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KY Dealer Howard D. Happy Company 
Celebrates 100th Anniversary
It’s a very special year for Howard Cochran and his team at the Howard D. 

Happy Company in Mayfield, Kentucky, as they celebrate their dealership’s 

100th year of continuous service to the local business community.

The company started out in 1914 as a typewriter business but quickly 

branched out into other product categories.

Today, it operates as a true one-stop office resource, with some 36 employees 

operating out of a 22,500 sq. ft. facility and serving a customer base spread 

out over 33 counties in a three-state area.

The dealership offers the full spectrum of products for today’s office, with 

office machines and service accounting for about 50% of total business and 

supplies and furniture generating about 25% of sales each. 

Howard himself joined the company in 1971. His father was a long-time 

worker at the dealership who had purchased it from the Happy family with 

two other employees in 1965.

When dad retired in 1983, Howard became president and the family tradition 

continues today with son Matt also active in the business.

And what’s been the secret of the dealership’s success over the past century? 

Not surprisingly, it’s that service and relationship-based model that has been 

key to so many independents over the years.

“Our goal as a company has always been to provide high quality products, 

faithful service, and uncompromising administrative support to each and 

every customer,” says Howard. “We have a loyal customer base and a 

professionally trained staff of dedicated sales, service, and customer support 

representatives who continue to keep our business strong and growing.”

Congratulations to Howard and his team and here’s to the next 100 years!

CONTINUED on page 4 >>
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EDITORIAL

Time to Give It Up for 
the City of Hope 
You don’t need me or anyone else to tell you how 
fiercely competitive life in the office products business 
can be, particularly these days. That’s what makes the 
City of Hope story so remarkable.

For more than 30 years, it has served as the single 
most important cause in our industry, with a message 
that reaches out to even the fiercest competitors and 
redirects their passion, innovation and energy towards 
something that’s a whole lot bigger than any of us: the 
best treatment for people suffering from terrible, life-
threatening diseases and research into possible cures.

Later this year, Office Depot’s Steve Schmidt will be 
honored as the 2014 recipient of the City of Hope’s 
Spirit of Life Award. It’s no great secret that more than 
just a few independents aren’t thrilled about that choice 
but diseases like cancer, diabetes and HIV/AIDS don’t 
differentiate between distribution channels in the office 
products business and in this case, neither should we.

There’s no one in our industry—or in the entire country, 
for that matter—who doesn’t have more than enough 
reasons to support the City of Hope and the work they 
do. In addition to attending the gala dinner that will see 
the climax of this year’s campaign in October, there are 
plenty of other ways to support this amazing effort.

You can become a member of the Legions of Hope, 
a personal giving program supported by independent 
dealers and others in the industry. When you do, your 
contribution will be matched dollar-for-dollar by former 
Viking Office Products president Irwin Helford.

Or you can join Friends for Hope as another way to 
express your commitment to the organization and 
trigger a similar matching contribution from Fellowes 
chairman Jamie Fellowes.

You can also take advantage of the many marketing 
partnerships in support of City of Hope offered by 
industry manufacturers, wholesalers, reps and dealer 
groups or organize your own company fundraising 
events such as sponsored car washes, cookouts or 
casual Fridays. 

And if all that’s not enough, there are more than a few 
opportunities to swing a golf club somewhere this 
summer in support of the program.

If you haven’t yet decided how you’re going to help 
this year, now’s the time. The folks at City of Hope are 
battling against far tougher competition than any of us 
will ever face in our businesses. They need and deserve 
as much help as we can give them. You can find out 
more here.

http://www.cityofhope.org/national-business-products-industry
mailto:simon@idealercentral.com


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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In Houston, Tejas Office Products Exec 
Joins Local Girl Scouts Board
Houston-based Tejas Office Products has a long and 

distinguished record of community involvement and acccouting 

and administrative manager Alisa Fraga-Kautzmann recently 

added to it when she was appointed to the board of directors of 

the Girl Scouts of San Jacinto. 

“We are honored to welcome Alisa as a new board member,” said 

Mary Vitek, GSSJC CEO. “She has been a longtime supporter of 

Girl Scouts and will bring a diverse perspective that will enhance 

our efforts to provide leadership opportunities to girls that help 

them maximize their potential and make a difference in their 

communities.”

“I’m excited about further supporting the Girls Scouts of San 

Jacinto as a board member,” Alisa said. “The Girl Scouts have 

been a wonderful organization for my daughter and many, many 

others. It’s really important for young women to have these 

opportunities to develop and find strong role models. I’m glad to 

be a part of the Girl Scouts.”

Alisa will serve a two-year term on the board, which oversees 

one of the largest Girl Scout councils in the country.

Thirty Years and Counting for DBI Office
The hot dogs and hamburgers were sizzling on the grill in 

downtown Lansing, Michigan recently as George Snyder and 

Steve Klaver and their team at DBI Office celebrated 30 years in 

business with a customer appreciation luncheon.

George and Steve, co-owners, shared cooking duties themselves 

as a way of saying thank you to team members and customers 

for 30 years of loyalty, patronage and wonderful relationships. 

“Without our loyal customers we would have not made it as many 

years as we have,” said George. “It’s something special we have 

going, and our customers deserve to be celebrated!” 

Added Steve, “We love having our customers at the showroom 

to talk with them on a personal level. We have made so many 

great long lasting relationships over the years, and we are very 

grateful.” 

DBI owners Steve Klaver (left) and  
George Snyder cooking up a storm  

for their dealership’s 30th anniversary.

Office Experts, ID Independent, Hosts 
Open House

In Boise, Idaho, Parley Bingham and Paul Skinner and their team at 

Office Experts had the red carpet out recently as they hosted their 

first Open House/Ribbon Cutting event for customers and friends.

Parley and Paul started their dealership about six years ago 

and this was their way of saying thank you to the many local 

businesses that have supported them and kept them growing.

The event drew over 100 attendees who enjoyed a lunch time 

cookout and went home with plenty of product samples and door 

prizes.



PAPERbecause
it’s another way to buy local.

Local businesses and communities thrive when they support each other. It’s how the  
paper industry currently supports over 377,000 manufacturing jobs in North America alone.  

To help local businesses and communitiesin your area grow, ask for paper products made  
in North America. To learn more, visit PAPERbecause.com.

http://www.paperbecause.com
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CA Dealer Gorilla Stationers  
Hosts Open House at New Location

In Huntington Beach, California, Rosemary Czopek and her team 

at Gorilla Stationers introduced their new location to customers 

and prospects recently with a special Ribbon Cutting and Open 

House that drew some 200 attendees, including local government 

officials and politicos.

A long-time industry veteran, Rosemary opened the doors at 

Gorilla just two years ago, but it’s clearly been a wonderful ride. 

Back then, she was literally working out of her house but the 

company’s explosive growth made a move to a larger home 

unavoidable. 

Business this year is posting a run rate that’s more than three 

times what it was last year with no sign of a slowdown any time 

soon, Rosemary reports.

“I’ve been in office products for over 14 years and it’s a 

wonderful, wonderful industry,” she says. “I’ve always had a 

dream of running my own business and Gorilla is giving me the 

opportunity to pursue that dream.”

NC Dealer Kennedy Office Supply 
Acquires Office Supply Services
In Raleigh, North Carolina, Mary Catherine Kennedy Sigmon 

and her team at Kennedy Office are looking forward to some 

significant new growth opportunities, following their 

acquisition of fellow independent Office Supply Services 

(OSS) in Concord, North Carolina.

The Kennedy Office team had known OSS owners Gary and 

Linda Vreugdenhil for many years and when the husband and 

wife team decided to retire, there were plenty of good reasons to 

bring the business in under the Kennedy Office umbrella.

“It really was a perfect fit,” explains Mary Catherine. “Both 

businesses share a very similar culture and there was very little 

overlap in customers.”

The deal should result in an increase of at least 30% to 

Kennedy Office’s volume and bring an opportunity to grow its 

office furniture and cleaning and breakroom supplies business 

significantly, she adds. 

TX Dealer Invites Referral  
Hopefuls to Go ‘Puttin’ With Perry’

Perry Office Plus COO Shelli Hellinghausen watches as a guest tries one of the course 
challenges – putting from a Safco Zenergy ball chair.

In Temple, Texas, Harry Macey and his team at Perry Office Plus 

recently came up with a unique way to raise awareness among 

members of the local construction and commercial real estate 

industry of the dealership’s furniture project capabilities and 

introduce them to the benefits of an innovative referral program.

During a special open house event, the Perry team invited 

construction and commercial real estate prospects to go “Puttin’ 

with Perry,” as they navigated a 6-hole mini-golf course that led 

them through the company’s headquarters to see their working 

showroom. 



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

Simple solutions to keep your 
facilities safe and organized.
Avery Durable Labels resist moisture, scuffs, tears and 
smudges, helping you easily identify and organize supplies 
even in the harshest of environments.

© 2014 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. 

Label it!
For a safer, more organized facility.

