoherent monster. Fortunately, 
there’s a way to directly address both of these two problems and its name is Wordpress. 
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Website Back to Life continued from page 40

Meet Frankenstein
We recently took on a client whose web-
site was so totally dysfunctional, we called 
it Frankenstein. Employees had been 
sending additions to their webmaster and 
no one was in control. 

By the time we got to him, Frankenstein 
had amassed 989 pages, patched togeth-
er using antiquated software. Rather than 
generating business, it served as a horrific 
bottleneck to gaining new customers.

After going through a Branding Map 
process to establish their identity, core 
strengths and credibility, we began to put 
together relevant, exciting content. 

We cut out all the fat and kept only the 
content with the most branding and mar-
keting muscle. We placed the new con-
tent into a re-designed Wordpress site 
with some motion graphics and a couple 
of unique widgets. We put Frankenstein 
on a crash diet that took it from 989 pages 
to a slim, trim 20.

We organized the integrated blog into a 
library of “support and inspire the cus-
tomer” articles, categorized according 
to the company’s areas of expertise and 
we started driving customers to the new 
Frankenstein using updated marketing 
materials, e-blasts and social marketing 
centered on the blog.  

The result: Frankenstein enjoyed instant 
popularity. Interest picked up in all prod-
uct lines. Analytics showed that phone 
calls and web hits increased 40-100% de-
pending on the product line. And the busi-
ness enjoyed an overall 360% increase in 
converted buyers—by far the most in the 
company’s history!

Even if you may not have a Frankenstein 
yet, here are three ways you can build con-
tent that can actually help your sales effort:  

1. Rebuild or Convert Your Website to 
Wordpress. This will re-organize your 
site and naturally divide your content 
into relevant marketing support on your 
home and core pages. You will natural-
ly categorize your deeper material into 
a useful library in your blog. Your web 
will be much easier for new prospects 
to grasp and for existing clients to go 
deeper. 

2. Cut the Fat, Keep the Marketing 
Muscle. Let your brand take the lead. 
Develop a focused, lean website based 
on your brand promise, expertise, 
strengths and credibility. Make your 
home page a “genius simple” sales 
support tool that your prospects will 
enjoy using. Cut out awkward, key-
word-loaded copy (keywords matter 
but overloading will actually get you 
penalized), cute or irrelevant lifestyle 

stuff, shaggy dog stories about your 
company, antiquated material, anything 
you could do but don’t—you get the 
idea. Emphasize the many ways you 
differentiate. 

3. Actively Participate in Your Web-
site. Ever had a great idea at 3 a.m.? 
With Wordpress you can add text or a 
blog post and it will be on the site by 
the time your head hits the pillow with 
no more webmaster in the way. Google 
rewards original content from different 
authors. Be actively involved. Even if 
you are too busy to blog and farm out 
your blogging to companies like ours, 
we see better bottom line results if the 
company marketing leaders contribute 
and are in control of the content. 

The bottom line: With Wordpress, you can 
build brand-based, relevant content and 
put an end to dead content or a Franken-
stein-like website that scares away your 
customers. 

Andy Cleary is the founder of Orbit Design, a 
TriMega-certified and ECi-approved vendor. He is 
also author of “The Genius Simple Brand” and the 
soon to be released “Salt: The Ultimate  
Sales Tool – How a Broken System Became a 
Marketing Machine.” For more information, visit 
www.Orbit-Design.com, call 303 433-1616 or 
email ac@orbit-design.com. 

http://www.Orbit-Design.com
mailto:ac@orbit-design.com
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In recent years, “Mastermind Groups” 
have emerged as a fresh new approach 
to personal and professional development 
and we are seeing an increasing number 
of executives and entrepreneurs getting 
involved in these types of programs. 

At K.Coaching, our executive coaches are 
currently facilitating a number of master-
mind groups, both within and outside of 
the office products industry. 

We also participate in mastermind pro-
grams to enrich our own professional 
development and so we can attest to the 
significant impact membership in such a 
group can make on achieving goals and 
addressing challenges. 

We have seen firsthand how mastermind 
programs promote individual success 
and we strongly encourage more people 
to learn more about the concept and get 
involved at some level.

What is a Mastermind Group? 
Napoleon Hill, in his book “Think and 
Grow Rich,” defined mastermind as “the 
coordination of knowledge and effort of 
two or more people, who work toward a 
definite purpose, in the spirit of harmony.”

Mastermind is based on the concept 
that “no one ever did it alone.” In other 
words, a small group or team working on 
the same issue will generate better results 
than a lone individual. 

Mastermind groups bring together 
like-minded individuals into an organized, 

facilitated forum. As a member, you brain-
storm ideas and best practices that are 
critical to professional and personal suc-
cess in a particular common area. 

A mastermind group is a great environ-
ment for receiving feedback, fielding 
challenges and challenging others to im-
plement new strategies to help personal 
and professional growth.