Customize your labels with 
free, easy-to-use templates 
and designs from Avery.

http://www.avery.com


WINNER’S CIRCLE continued from page 6

AUGUST 2014 INDEPENDENT DEALER PAGE 8

About 25 guests took up a putter, including local builders, 

architects, designers, contractors, real estate brokers and 

commercial lenders.

Past Perry furniture projects were featured throughout the 

course, showcasing customers from industries the guests also 

serve—government, commercial and education. 

And when golfers reached the furniture department, they were 

given information about incentives for referring their customers 

to Perry for furniture projects. 

“This was a fun way to show off our capabilities to people who 

are working with our potential furniture customers from the very 

beginning of a project,” said furniture manager Jessica Speer. 

“Everyone enjoyed the mini golf—or at least the putting practice!”

After being treated to a facility tour, food, drinks and a round of 

mini golf, each guest also received an imprinted mini golf bag 

filled with goodies and a reminder card about the referral program. 

Several furniture vendor reps also attended and provided great 

door prizes.

With a template for this type of event now in place, the Perry 

team is already planning a similar affair in the fall focused on 

education customers.

Kansas Dealer Office Products Alliance  
Acquires Local Independent
In Kansas City, Mark Whitlow and his team at Office Products 

Alliance, (OPA) have been on the grow again with the recent 

acquisition of Basic Business Products, (BBP) in Kansas City, 

Kansas.  

The deal is the latest in a string of similar acquisitions over the 

past four years, most recently, the purchase of Express Business 

Supply In 2012.

“The acquisition not only gives us a broader coverage of the met-

ro area geographically, but BBP’s emphasis on providing quality 

remanufactured toner cartridges will help us provide one more 

way our partners can save time and money,” commented Mark.

NY Dealer Superior Business  
Products to Relocate

An architect’s rendering of Superior Business Products’ new home.

It’s going to be a busy few months for Ray Seefeld and his team 

at Schenectady, New York-based Superior Business Products as 

they get ready to relocate to a larger home about a mile up the 

road from their current headquarters. 

The building, a long vacant 32,000 sq. ft. facility that used to be 

a grocery store, is currently in the middle of a $2 million upgrade, 

courtesy of a combination of improvement grants, tax-free 

building incentives and developer support.

Once it’s finished and ready for occupation, Superior will take 

25,000 sq. ft. with another tenant, yet to be named, taking the 

balance. 

Superior will also move its furniture showroom, currently in 

Guilderland, some ten miles away, into the new location.

“We are pleased to support this major transformation of a vacant 

building into modern office, showroom and warehouse space 

that will help us continue to grow our company,” commented 

Ray, who thanked local agencies Highbridge Development and 

Schenectady County’s Metroplex Development Authority for 

working with the dealership on a project that is a big win for both 

the company and the local community.

The upcoming move is also a particularly effective way to 

celebrate a special landmark for the dealership, Ray pointed 

out. “In 2014, Superior celebrates its 30th anniversary and our 

new building represents a very effective stepping stone for us to 

embark on our next 30 years,” he said.



HURRICANES, TORNADOES AND FLOODS CAN 
DEVASTATE YOUR CUSTOMERS’ BOTTOM LINES. 
+ An estimated 25% of businesses do not reopen after a 
 major disaster.*  

+  Duracell Professional can help you prepare your customers to 
 power through extreme weather.

GET YOUR FREE EXTREME WEATHER RESOURCE GUIDE
Visit www.DuracellPro.com/sell or call 877-277-6235 to start 
preparing your customers for weather emergencies. You’ll 
receive:

+ Customized weather calendar with battery-supplying 
 opportunities.

+ Extreme weather planning guide for your customers. 

+ Access to the new Duracelltools.com, featuring the latest
 products, sell sheets, catalogues, and promotions. 

Get ahead of the storm. Prepare your customers today.

GET AHEAD
OF THE STORM

Plan now. Prepare your Customers.

EXTREME WEATHER 
RESOURCE GUIDE

DuracellPro.com | 877-2PROCELL
*Source: Institute for Business & Home Safety
©2014 PROCTOR & GAMBLE. ALL RIGHTS RESERVED.

http://www.DuracellPro.com/sell
http://www.duracellpro.com


“Don’t talk to me about retiring. I tried that once and it nearly drove me crazy,” 

announces Bill Kesselman. That was back in 2003, when Bill sold Oak Tree 

Office Supply, the company he had started on a shoestring in 1979.

“I started the business in my garage and when I sold it, we had 40 employees 

and $8 million in sales,” Bill recalls. “But I couldn’t stay away from a business 

and an industry I loved, so I started all over again in 2006. Instead of the garage, 

this time it was in my home office in front of my computer.”

Bill started his business career working for his father, who owned a rep 

group in another industry. He went on to work for several retail businesses 

and distributorships in other industries and that experience provided a solid 

understanding of how businesses operated in totality and gave him the 

confidence to go out on his own.

“I wanted to help my father get out of the rep business,” he remembers. “I 

looked at various businesses and decided that office products would be a good 

choice. After unsuccessfully trying to buy an existing dealership, we each put in 

$10,000 and opened for business using my garage as our warehouse. My father 

stayed in his rep business.”

“At first, I did everything myself—from selling and purchasing to making 

deliveries. Then I hired my first employees to make deliveries. When my father 

retired from his rep business two years after I started Oak Tree he joined the 

company part time, and, being one of the greatest salesmen I’ve ever known, 

helped build sales to $4 million in 

quick order.”

“After I sold the business and my 

non-compete agreement expired, I 

started Acorn, but this time it was as 

a stockless business with just me, my 

computer and a prospect list. We’ve 

had to move to larger quarters, but 

our sales are $5 million with only five 

employees. Quite a difference from 

the old days,” Bill concluded.

“What about the future?” I asked.

“My son Steven just graduated from college. He likes the business and will take 

over when he’s ready. He has an entrepreneurial drive and will take the business 

to the next level. He’s a lot smarter than I am, and better looking too, I might add!”

Bill Kesselman sums up his business success this way: “I am in business to 

serve the needs of our customers. We do this by saving our customers both 

time and money with more than just competitive pricing and fast delivery. We 

respond immediately to their requests, and answer the phone quickly to make 

it easy for them to do business with us.”

That’s a good foundation for the next generation to build on.

Secrets 

Success
of

Started One 
Dealership in 

His Garage, 
Then Did it All 

Over Again
Acorn Office Products

Lake Hopatcong, NJ
by Jim Rapp
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• Bill Kesselman, President

• Supplies, furniture

• Founded: 2006

• Sales: $5 million

• Employees: 8

• Partners: TriMega, S.P. Richards

• Online Sales: 25%

• www.acornofficeproducts.com

http://www.acornofficeproducts.com


*GP’s performance guarantee is based on rigorous testing completed on our Spectrum® Standard 92 line of papers by Buyers Laboratory. 
©2014 Georgia-Pacific Consumer Products LP. All rights reserved. The Georgia-Pacific logo and all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

Everyday Performance 
For Most Needs

Jam-Free Performance... 

99.99% GUARANTEED*

20142014

Made in the U.S.A.

http://www.georgiapacificpaper.com/all-paper.html
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David Williamson (above) and  

Jim Hebert with his wife of 44 years, Diane (below).

Office Partners president and CEO Jim 

Hebert and former MeadWestvaco EVP 

David Williamson will be honored by the 

Business Solutions Association (BSA) 

with two special awards that will be pre-

sented at the organizations 2014 Industry 

Forum later this year.

Hebert will receive BSA’s 2014 Lifetime 

Achievement Award while Williamson will 

be honored as its 2014 “Legend of the In-

dustry” Award recipient.

“Jim Hebert deserves to receive this spe-

cial recognition from our industry,” com-

mented BSA president Jim O’Brien, se-

nior VP of marketing for S.P. Richards Co. 

“He has spent more than forty years in the 

business and office products arena, and 

knows it well. Jim is also a U.S. Marine 

Corps veteran, having served two tours 

of duty in Vietnam. We are truly pleased 

to honor Jim with BSA’s Lifetime Achieve-

ment Award.

“This is only the second time in BSA’s his-

tory that the organization has selected a 

person to receive this prestigious award,” 

added O’Brien.

Hebert worked the first seventeen years 

of his industry career on the dealer side 

of the business gaining a unique per-

spective of what dealers do and what 

their needs are.

In 1998, he founded Office Partners, a 

family owned and operated buying group 

for office products dealers across the 

United States. With his high integrity, pas-

sion for the success of independent deal-

ers and unmatched business acumen, 

Hebert has developed a strong and loyal 

group of dealers and is highly regarded in 

the vendor community.

Williamson retired in 2011 after 23 years 

with MeadWestvaco and 16 years with 

3M. As executive vice president of the 

Office Products Group at MeadWestvaco, 

he played an integral role in the evolution 

of the company from Keith Clark to 

AT-A-GLANCE to Mead and then 

MeadWestvaco. 

While at 3M, he enjoyed a distinguished 

tenure in both domestic and internation-

al sales, marketing and general manage-

ment assignments.

He was honored by the City of Hope 

with its 2010 Spirit of Life Award. Other 

industry honors include the 2008 Torch of 

Liberty Award from the Anti-Defamation 

League and the 2003 Richard Karasik 

Humanitarian Award from the UJA 

Foundation.

“BSA is pleased to honor David William-

son as the 2014 Legend of the Industry,” 

said BSA president O’Brien. “David is 

truly an icon in our industry where he has 

worked for almost four decades.”

BSA’s 2014 Annual Forum is scheduled 

for October 22-24 in San Diego at Loews 

Coronado Bay and is designed to bring 

together all segments of the office prod-

ucts and furnishings industry—manufac-

turers, dealers, wholesalers and manufac-

turer representatives—in a single location 

over several days.

CONTINUED on page 14 >>

BSA to Honor Jim Hebert, David Williamson at Upcoming Meeting

IndustryNEWS

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

mailto:Simon@IDealerCentral.com


StampsSticks

From Post-it® Notes to Custom Stamps and everything in between...
get the custom printed products your customers want.

http://www.navitor.com/
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This year for the first time, the event will be co-located with the 
annual meeting of the Independent Office Products and Furniture 
Dealers Association (IOPFDA).

Both organizations will have their own separate programs but 
come together to share networking events and business building 
programs. 

For more information, visit BSA’s conference page or 
IOPFDA’s Creative Disruption page.

Pinnacle Group Adds New Members
Large dealer group Pinnacle Affiliates, LLC recently announced 
the addition of its 24th and 25th members, NEOS (New England 
Office Supply) in Braintree, Massachusetts, and Office360 in 
Indianapolis.

“We are excited that two additional market-leading independent 
dealer peers have chosen to join Pinnacle Affiliates,” commented 
Pinnacle chairman Kevin Johnson.

“Office360° has quickly grown to become Indiana’s largest 
independent office product dealer … and NEOS has been 
competing and growing in the challenging Northeastern market 
for years. I am personally looking forward to learning from and 
sharing ideas with these dealers.”

TriMega Hosts Inaugural Supplier Advisory Council 
Meeting 

The TriMega Purchasing Association dealer group recently held 
the inaugural meeting of its newly-formed Supplier Advisory 
Council. The meeting brought together members of TriMega’s 
board of directors, executive management team and a select 
group of leading supplier industry partners for a day of discussion. 

“I was extremely encouraged by the quality of candid dialog and 
blue sky thinking that took place at our first meeting,” commented 
TriMega president Mike Maggio. “We covered business-critical 
topics ranging from the vitality of the core OP industry, category 
management, private label and e-content strategies and more.”

Fire isn’t just the most common small-business disaster. It’s the 
most devastating.

Your customers need on-site records protection. Phoenix takes care 
of them and your bottom line. Our files and safes defend documents 
and data against destructive fire, water and theft. We offer competitive 
prices to increase your margins without compromising the features 
and styles your customers want most. And we can also help you make 
fire protection an easy, profitable upsell.

With superior on-site records protection from Phoenix, 
nobody gets burned.

Not selling on-site records protection from Phoenix?

YOU MUST HAVE MONEY TO BURN.

SAFE INTERNATIONAL, LLC

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

800.636.0778   |   www.phoenixsafeusa.com
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http://businesssolutionsassociation.com/displaycommon.cfm?an=1&subarticlenbr=168
https://iopfda.site-ym.com/?Conference
http://www.phoenixsafeusa.com


On-Time & On-Budget 

OP RevelationTM

Software For Office Product Dealers 
You have a right to expect your project to be on-time and 
on-budget.  While other dealers struggle with overly 
complicated software, overruns and cancelled go-lives, we 
have the product and the experienced, talented staff to 
create success for our partners.  Visit us on the web at 
http://www.bmiusa.com/industry-expertise/office-supply or 
call us today, toll free, for a free consultation at 888-580-
8382, X206. 

http://www.bmiusa.com/industry-expertise/office-supply
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“We found the meeting to be productive, insightful and are 
encouraged by the constructive approch to problem solving 
that TriMega has taken to critical matters affecting their dealers, 
their supplier partners and the entire industry,” commented 
Mike Parker of Fellowes. “We feel strongly about the value in 
proactively addressing these issues by working collaboratively 
amongst dealers, groups and industry peers. We look forward to 
continued progress and adding value in our ongoing engagement 
with this council.”

Supplier Council members include:

Suppliers: 
• Casey Avent, vice president, sales, Smead
• Ryan Boese, manager, national accounts, Global
• Bob Evans, associate vice president, Synnex
• Barry Lane, vice president commercial sales, Avery
• Terry Marquardt, global sales process & training manager, 3M
• Mike Parker, president, global sales, Fellowes
• Steve Schultz, president, GoJo
• Marlin Wendland, vice president, sales, GoJo

TriMega Members:
• Ian Wist, TriMega chairman, Wist Office Products
• Lane Harper, board member, Gulf Coast Office Products

• Mike Maggio, TriMega president
• Greg Fish, TriMega EVP of purchasing
• Michael Morris, TriMega VP of marketing
• Tom Hoffman, TriMega director of purchasing

AOPD and DPCG Announce 
2015 Annual Meeting Details
The American Office Products Distributors national accounts 
dealer network (AOPD) and the Direct Purchasing Catalog Group 
dealer group (DPCG) have announced they will once again 
be collaborating on back-to-back annual meetings for their 
members and business partners next year.

AOPD will hold its 2015 annual meeting at the Hyatt Regency 
Huntington Beach, in Huntington Beach, California, March 8-12.

DPCG’s annual catalog meeting will follow immediately afterwards 
at the same location. DPCG meeting dates are March 12-13.

Separate invitations, reservation information and details for 
each group will be sent at the end of this year, the two groups 
indicated.
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OFFICE HAPPINESS™

STANDING AROUND
JUST BECAME PRODUCTIVE.

Say goodbye to saving seats because Cha-Cha™ Teaming Tables are bringing 

standing room only to your meeting and collaboration areas. These tables don’t 

just make you look busy, they may actually help to increase focus, and productivity 

when users stand. So pass the bagels and turn on the projector, and let’s get this 

meeting started. The road to office happiness begins at SafcoProducts.com.

http://www.safcoproducts.com
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United Stationers 
Hosts First CORE Lab Event
United Stationers recently held its first CORE Lab 
event under its new CORE (Center of Reseller Ex-
cellence) dealer education and training platform.

The CORE initiative, United explained, is designed 
to support learning, growth and development for 
independent resellers, with programs that include 
best-practice workshops, industry research and 
innovative interactive events.

The first CORE Lab event was held in June in 
Chicago and combined presentations from Unit-
ed executives and industry thought leaders with 
dealer workshops where attendees worked to-
gether to solve business challenges based on 
presentations they were exposed to.

Among the sessions was a presentation by Unit-
ed’s senior vice president, independent channel, 
Harry Docelli (pictured left) on the way changing 
demographics and new technology are trans-
forming the office products selling process.

“Buyers are changing and the way they buy is 
changing,” Docelli told CORE Lab attendees and 
he urged them to change their own sales ap-
proach in response.

Dealers today are selling in a customer-driven 
world which offers instant access to abundant in-
formation, Docelli contended. That means dealers 
need to focus on more solution-based selling and 
find ways to help the customer see things in a way 
he or she wasn’t previously. 

New market conditions call for the development 
of a sales team that is organized around a careful-
ly segmented customer base and supported by all 
aspects of the dealer organization—from HR and 
marketing to IT and operations, Docelli argued. 

Establish key metrics to effectively manage your 
sales pipeline, he suggested, tracking critical in-
dicators such as retention and penetration rates 
and customer satisfaction.
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Introducing TaxRight™ by ComplyRight, a convenient tax form solution for 
small businesses — and an exciting sales opportunity for you!
TaxRight offers everything small businesses need to file W-2 and 1099 forms. 
The all-in-one sets come in quantities of 10 or 25 forms and envelopes.  
And, they’re available with or without software.

TaxRight Advantages:
✓Attractive All-in-One Kits

Forms, envelopes, transmittal form and optional 
software, all in one professional, protective box. 
Don’t send your customers a shrink-wrapped 
bundle with a generic tag stuck in it. 

✓�Compatible with Software
If your customers already have software on hand, 
our forms are guaranteed to be compatible.

✓50% Margin and Free Freight
You’ll enjoy a 50% margin and free freight … 
whether we drop-ship to your customer,  
ship to you or set up a stocking program  
for your location.

✓We’ll Help You Sell
We’ll provide you with a 4-page mini-catalog 
imprinted with your logo and contact information 
free of charge. Use them as handouts or order 
inserts to spread the word. Plus, we can provide  
a banner ad for your website that takes your  
customer to a freestanding landing page  
detailing the product choices.

Contact Maria today to get it right: 800-482-9367 Ext. 58004 
or email MDNavarro@tfpdata.com

Finally: Tax Forms Made Simple

Just 8 SKUs

satisfy 80% of

your customers’

tax needs.