The concept is becoming more popular 
in the office products industry. Buying 
groups and wholesalers are sponsoring 
these groups as think tanks, peer net-
works, and mastermind programs. 

Pinnacle’s peer groups have been a large 
attraction for that buying group. TriMega’s 
ThinkTanks were created based on dealer 
size and offer valuable networking and 
sharing of best practices. Office Products 
Women in Leadership (OPWIL) recently 
announced an Executive Membership 
Level that features mastermind group 
participation. And S.P. Richards’ YES! or-
ganization launched peer group forums at 
the ABC to develop young professionals 
in our industry. 

You can also join local or national orga-
nizations that have a mastermind com-
ponent and bring together professionals 
from various industries with a common 
set of criteria and purpose. Here are some 
examples:

EO—Entrepreneur Organization, an inter-
national organization of successful en-
trepreneurs and startup businesses with 

mastermind-like forums as their founda-
tion for presenting challenges and learn-
ing from other members’ experiences.

The Leadership VISTA, a member-
ship-based peer-to-peer mentoring fo-
rum for high potential and high achieving 
leaders.

TEC Groups, membership organizations 
that employ a proven leadership devel-
opment model with confidential sessions 
and business thought leaders.

How Do They Work?
Joining a mastermind program requires an 
investment of both time and money. Most 
groups are typically membership-based 
and necessitate a commitment to atten-
dance and involvement. The forums are 
often professionally facilitated or moder-
ated by a certified business coach or a 
group-assigned mentor. 

Some other key components of a suc-
cessful mastermind forum include the 
following:

•  Established ground rules, guidelines, 
or constitutions

•  Member-created agendas, topics, 
and formats

•  Honesty, trust, and confidentiality 

•  Non-judgmental environments; 
encouraged sharing

continued on page 43

With 
Masterminds, 

There’s No 
Need to Do It 

All Alone
By Krista Moore



•  Prescheduled in-person meetings, 
events, or conference calls

In our experience, we found in-person 
masterminds more effective, but a com-
mitted and engaged group can still con-
duct valuable sessions via conference 
calls, Skype or webinars. 

What Can You Gain?
The dynamics of your group will highly in-
fluence the benefits that you receive. 

It is important to understand the factors 
that make up these dynamics. As with 
any collective, it takes a bit of time for 
a group to develop into a safe, intimate 
environment. 

The beauty of most masterminds lies in 
their format: a coaching group where you 
can share and learn about topics that are 
most important to you—business, person-
al or family. 

Other benefits include the following:

•  Answers and ideas about current 
challenges

•  Gains in experience, skill and 
confidence

•  Learning accountability that will help 
move you forward

•  A support network that cares about 
your success

•  An enhanced professional network

•  A safe and confidential group with 
whom to share challenges

•  Insights into best practices

•  Camaraderie and friendship 

If you’re interested in expanding your net-
work and tapping into the experience, in-
telligence, and learning of other like-mind-
ed people, then joining a mastermind or 
peer group is a great way to start. 

Reach out to others in the industry, ask 
what other successful dealers are doing in 

this area, or give us a call at K.Coaching 
and let us point you in the right direction. 

For additional insights, we also recom-
mend the book, “How to Form a Mas-
termind Alliance” by Steve Anderson. As 
Walter Hailey writes in the introduction, 
“To achieve greatness, get a great team. 
Whatever the common purpose—from 
building a marriage, family, career, or 
community to launching a million dollar 
business—behind every success can be 
found a group of individuals sharing their 
best with each other in a confidential ex-
change of ideas.” 

Remember, no one ever did it alone.

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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Mastermind continued from page 42

http://www.kcoaching.com
http://www.kcoaching.com
http://www.kcoaching.com/hire


AUGUST 2013 INDEPENDENT DEALER PAGE 44

Bidding Gone Bad
Why Staples’ New York State Contract Win May 
Not Turn Out Quite How They Anticipated
By Tom Buxton

Before we get too far along with this month’s column, you might 
want to point your web browser to www.ogs.ny.gov so you can 
follow along as we check out some of the pricing from Staples’ 
recent winning bid for the State of New York office supplies 
contract: 

Item # Product Description Net Price Catalog 
  PRICE Pg #*

479880 Staples Brand Laser Labels 3000 per box ..$2.24 ....................488

606933 Duracell “C” Batteries 72 per carton .......... $0.01 ......................11

567221 Pendaflex 1/3 Cut File Folders 100 p. box ... $0.01 ........ Online Only

*Catalog pages are in the list of items from Staples, but refer to their 2012 Catalog even though the 

contract began in May of this year.

Can you believe this pricing? It’s also worth pointing out the New 
York State bid contains over 200 more examples of items that 
Staples priced in this manner and each one is guaranteed for 
three years. The following examples are my favorites and they 
are listed consecutively: 

329860 Falcon Economy Duster 10 oz (12 pk) ........ $15.66 ..................214

356654 Falcon Duster 10 oz (2pk) .......................... $ 0.01 ...................214

Hmmm? I wonder which one of these products I should buy for 
my office?