Finally. Somebody’s done tax right. TaxRight by ComplyRight.
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EDmarket Annouces 2014 Grant Winners 
The Education Market Association has announced over 100 
purchasing officials from 10 university and community colleges 
and 67 school districts have been approved for 2014 Educational 
Facility Improvement Grants that will assist with travel to the 
association’s EDspaces Conference & Expo, October 29-31 in 
Tampa.

Grant recipients represent a total of $12.8 billion in planned 
renovation and construction and include buyers from major 
school systems such as Sacramento City Unified Schools, Fairfax 
County Public Schools, Cincinnati Public Schools, Charlotte 
Mecklenburg Schools and Baltimore County Schools.

Community colleges and four-year institutions including 
University of North Florida, Fisk University, and Terra State 
Community College were also among grant winners. 

“EDmarket members want students learning in educational 
facilities that operate at peak performance,” commented 
EDmarket president and CEO Jim McGarry. “The best way to 
make that happen is to bring key decision makers to the place 
where they can see first-hand the cutting-edge products that are 
changing the learning environment — EDspaces.”

Visit www.ed-spaces.com for more information.

IBPI and BTA Southeast Partner to Host Consecutive 
Events 
The IBPI office technology buying group and the Southeast 
district of the Business Technology Association (BTA) have 
announced they are partnering to host consecutive events in 
2015 at Disney’s Grand Floridian Resort & Spa in Orlando.

IBPI’s March 18-20 meeting will combine its regional meeting 
and annual meeting of members. 

BTA Southeast will host its annual Winter Break event on March 
20-21, featuring a variety of educational sessions and networking 
opportunities. 

Both events will feature the products and services of a number 
of exhibiting sponsors. In addition, there will be attractive pricing 
and additional benefits for the participating dealers and vendors. 

Visit www.ibpi.net and www.bta.org/BTASoutheastEvent for 
more information.

Office Products Women in Leadership (OPWIL)  
is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
professional connections and developing lasting friendships. 

Join our conversation on Facebook and LinkedIn for more information.
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New Leadership at Mayline
Allan Klotsche recently joined office furniture manaufacturer 
Mayline as its new president and CEO.

For the past 25 years, 
Klotsche has worked 
at Brady Corporation, 
a Milwaukee-based 
manufacturer of 
industrial safety 
products. His career 
spanned a variety 
of domestic sales 
and marketing roles 
before transitioning 

to the president of Brady Asia, managing Brady’s portfolio of 
businesses across the region.

“I am excited to join the Mayline team with their rich history 
and breadth of product offering. As the office furniture industry 
continues to evolve, so will Mayline,” said Klotsche. “I look 
forward to meeting with the key stakeholders across the office 
furniture supply chain to ensure we understand and exceed 
their expectations.”

Industry Training Expert Krista Moore Named 
to Local Entrepreneurs Organization Board
Krista Moore, founder and president of K.Coaching, Inc. 
and a regular contributor to INDEPENDENT DEALER, has 
been selected to serve on the board of directors for the 
Entrepreneurs’ Organization of Raleigh-Durham for the  
2014-2015 year. 

Founded in 1987 by a group of young entrepreneurs, EO is 
a global network of more than 9,500 business owners in 40 
countries. Membership in one of EO’s 118 chapters is by 
invitation only.

The organization enables entrepreneurs to learn and grow 
from each other, leading to greater business success and an 
enriched personal life.

Moore’s company, K.Coaching, is a coaching and consulting 
organization that helps executives, sales leaders, and business 
owners grow their businesses and create more effective sales 
teams. For more information, visit www.kcoaching.com.

AmpliVox ‘Pink Podium Promise’ Donations 
Promote Breast Cancer Awareness 

Breast Cancer Awareness Month is not until October but 
AmpliVox Sound Systems, makers of portable sound systems, 
lecterns, and multimedia workstations, is already doing its part 
to help the cause through an innovative “Pink Podium Promise” 
donation program.

Under the program, AmpliVox is providing free of charge 
durable, all-weather lecterns in the signature pink color of 
breast cancer awareness to local breast cancer organizations. 

The program has placed lecterns with well over 200 groups since 
its launch in 2010, including national fundraising and research 
groups, American Cancer Society chapters, foundations, 
hospitals, and local governments. One lectern even went to the 
U.S. military in Iraq for use in educational programs. 

AmpliVox CEO Don Roth conceived of the Pink Podium 
program as a way to tangibly help advocacy organizations get 
their messages across. “AmpliVox products are all designed 
to make people’s voices be heard, and our lecterns were 
a perfect match of product and need,” said Roth, a cancer 
survivor himself. “These organizations do a great job of raising 
awareness and we want to be on the front lines supporting 
them.” 

Also part of the program are “Pink Power” megaphones which 
weigh just two pounds and project sound for up to 100 yards.

To learn more about Amplivox’s Pink Podium Promise, visit 
www.ampli.com.

CONTINUED on page 24 >>
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Steve Schmidt
2014 Spirit of Life® Honoree 
President, International
Office Depot

City of Hope is a global leader in the fight against cancer, diabetes and HIV/AIDS. With more than 31 years 
of member support from the National Office Products Industry, we have been able to develop new drugs 
and treatments that are saving lives all over the world. And that is something everyone can live with.

thursday, OctOber 9, 2014 • Navy Pier

Join us in Chicago at City of Hope’s National Business
 Products Industry 2014 Spirit of Life® Gala honoring Steve 
Schmidt for his philanthropic achievements and his commitment 
to helping City of Hope transform the future of health.

SPirit of life ® gala

To register, buy a journal ad, learn more 
or make a donation, visit cityofhope.org/
nbpi or contact Monique De Vaughn at 
866-905-HOPE.

http://www.cityofhope.org/nbpi
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The Industry’s First Survey Supported by ALL the Leading  
Office Products Wholesalers & Buying Groups, WITH YOUR HELP, 

the confidential surveys (one for principals & one for sales reps) seeks to answer: 
 
•  How many OP dealerships are there? 
•  How much of the office product market are dealers responsible for? 
•  What’s the average size of today’s dealerships? 
•  How many people are employed in dealerships across the US? 
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HPFI Announces New VP of Sales
HPFI (High Point Furniture Industries) has 
announced that Doug Gaines has joined 
the sales team as its new vice president 
of sales. 

Gaines comes to HPFI after serving 
18 years with Knoll, followed by senior 
positions with DSG and IZZY+.

“Doug’s expertise and energy fits in well 
with the HPFI growth plans in offering 
A-Grade products at a mid-market price 
level,” according to Mike Wissman, senior 
vice president—sales and marketing. 
“Doug’s result-oriented style will be 
an important factor in expanding the 
distribution of HPFI.”

ASI Announces 2015 Show Details
The Advertising Specialty Institute (ASI) 
has announced the 2015 schedule for its 
annual ASI Show events. Five different 

venues are on the schedule, with a 
roster of high-profile keynote speakers 
and educational events along with an ad 
specialties expo at each one. Details are 
as follows:

•  ASI Orlando, January 4-6, Orange 
County Convention Center. Keynote 
speaker Apple co-founder and 
visionary Steve Wozniak.

•  ASI Dallas, February 3-5, Kay Bailey 
Hutchison Convention Center. 
Keynote speaker Reality TV “Shark 
Tank” show star and retail products 
inventor Lori Greiner.

•  ASI Long Beach, March 24-26, Long 
Beach Convention Center. Keynote 
speaker “Biggest Loser” TV show star 
and wellness coach Jillian Michaels.

•  ASI New York, May 5-6, Javits 
Center. Keynote speaker “Shark Tank” 
host and mega-entrepreneur Barbara 
Corcoran.

•  ASI Chicago, July 14-16, McCormick 
Place. Keynote speaker NFL legend 
Peyton Manning.

“We have an amazing year planned for 
The ASI Show,” said Timothy M. Andrews, 
president and chief executive officer of 
ASI and president of The ASI Show. 

“In addition to outstanding keynotes, 
we are introducing 50 new workshops 
in 2015 focused on the newest industry, 
marketing and sales trends, including The 
Facebook Formula: Reach 1 Billion Buyers 
in the Marketing and Social Media Track, 
and Lead-Generation Made Simple: Grow 
Your Customer Base in 21 Days in the 
Distributor Success Track, which will help 
our members achieve greater professional 
growth.” 

Registration will be open by early August 
at www.asishow.com. ASI distributor and 
decorator members can attend for free 
(a $199 value). More information will be 
released as plans are firmed up.

http://www.asishow.com
http://www.iopfda.org
mailto:info@iopfda.org
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Co-hosted by the Business 
Solutions Association (BSA) and 
the Independent Office Products 
and Furniture Dealers Association 
(IOPFDA) through the Office 
Furniture Dealers Alliance (OFDA) 
and the National Office Products 
Alliance (NOPA), the IOPFDA 
track of the Creative Disruption 
Conference will be held at the 
Loews Coronado Bay Resort and 
Spa in San Diego from October 23-25.

Starting the conference on the afternoon 
of the 23rd, Chris Hodson, research 
associate partner at Cleveland Research, 
will discuss “Digital Migration: Where We 
Are, Where We’re Heading.” Attendees 
will learn about significant changes in 
eCommerce, what’s working and what’s 
not and what expectations are for the 
next leg of digital growth. 

This will be followed by a panel 
discussion on “The New Age of Selling.” 
Moderated by Todd Gaede, principal at 
Frey Gaede and Company, this session 
will feature insight, strategies and ideas 
for sales development from a panel of 
industry experts that includes:

•  Joe Templet, senior vice president,
trade development, United Stationers

•  Rod Manson, president,
San Diego Office Supply

•  Gary Brusa, managing partner,
Blazer Brusa Sales

•  Jim O’Brien, senior vice president,
S.P. Richards Company

•  Michele Pitner, channel sales
manager, mobile and global
e-commerce, Fellowes

•  Kevin McLaughlin, national account
director, office channel, GOJO

A President’s Reception and Dinner 
will round out the evening, with awards 
presentations from both BSA and 
IOPFDA.

October 24, the conference begins 
bright and early with breakfast and a 
Legislative Review hosted by IOPFDA’s 
director of legislative and regulatory 
affairs Paul Miller, CEO of Miller/Wenhold 
Capitol Strategies. “How is Washington 
Impacting the Business Landscape 
and What is IOPFDA Doing?” will 
shed light on government contracting, 
strategic sourcing and how IOPFDA is 
representing the dealer community on 
these issues.

Sales training expert Tim Wackel follows 
with “Anatomy of a Lousy Pitch: The Six 
Worst Presentation Habits and How to 
Avoid Them.” In this session, attendees 
will learn how to grab a listener’s 
attention in two minutes, organize ideas 
and formulate a compelling approach, 
eliminate death by PowerPoint and 
leverage the two most important and 
overlooked elements of successful 
presentations.

Next up, Armando DiFerdinando, 
managing partner of Financial Benefit 
Services, LLC, will host the session, 
“What is the Affordable Care Act and 
How Can I Administer It Without an 
In-House HR Department?” In his 

presentation, Armando will 
examine how the ACA will 
affect businesses, the cost 
of compliance, insurance 
exchanges and the future of 
healthcare reform. 

Jennifer Schulman, president of 
Fortune Web Marketing will wrap 
up the day with a session on 
“Demystifying Social Media ROI”. 

This session will explore the benefits of 
running a social media campaign and 
explain how you can use it to build brand 
awareness. Also on the agenda: social 
media best practices, statistics, tools 
and methods for placing an ROI on social 
media.

A half-day of learning on Saturday will 
feature Terri Maurer, business strategies 
consultant and president of Maurer 
Consulting Group, who will speak on “Four 
Generations Under One Roof—Recruiting 
and Retaining an Age-Diverse Workforce”. 
Learn about Traditionals, Baby Boomers, 
Generation X and Millenials: what makes 
them tick and why. 

Learn the unique characteristics of each 
group and how you can reach them as 
employees and reach out to them as 
potential employees. Find what workers 
from each generation want, how they 
work and what they can contribute to the 
success of your organization. This will be 
followed by a discussion panel on age 
diverse recruitment and retention and 
a series of dealer roundtables that will 
allow the free flow of creative ideas and 
growth suggestions.

More information about the conference, 
including pricing and hotel information is 
available on the IOPFDA website.

NOPAnews
Creative Disruption Conference Serves Up Dealer 
Development and Networking

https://iopfda.site-ym.com/?page=Conference
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The Patient Protection & Affordable Care Act (PPACA) 
was passed in 2010 with the goal of providing quality 
and affordable healthcare to the 44 million uninsured 
in this country. I think we can all agree that something 
needed to be done to stop the skyrocketing costs of 
healthcare. The bigger, more controversial question is 
...How do we achieve this result? 

Certainly I have never seen a more polarizing issue in my lifetime than the debate that started 
around the passage of the PPACA and it still continues strong, some four years after becoming 
the law of the land. 

Indeed, healthcare could well figure as a key issue as we head into the 2014 mid-term 
elections, where control of the U.S. Senate will be at stake. 

And even if the Senate wasn’t in play, the PPACA and its impact remain critical issues for the 
business community. Four years after its passage, businesses are still confused by what they 
are required to do while they continue to see their premiums rise, along with the taxes they 
pay to help subsidize this program. 

During the debate back in 2010, labor unions supported passage of the PPACA but now that 
it is being implemented, they have switched sides and are opposed to it because of the added 
cost their members will pay on what are considered “Cadillac” plans. 

Businesses that offer generous plans to their employees are also being penalized for doing so, 
which has led many to replace those plans with cheaper plans offering fewer benefits. 

You might ask why the government is taxing or penalizing those who offer “Cadillac” plans? 
The answer: Taxing these plans helps pay for the overall cost of the PPACA. 

Even though the goal of the PPACA is to make quality healthcare available to more people, 
businesses are being penalized for doing just that! 

In other words, we have created a plan that penalizes those who want to provide quality 
care for their employees in lieu of creating a system that tries to create a playing field that is 
identical for all. 

CONTINUED on page 27 >>

Affordable Care Act 
Continues to Confuse 
Business
 By Paul Miller, NOPA Director of Legislative and Regulatory Affairs
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I’d argue we shouldn’t be pushing to lower the bar on healthcare, 
but instead raise it, which is what those who offer “Cadillac” 
plans were doing. 

Since its passage the White House has had to delay the Employer 
Mandate provisions of the PPACA, another key component of 
the law. 

Again, this delay has further made this process and planning 
confusing for employers. The current plan is for large employers 
(over 100 full-time employees) to begin providing insurance to 
their employees starting January 1, 2015. 

Businesses with under 100 full-time employees get another year 
until January 1, 2016 before you have to begin complying. 

You then have the Small Business Health Options Program 
(SHOP), which is designed to encourage small businesses to 
offer their employees healthcare, but that is not yet available due 
to the continued glitches and problems with trying to implement 
that program. 

Again, another problem for even smaller employers, who are not 
mandated to offer health insurance to their employees, but can 
do so with the help of some tax credits. 

Now consider the lawsuits filed by several groups which claim 
those states who rely on a federally-run exchange to provide 
insurance to its residents are not eligible for subsidies. 

Recent court decisions have thrown this aspect of the law into 
jeopardy and likely mean it will have to be an issue the Supreme 
Court decides. And should the Supreme Court rule in favor of the 
plaintiffs, it could well result in a total unraveling of the PPACA, 
leaving both employers and employees in tough positions trying 
to figure out if they have insurance or not.

It gets worse.

The Speaker of the House of Representatives is now suing the 
President over his delaying of the employer mandate without the 
consent of Congress. 

I’m no lawyer, but this appears to be more of a political move 
to appease the far right wing of the party who have wanted to 
impeach the President. The Speaker’s lawsuit appears to be a 
compromise of sorts on this issue. 

The Speaker knows the public will not support impeaching the 
President, but he also knows that more than 50% of the general 
public are unhappy with the PPACA and the President’s handling 
of its implementation. 

Suing the President appears to be a softer alternative to full 
blown impeachment, which Republicans believe voters will be 
able to stomach and which won’t cost them at the ballot box. 

The White House has acknowledged it has broken the letter of 
the law, but argues it could make the changes it did because they 
were in compliance with the spirit of the law. We shall see how 
this plays out, but ultimately, I suspect the President will prevail 
on this issue.

All this uncertainty has left businesses holding back resources 
and that means no new hiring, cutting worker hours, eliminating 
their employee health insurance and paying the fine because 
it’s cheaper. This makes for a very unstable long-term business 
environment regardless of business sector. 

With continued uncertainty around the PPACA this issue is going 
to continue to plague business owners. The combination of a 
highly polarized Congress and a President with approval ratings 
in the low 40s does not bode well for finding common ground on 
this issue any time soon.

This doesn’t mean a solution isn’t possible, but it is very unlikely 
to emerge until after the 2014 mid-term elections. If the House 
stays in Republican control— and we all expect it will—and the 
Senate flips to a Republican majority, there will be real pressure 
within the Republican caucus in both the House and Senate 
to pass legislation to repeal the PPACA and replace it with a 
Republican alternative. 

I think the more likely strategy will be to offer healthcare solutions 
that try and fix the problems that exist within the current PPACA 
framework. This is why you see Senate Democrats shying away 
from the President and Republicans in swing states using this 
issue to attack their opponents. 

The one thing that will be constant for some time is continued 
uncertainty for businesses as they seek to manage healthcare 
offerings for their employees. That means continued restraint on 
new hires and cutting worker hours to stay under the PPACA 
mandates. And ultimately, many business owners will be 
wondering whether they should eliminate their plans entirely in 
favor of the government run exchanges. 

And unfortunately, regardless of how the upcoming elections 
turn out, that uncertainty is likely to continue well into next year.