Why Was This Done?
Now before one of our sales professionals asks, “Why can’t we 
buy Duracell batteries for $0.005 per carton and undersell Sta-
ples,” let me explain what I think is going on with this RFP and 
other bids like it.

New York State claims to spend approximately $66 million per 
year on office supplies. Up until this year, their contract was bid in 
such a way that multiple office products resellers, including some 
excellent independents, served different regions of the state. 

In an attempt to save money and streamline the procurement 
process, New York decided this year to go with a single source 
and choose the lowest bidder.

When they made that decision, it left the big boxes facing an 
equally big question: “How do we differentiate ourselves from the 
competition enough on pricing to make sure we are awarded this 
huge piece of business?” 

When I worked for Corporate Express, this sort of decision would 
often go to the very top of the organization. However, since I 
know nothing about the internal workings of Staples I can’t be 
sure just who made the final call on the pricing. 

I suspect though that the pricing risk Staples took was based 
on at least one major assumption: that the purchasing habits of 
New York State customers would remain substantially the same 
as they had been in the past and that consequently, the core item 
pricing on the contract would not harm Staple’s overall gross 
profit too significantly.

The only problem, at least in my experience: Assuming that your 
customer won’t change their buying habits based upon per-
ceived savings often turns out to be a fallacy.  

It Gets Better … 
Friends of mine with purchasing contacts within New York State 
have not wasted any time responding to this pricing since Sta-
ples was awarded the contract in May. 

I know of one gentleman who gave $5 to a buyer and recom-
mended that they purchase 500 boxes of folders or whatever 
else they might need over the next few years from the list of 
items priced at one penny. 

continued on page 45
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http://www.ogs.ny.gov/purchase/spg/pdfdocs/2300022438AppendixC_Staples.pdf
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Bidding Gone Bad  continued from page 44

Adding further spice to the mix (and 
again, here’s the URL if you’d like to fol-
low along: www.ogs.ny.gov), the terms of 
the contract specify that “Unauthorized 
substitutions of Core List products are 
not acceptable and shall not be offered to 
Authorized Users.” 

In addition, “Core List product substitutes 
… may only be offered for sale under 
this Contract after written approval by 
OGS [Office of General Services]. . . OGS 
shall only approve such substitution if it 
determines that the product is of equal or 
better quality, and it is below or equal to 
the current cost of the Core List product 
being substituted.”

Also worth noting: The contract does not al-
low “blocking” product, either, though surely 
if multiple buyers tried to purchase thou-
sands of Advantus 45 x 53 chair mats for 
$0.01—quite possible under the contract—
the temptation would certainly be there.

Indeed, the Associated Press, in a story 
it published on the contract, reported 

numerous instances of state government 
buyers unable to receive their one-penny 
orders because, they said, Staples told 
them the items were “out of stock.”

I can’t read tea leaves or big box inten-
tions, but I do know this: It’s not always 
a good idea to wish too hard for anything 
because, as the saying goes, you might 
just get it. Staples won this business as 
a sole source supplier and I’m pretty sure 
this contract is already causing plenty of 
drama in the corridors of power just out-
side of Boston.

When I was at Corporate Express, we had 
to resign from a few contracts we had bid 
for because the pricing we offered result-
ed in our losing millions of dollars a year. It 
was never pleasant and sometimes it was 
downright embarrassing.

What Can We Do To Help?
Unless I am missing something, Staples 
must already be losing money on this 

contract given the pricing and if they back 
out of the contract they will lose credibility 
as well.

I have no idea, of course, whether Staples 
will eventually decide they need to resign 
from the New York State contract. But, 
won’t it be interesting to see how all this 
plays out?

Meanwhile, if you’d like to share the core 
list pricing with one or two of your most 
dyed in the wool Staples customers, just 
drop me an email (it’s all in the public re-
cord anyway) and I’d be happy to send 
along a copy. And feel free to also send a 
worker in the New York State government 
a $5 bill of your own, so that they too can 
take advantage of this “great opportunity.”

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.

w
w

w
.o

gs
.n

y.
go

v/
pu

rc
ha

se
/s

pg
/p

df
do

cs
/2

30
00

22
43

8E
C

_S
ta

pl
es

.p
df

http://www.ogs.ny.gov/purchase/spg/pdfdocs/2300022438EC_Staples.pdf
http://www.interbizgroup.com
http://interbizgroup.com/


mailto:paula@businesssolutionsassociation.com
https://resweb.passkey.com/Resweb.do?mode=welcome_ei_new&eventID=10578372
https://m360.businesssolutionsassociation.com/event.aspx?eventID=78004&instance=0
https://resweb.passkey.com/Resweb.do?mode=welcome_ei_new&eventID=10578372