As NOPA’s director of legislative and regulatory affairs, Paul Miller is the  
association’s government advocacy representative on Capitol Hill. Miller represents 
NOPA and dealer interests before the U.S. Government and key states; insisting on 
a level playing field in contracting for independents and protecting office products 
dealers’ business against misguided government proposals. For more information, 
visit www.iopfda.org/?page=Advocacy.

http://www.iopfda.org/?page=Advocacy
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By Stephanie Vozza

While offices may be buying less paper 
and pens as the world goes digital, 
savvy independent office dealers are 
cleaning up—literally—by moving into 
a key related product category.
It goes by a number of different names—jan-san, cleaning and breakroom, 
facility supplies, etc. But regardless of what you call it, you can’t ignore it if 
you’re an independent office products dealer.

Selling consumables such as trash can liners, paper towels, bathroom 
sanitizers and coffee cups is helping a growing number of canny dealers not 
only increase sales but also respond more effectively to the changing needs of 
their customers.

CONTINUED on page 30 >>
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We talked to six office dealers to get the scoop on this growing 
category. Here’s what they said:

Dennis McCarthy
New England Office Supply

For Dennis McCarthy, vice president of New England Office 
Supply in Braintree, Massachusetts, sales trends in traditional 
office products are a prime motivator behind his dealership’s 
efforts in janitorial products and related categories. “As you look 
at sales to the same customers year after year, it’s easy to see 
paper sales declining as well as ink and toner,” he says. “We 
wanted to make up that loss and grow at the same time.”

Not so long ago, jan-san represented little more than about 7% 
of total sales. Today, after putting in place a concerted effort to 
go after the category, that number has moved closer to 15% and 
growing.

“We’ve been growing our overall business, as well,” says 
McCarthy. “So the percentages represent a larger amount of 
business.”

New England Office Supply sells jan-san products to its current 
office supply accounts as well as to new customers, such as 
cleaning facilities. While paper products, such as copy paper, 
make up the best selling products in the company’s office supply 
category, paper products are an important part of jan-san, too, 
including paper towels and toilet paper.

McCarthy says it’s important to demonstrate knowledge of the 
product lines to the buyer, giving you credibility. New England 
Office Supply has trained a category manager for jan-san and 
hired someone with experience selling this type of product. 
Suppliers have also been a good source for information and 
training.

“A lot of customers look for help when choosing cleaning 
chemicals,” he says. “You have to know what you’re talking about.”

McCarthy says his company is seeing a big trend with the green 
movement in the jan-san category, and is anticipating that the 
sales of these products will increase.

Competition in this category can be fierce. “With office supplies, 
there are just three major competitors,” says McCarthy. “Jan-san 
has a ton more and all have strengths in different areas. What 
sets us apart is our next-day delivery, which isn’t a common 
offering.”

New England Office Supply runs marketing campaigns on all of 
its product categories, including jan-san. It also promotes this 
area by featuring blog posts with helpful hints on cleaning.

McCarthy says the most important step in becoming successful 
selling jan-san is gaining knowledge in the area. “It speeds up 
any kind of growth effort,” he says. “Whether you hire an expert 
or acquire a company that focuses on this, it’s critical to being 
successful. You have to take it up another level and become 
what my customers would call the ‘main go-to vendor for this 
category.’”

Darin Van Handel
Office Supplies 2U

For Office Supplies 2U in Stevens Point, Wisconsin, jan-san is 
their largest growing sector by far. The dealership was founded 
originally as a furniture company but has spread into other 
categories in recent years, reports sales director Darin Van 
Handel.

Having started the cleaning supply program for restaurants for 
Corporate Express, Van Handel was brought on board to help 
Office Supplies 2U expand its cleaning supplies category. Three 
years ago, jan-san products represented less than 5% of its 
business. Today, the category represents about 17% of sales.

“Anytime you throw in case of cleaner as opposed to paper and 
pens, you make a huge impact on your dollar volumes,” says Van 

CONTINUED on page 32 >>



This is an extensive assortment of quality products. This is where great  
performance at a great price lives. This is your answer for customers  
looking for real value. This is a proven way to grow your business.

THIS IS 
BOARDWALK®

Round out your assortment and stay ahead of the competition. 
Boardwalk features over 300 products in Chemicals & Cleaners, 
Foodservice Disposables & Paper Products. All designed to go head-
to-head with premium brand quality. All priced just right to compete 
with entry-level brands. Anyway you look at it, Boardwalk  
offers a smart, seamless addition to what you already offer your  
existing customers—and a sure way to attract new ones. 

To learn more, contact our Jan/San Support Team at 800-788-2266 (option 5) or go to jansan@ussco.com

mailto:jansan@ussco.com
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Handel. “Cleaning and restroom supplies have good profitability 
as opposed to reams of paper.”

Van Handel says every business is a potential customer. “Nobody 
doesn’t need toilet paper,” he laughs. “A small machine shop 
with two in the office might not have been a good office-supply 
customer, but if they’ve got 30 mechanics in the back, they 
become a viable jan-san account.”

Having a jan-san specialist on your sales team is vital, he 
contends “Selling jan-san is different,” says Van Handel. “A 
pen is a pen. With jan-san, you actually need to sell a program. 
Existing customers buy products they know, like and trust. Why 
should they buy yours? Convincing someone to change what 
they’re doing can be a real struggle.”

To spread the word, Van Handel uses Constant Contact email 
marketing, and his company stuffs sales literature into packages. 
A stockless dealer, Office Supplies 2U sources its products 
completely through S.P. Richards. Van Handel says there are 
no shortage of competitors, from jan-san specialists to paper 
companies, Staples, Sam’s Club and Menards. The key is to 
personalize with customer service.

“Invest in your website and make ordering easier,” says Van 
Handel. “Follow through with free next-business-day delivery. 
The right customer is the one who understands the value of their 
time. If they’re willing to spend hours a day shopping around for 
the best price, they won’t be a long-term customer. We’ll never 
be the cheapest in the world; however, with a ‘click, click, click’ 
their order is done and to them the next day.”

As for eco-friendly jan-san products, Van Handel says people 
want to do the right thing but if it costs more, they often change 
their minds.

“If you can provide green products within 10% of the cost of 
the other, they’ll go down that road,” he says. “Some companies 
have made a commitment to go green, but most of the products 
are too darn expensive.”

It takes clear focus to grow the jan-san category, says Van Handel. 
“Decide what lines you want to sell,” he says. “Wholesalers 
will offer you an incredibly vast array of products and it can be 
tempting to offer too much. Decide what you want to sell and 
how you’re going to sell it. As a company, we focus on 400 SKUs 
as target items. Narrow it down and get good at selling what you 
want to sell.”

David Hammontree
A&W Supply

It was the customers that nudged A&W Supply in Knoxville, 
Tennessee, into the jan-san market.

“In the early 2000s, one of our customers asked us to put together 
jan-san packages,” recalls sales manager David Hammontree. 
“We already had a relationship with them, and they said they’d 
rather do business with one vendor that can do everything 
instead of multiple vendors.”

The 40-year-old East Tennessee company was good at building 
relationships, and quickly added the new category; today it 
makes up about 45% of its business. Hammontree says jan-san 
sales have steadily grown, up about 3% the last two years.

A&W Supply has a diverse customer base that because of 
their location at the base of the Smoky Mountains includes a 
fair number of companies from the hospitality industry. As a 
result, their product mix includes items such as pool and hot tub 
chemicals, linens and cutlery.

When selling jan-san to an office, Hammontree has found that the 
buyer is typically the same person who handles office supplies. 
In the hotel industry, however, purchases are made by the person 
running the laundry process. A&W Supply has two people on its 
sales team who are experienced at jan-san.

“They are part of my mentor program and help the other reps,” 
says Hammontree. “We also have a preferred vendor team that 
works with our sales reps on a regular basis, training in-house as 
well as in the field.”

The biggest challenge for Hammontree and his team is the 
changing market. “Gen Xers and Millennials do business 
differently,” he says. “Babyboomers like the relationship with the 
sales rep. Gen X and Millennials don’t want to see a sales rep. 
They want to set up the account and then email or text their 
order.”

CONTINUED on page 34 >>
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John Hauptstueck
Rosa’s Office Plus

While most of the dealers we talked to started out selling office 
supplies and moved into jan-san, the reverse is true of Rosa’s 
Office Plus. The Richmond, Indiana company started out 67 
years ago as a janitorial products supplier, and over the years 
added office supplies and furniture. Today, jan-san products 
make up about 12% of sales, but CEO John Hauptstueck says 
he expects that grow.

“We expect to see a 20% increase over last year just in that 
category,” he says. “It’s mostly in chemicals where we’re seeing 
the change. Our category line is huge now and includes office, 
printing, break room and safety. We believe you can’t live on one 
category.”

Rosa’s Office Plus sells jan-san products such as window 
cleaner, laundry supplies, toilet paper and paper towels to a mix 
of clients that includes nursing homes, healthcare facilities and 
school systems.

“We’ve had good success with school systems, which usually 
involve multiple buildings,” says Hauptstueck. “We’ve been 
holding expos with them and are trying to be a single-source 
solution.”

The challenge to getting a new account is introducing a new 
system. Hauptstueck says customers form an allegiance to a 
janitorial system, and removing an existing system means getting 
the approval of the facilities people who know the products well.

“You have to have everyone on board with the change,” he 
says. “It takes a full commitment from the CFO as well as the 
management team and the cleaning crew. It’s a longer sell, but 
when you do it, it’s a nice sell.”

Rosa’s Office Plus sends its sales team, made up of seven reps, 
to janitorial school and training sponsored by its vendor and 
wholesale partners, including United Stationers.

“It’s important for our reps to be certified,” says Hauptstueck. The 
company also has a fulltime installer for janitorial supplies who 
is available around the clock to implement and repair systems.

When it comes to competition, Hauptstueck says the big box 

stores always push janitorial products. “They’re strong on the 
paper side, but they don’t have as many other items as we do,” 
he says. He sees his biggest competition being the local janitorial 
suppliers.

While manufacturers are offering more “green” products, 
Hauptstueck says the movement hasn’t been big in his area. 
“We’re seeing most interest from colleges,” he says. “Generally 
it’s not something top of mind for our customers. It’s nice to have, 
but most of our customers are more worried that the product 
does what it is intended to do.”

Jan-san is a wonderful business to be in, says Hauptstueck. “I 
find a lot of dealers have limited themselves to the paper side of 
things,” he says. “I would recommend reaching out to see what 
you could do in other areas such as laundry or dish washing. 
These products require a little more training and dedication, 
but they offer an opportunity to make an increase in your profit 
margin.”

Ray Seefeld 
Superior Business Products

Superior Business Products in Schenectady, New York, entered 
the cleaning and break room supply area when it started selling 
coffee.

“We started with K-cups and then Coke and Pepsi and then 
bottled water,” says Ray Seefeld, president. “Then we made a 
natural progression to paper towels, plates and kitchen.” Today 
the category represents about 8% of its total business, growing 
about 3% over the last three years.

Superior Business Products’ typical customer is a company with 
about 50 white-collar employees. “Some of our customers have 
five employees and some have 500,” says Seefeld. “When you’re 
dealing in that realm of 50 to 25 employees, it’s the same person 
who buys break room and office supplies.”

CONTINUED on page 36 >>
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To best serve its customers, Superior Business Products has a 
coffee specialist on board, who handles 99% of the dealership’s 
coffee, cups and flatware business. For chemical products, the 
sales manager gets involved and the company gets help from 
a specialist from its first-call wholesaler S.P. Richards, which 
supplies about 90% of its 150 jan-san SKUs.

Seefeld says small- and medium-sized customers look for brand 
names when purchasing cleaning products. “It’s typically a 
female office worker doing the purchasing, and she wants the 
brands she sees in the grocery store and at Target,” says Seefeld. 
“When you get into medium- to large-sized business and they 
start talking chemicals, they want to know they have somebody 
they can rely on and who will speak that same language.”

Success in jan-san, says Seefeld, comes down to three things: 
relationships, price and service. “If you can provide service and 
have the right product and right price, you’ll show customers 
how you can make it easier for them by allowing them to get their 
kitchen cleaner with their toner cartridges,” he says.

Cindy Sayes
Sayes Office Supply

For Sayes Office Supply in Alexandria, Louisiana, jan-san is 
an important category, making up 28% of sales. The products 
represented just 16% three years ago, and vice president Cindy 
Sayes says she expects that number to have grown to 35% three 
years from now. 

“We wanted to offer our customers a one-stop shop,” she says. 
“Also, brick-and-mortar stores are becoming a thing of the past 
for office products. Adding jan-san was a way to keep expanding 
our opportunities. We are very happy that we went into the jan-
san market.”

Knowledge and experience have been key to Sayes Office 
Supply’s growth, says Sayes. “We started by adding a jan-san 
consultant to our staff, someone who had been in the business 
for many years,” she says. “Then, we added three experienced 
jan-san salespeople. We have also done extensive training for all 
of our salespeople, and we continue to train on a regular basis. 
There are so many specs and such an array of products that you 
cannot dive in without a knowledgeable person.”

Small- and medium-sized offices make up the largest percent-
age of Sayes’ customers. Sayes says large companies and cor-
porations are the most difficult prospects because most have 
existing contracts with janitorial companies that take care of the 
maintenance of their facilities.

Local providers who have been selling jan-san products for a long 
time are Sayes Office Supply’s primary competition. “We have 
to concentrate on our strengths, which are excellent customer 
service and prompt delivery,” Sayes says. “Our competitors have 
had issues keeping items in stock, so this has been our strong 
point.”

“We find vendors that are willing to work with us and offer us 
the best price and delivery options,” says Sayes. “We try to stay 
with these vendors and be loyal to them. We do not like jumping 
from one to another. It is difficult for your salespeople when they 
don’t know who we are sourcing different items from. We just 
find that it works best for all to be stable in what we do and what 
we carry.”

Sayes Office Supply markets its jan-san category by advertising 
its products and its knowledge. Sayes says holding shows 
where vendors offer demonstrations, pass out samples, answer 
questions, and talk to customers has been a successful tactic. 
“It shows our customers that we are serious in what we do and 
we are committed to serving them in a professional capacity,” 
she says.

Sayes says she and her company have jumped into this business 
with everything they have: “We have educated everyone at our 
company on the products that we sell, and it has definitely proven 
to be a very smart move for us,” she says. “We will continue 
to strive to serve our customers the best that we know how by 
educating them and helping them to maintain their business in an 
efficient and economical way. In the end, everyone’s a winner.”
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Ever sent a message like this to a prospect: 
“You’re not important, you’ve made a 
stupid choice in suppliers, and only an idiot 
would pay as much as you do for office 
products. Will you buy from me?”

Before you answer, let me offer another 
way to convey that message: “Hi, my 
name is Tom from Tom’s Office Supply 
and I would like to talk to the person who 
is responsible for buying office products. 
I have a price list that I would like to give 
them and I am sure that if I saw all of your 
invoices I could prove that I am cheaper 
than whoever you use now.”

Do you see the similarity between those 
two messages? I hope you do, because 
for those of you who wonder why your 
reps can’t grow their business, this could 
be the main reason. 

People don’t liked to be called stupid and 
reps don’t like rejection. Does anyone see 
a problem? 

In my role as an industry consultant I have 
seen literally hundreds of companies that 
have problems acquiring new accounts 
and in almost every case, it’s because 
their sales reps aren’t calling on new 
prospects. 

If you ask the reps why they don’t cold call 
and you can get past excuses like, “I am 

too busy” or “my organization is poor”, 
you will discover the sad truth: Most of our 
relationship-oriented reps are scared to 
death of rejection but are afraid to admit it.

If you don’t think cold calling is hard, 
try it sometime. I am involved in live 
cold calling at least once a month and 
it is always scary. But, when we go in 
(I always recommend teaming up), we 
have a plan that helps us avoid rejection 
approximately 95% of the time.

Just to be clear, making it through a first 
call without being told to go away doesn’t 
mean that you will win the business. 
However, a good first call can establish a 
positive relationship with the prospect and 
gives whoever establishes the relationship 
a positive feeling about it.

Does a first call need to accomplish 
more? Personally, I don’t think so. When 
we try to do it all at once—get around the 
gatekeeper, find the buyer, present pricing 
(that they don’t usually want) and ask for 
the business—we risk being perceived as 
obnoxious and pushy. 

And from my unofficial poll of sales reps, 
8 out of 10 prospects usually say in re-
sponse, “We’re happy” or something 
worse, because they feel threatened and 
insulted.

Is that what you want your company to be 
known for? 

As an owner or a sales representative in 
the independent channel you’re trying to 
differentiate yourself from the big boxes. 
But how is your prospect supposed to tell 
the difference between us and them if we 
act just like them? 

So the next time you invest in sales training 
for your team, ask these two questions 
about their cold calling process: How 
much rejection does their process involve 
and when was the last time they made a 
cold call in the field? 

Their answers should enable you to 
decide whether your current process is 
part of the solution or a major part of the 
problem. 

Instead, maybe you should focus your 
attention on the need for a more useful 
message to send prospects than the one 
at the top of this page.

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.

You’re not important 

http://www.interbizgroup.com
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It’s one of the most common questions that I’m asked. “Troy, 

how should I pay my salespeople?” Most of the time, I demur, 

because paying salespeople is a complicated topic with many 

particulars that depend on your company and situation. That said, 

there are certain guidelines to developing a competitive and fair 

compensation strategy, and maybe it’s time we discussed them.

First of all, understand this: Straight commission is dead as a 

sales compensation policy. There are numerous reasons for this, 

and maybe one day I’ll take an entire article to deal with them. 

For now it’s enough to say that a straight commission pay plan 

will not allow you to compete effectively for sales talent. That 

leads into a discussion of the objectives in developing a quality 

sales compensation plan.

First of all, we want to compete effectively for the right sales talent. 

Make no mistake—hiring is competitive. We want salespeople 

who are good enough to have options of where to work, rather 

than having to “settle” for your job.

Second, we want to reward sales achievement appropriately. 

Good compensation policies incent and reward sales achieve-

ment.

Finally, we want to generate a fair and acceptable profit for the 

company. Sales compensation is a balancing act. While we want 

to incent and reward achievement as noted above, we also need 

to leave enough meat on the bone for the company P&L. After all, 

we’re in business to make profit.

Let’s start with this as a guideline: The total sales compensation 

paid to a sales rep at quota should be somewhere between 25% 

and 40% of the total gross profit generated by that salesperson’s 

efforts. 

That leaves a lot of leeway, but typically, the more commission-

slanted the compensation, the closer to 40% the overall comp 

should be. Again, there are many variables here, but I have found 

that this range allows you to achieve all three of the above goals.

A good compensation plan should have three components: A 

salary, a commission component and a bonus for high achieve-

ment.

The salary component is probably more important than you 

think. Most business owners I have encountered want to believe 

there is a large pool of applicants sitting out there just waiting to 

go to work in an environment where there is “huge potential” for 

big earnings but a pittance for a salary. 

CONTINUED on page 41 >>
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Sorry to tell you, it’s just not that way anymore. Today’s skilled 

sales rep understands that he or she is a valuable commodity 

and looks for a company that will invest in their success—and 

they view the salary as a big part of that investment.

At its lowest, the salary should cover the basic necessities 

and cost of living; i.e., the salary should be sufficient that the 

salesperson shouldn’t have to worry about getting the rent paid, 

keeping the electric on and putting food on the table. That’s the 

basic level.

In my home market of Kansas City, a salary should be at least 

$30,000 per year; adjust from there to cover the difference in 

cost of living to your market. 

From there, it’s important to understand that your salary “buys” 

you admission to different applicant pools, depending on your 

needs. 

Do you need your applicant to have a degree? That costs extra. 

Need a specialized degree such as interior design? Extra. A 

successful track record? Extra. You get the idea. 

Research what companies in your area are paying by visiting job 

boards (like CareerBuilder and Monster), and create your salary 

accordingly.

Now it’s time to figure commission. Commission, of course, is the 

percentage of the sale that varies depending on the salesperson’s 

achievement. Commission percentages vary widely, but you can 

begin by figuring out an overall commission amount at quota (the 

difference between your overall compensation at quota and the 

salary that you have elected to pay). 

Now, back into your commission percentage by figuring out 

the gross profit generated at quota and dividing the overall 

commission amount by the GP generated to figure your 

commission percentage.

Notice that I didn’t reference paying on overall revenue but on 

gross profit. That’s because you should always pay on gross profit 

generated, not on overall revenue. That gives your salesperson 

a stake in your profitability—and it will result in stronger profits 

generated.

Finally, the best compensation plans include a bonus. A bonus, as 

the word implies, is extra pay that’s earned by overachievement. 

I would recommend not paying a bonus until the salesperson has 

achieved at least 10% over quota for the year. 

Your bonus should be at least 10% of the salesperson’s annual 

earnings in order to be large enough to get the salesperson’s 

attention, but probably not more than 20% of annual earnings so 

as to keep the profit of the company intact.

There are, of course, other components that you can include, but 

I prefer to keep compensation packages simple. 

Complication breeds distrust. The best compensation packages 

are simple enough that the salesperson can calculate their 

commission when they win a piece of business. Some additional 

components, and my thoughts on them, are below:

•  Draw against commission:

 I’m only in favor of a draw as a short-term measure

designed to help a new salesperson ramp up (and

even then, the draw amount should be small). A draw

is not a substitute for a salary. Draws can work against

you; a salesperson can dig a “hole” through a draw,

perceive that they can’t get out of it, and you can lose a

salesperson that might have been very successful.

•  Guarantee against commission:

 I’m only in favor of these as a short-term measure for

ramp up. The difference between a guarantee and a

draw is that the guarantee is non-recoverable; i.e.,

you’re not going to charge the guarantee amount back.

•  Commission caps:

 I hate them. Period.

•  Commission “kickers” or accelerators:

 Here’s one that I like—if it’s done right. Adding a point or

two on top of the existing commission for high levels of

sales can be a real incentive to reach high sales levels.

Keep in mind the 25% to 40% rule here.

•  Fadeaways: 

 This is where the salary fades away to a smaller amount

over time. Do this and you’ve lost most of the benefit

you were trying to achieve through paying a salary.

The salesperson will perceive the job as a straight

commission job and not apply.

Paying your salespeople really doesn’t have to be that difficult or 

that onerous a task. Just keep the rules above in mind and any 

company can develop a compensation policy that’s fair to the 

company and fair to the salesperson.

Troy Harrison is the author of “Sell Like You Mean It!” and a speaker, consultant, and 
sales navigator who helps companies build more profitable and productive sales 
forces. For information on booking speaking/training engagements, consulting, or to 
sign up for his weekly E-zine, call 913-645-3603, e-mail Troy@TroyHarrison.com, or 
visit www.TroyHarrison.com. 
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http://www.TroyHarrison.com
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Most business owners and managers are familiar with internship 
programs but may think that interns are only interested in work-
ing for larger organizations or may take a lot of energy and time 
to train and manage. At K.Coaching we started to use interns 
three years ago and we encourage other businesses to do the 
same. I’d like to outline the many benefits of internship programs 
and how to make them successful. 

I remember receiving an intriguing email through LinkedIn in 2011 
and with the sender’s permission, below is that exact message: 

Hi Krista,

I found your company’s website on LinkedIn and 
was intrigued by what you do. I am a recent college 
graduate looking for a career in leadership devel-
opment and training. I wanted to ask if you had any 
positions available for interns or other positions. I 
have a passion for teaching others to set goals and 
to accomplish what they have set out to do. I have 
experience in coordinating training sessions for 
hospitals, doctor’s offices and leadership programs. 
I also have experience in leading discussions on 
leadership as well as giving presentations. I have 
attached my resume for your review. I hope to hear 
back from you soon.

Sincerely,

Brittany Crews

My first thought was, “Is this for real?” I reached out to her right 
away, conducted an interview and decided to try the internship 
route. 

Fast-forward three years and Brittany is now our director of client 

services, a certified business coach and trainer and managing 
hundreds of companies. She successfully manages her own cli-
ents, our training and development programs and is leading our 
Young Adult Leadership (YAL) coaching initiatives. Clearly a win-
win for everyone! 

Statistics show that between 2011 and 2012, 68% of interns 
were offered full-time positions and 84% of these offers were 
accepted. In one year alone, Hewlett-Packard recruited 70% of 
its new hires from its pool of interns!

Let’s consider some of the clear benefits of starting an internship 
program:

n  Mutually beneficial relationship. 
  When a relationship is mutual it is automatically more 

productive and valuable. The intern gets the job experience 
and you get an extra helping hand that is eager to impress.

n   Test-drive the talent. 
  If finding future employees is on your radar, then an intern is 

a great way to “try before you buy.” Similar to a temp agency, 
you have created a possible career path for a new employee 
with little to no risk for you and your company. Interns are 
able to experience a prospective career path and evaluate 
companies before they commit to full-time employment. If all 
goes well, this could lead to lower costs for recruitment and 
higher employee satisfaction and retention. 

n   Increase productivity. 
  Internship programs can be used on an “as needed” basis 

to fill in the gaps on projects or high volume situations. It will 
then free up your current staff to pursue more creative or time 

CONTINUED on page 43 >>
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consuming projects. When you have a 
pool of possible interns, you can align 
their interests and strengths to specific 
tasks and take advantage of the low-
cost labor. Some intern programs can 
be free, but most receive less pay 
and fewer benefits than a full-time 
employee. 

n   Enhance perspective. 
  We align with a local high school that 

offers us candidates who are seniors 
and in the top 5% academically. We 
have been very pleased with their 
maturity, fresh ideas and perspectives. 
These interns are savvy with social 
media, websites, spreadsheets, video 
production and graphic design and 
are perfect for project-based work. 
Meet our current “Intern Emily” who 
we have branded to support our social 
marketing efforts. Our customers 
LOVE her!

n   Give back. 
  We have created alliances and 

networks by tying our business to the 
local universities and high schools, 
which projects a favorable image 
in the community. It is a wonderful 
feeling to offer these young people a 
chance to experience business and 
get exposure to real-world problems 
and issues that likely aren’t found in 
textbooks. 

As a training and development organiza-
tion, we love having an impact on molding 
the lives of students. But as you can see, 
there are many other prudent and practi-
cal business reasons for considering in-
ternship programs. 

We encourage you to talk with your local 
schools and universities to understand 
the programs that are currently in place. 
Often, interns receive school credits and 
there are guidelines to follow. Alternative-
ly, you can establish any part-time positon 
as a paid internship and begin that mu-
tually beneficial relationship. Who knows 
where it will lead!

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.

http://www.kcoaching.com
http://www.kcoaching.com
mailto:brittany@kcoaching.com



