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California Dealer Warden’s
Celebrates Fiftieth Anniversary

EDITORIAL
Failing to Plan Means
Planning to Fail
S.P. Richards’ annual Advantage Business Conference is usually one of the office products calendar’s more fun events but this year, something
alarming happened there that has me worried.
One of the workshop speakers started out his session by asking for a show of hands from dealers in
the room who have a formal business plan. It was
a reasonable crowd—somewhere in the region of
60-70 attendees—but barely a handful of dealers
answered the call.
If that response is indicative of the state of business planning in the dealer community at large, we
have a major cause for concern about the channel’s future prosperity.
You wouldn’t start out on a cross-country drive
with the idea if you keep going in the same direction long enough, you’ll eventually get to where
you want to be. And you wouldn’t build a house by
starting at the bottom and just adding construction
material until you feel like stopping.
So why do so many dealers apparently feel it’s OK
to bring that kind of haphazard, irresponsible approach to running their business?

Warden’s COO Jennifer Warden Viss and CEO Jerry Warden had plenty of reasons to be smiling as they
celebrated their dealership’s 50th anniversary at a gala Customer Appreciation Day event earlier this year.

In Modesto, California, it’s a special year for the folks at Warden’s, as the dealership Jerry Warden founded in 1965 celebrates 50 years of continuous service
to the local business community.
The Warden’s story is one that shows the entrepreneurial spirit at its best. Jerry
started the business when he was still a college student. With the support of a
loan from his parents and a fierce drive to succeed that saw him making sales
calls between classes and selling Tupperware at night to make ends meet, he
built up a business that today stakes a proud claim as the largest independent
in Northern California’s Central Valley market.
In addition to Jerry, who serves as CEO, the current management team includes
his daughter, Jennifer Warden Viss, as COO and Joe Cunningham, president.
Together, they lead an organization some 40 people strong, operating out of a
50,000 square foot distribution center and 30,000 square foot location in down-
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Right now, the dealer community is facing some of
the most significant long-term challenges and opportunities that it’s seen in a long time. The upcoming (maybe) Staples-Office Depot merger is drawing most of the attention but there are also other
issues to deal with like major product mix shifts,
the need for a strong online presence, rising paper
prices, millennials as customers and employees
and more.
And you know what…a few months from now, that
particular landscape could look a whole lot different!
So why would anyone think it’s possible—let alone
desirable—to rely on a combination of improvisation and near boundless optimism to deal with all
that?
Don’t stop me if you’ve heard this but hope is not
a strategy. Business planning is hard but you don’t
have a choice. There’s just too much going on in
our industry today to be able to do what you’re doing today for no other reason than it’s what you did
yesterday. If that’s what you’re doing, stop it. Now.
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TECHNOLOGY THAT
EMPOWERS YOUR
BUSINESS.
NOW YOUR CUSTOMERS CAN STOCK UP

ANYTIME, ANYWHERE!
Now with ONE-CLICK approvals!

“

OfficeShopper incorporates the
tools from our online store into
a simple, easy to use app with
scan-to-order features for our
customer’s convenience.”
Julianna Marttila, J2 Office Products

866.374.3221

www.ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of eCommerce Industries, Inc.

info@ecisolutions.com
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town Modesto that houses a furniture
showroom and administrative offices.
Earlier this year, the Warden’s team held a
special Customer Appreciation Day Gala
Event which drew over 500 customers,
prospects and friends, not to mention a
posse of local dignitaries, to celebrate the
milestone.
A proud history is not the only thing the
dealership is celebrating right now. “We’re
having a great 2015 so far, particularly as
it relates to our office furniture business,”
Jennifer reports happily.
Congratulations to yet another independent who’s showing every day there’s
still plenty of room in the office products
space for well-run family-owned and operated businesses. Here’s to the next 50
years at Warden’s!

Houston Dealer Lupe
Fraga to Receive
Distinguished Alumnus
Award from Texas A&M

The award is the highest honor bestowed
upon former Texas A&M students and has
been given to fewer than 250 of Texas
A&M’s 425,000 former students since the
program began in 1962.
It recognizes Aggies who have achieved
excellence in their chosen professions
and made meaningful contributions to
Texas A&M University and their local communities, the university said.
Lupe certainly meets those criteria and
then some! In addition to building one of
Houston’s largest minority-owned businesses, he is a former chair of the Hispanic Chamber of Commerce and the Federal Reserve Bank’s Houston branch and
served as a Texas A&M University System
regent from 2005 to 2011.
He has also chaired the Greater Houston
Visitors and Convention Bureau and Harris County Child Protective Services and
was honored as one of 2004’s Fathers of
the Year by a local non-profit.
Other community organizations that have
benefited from his leadership include the
Galveston-Houston Catholic Diocese,
Metropolitan and National YMCA, Sam
Houston Area Boy Scouts and United
Way Gulf Coast Chapter.
Lupe will receive his award during the
university’s annual Distinguished Alumni
Gala on October 2.

Lupe Fraga, founder of Houston-based
Tejas Office Products, will be honored
in a special way later this year, when he
will receive a Distinguished Alumnus
Award from his alma mater, Texas A&M
University.
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Chad has only been a member of the club
for four years but during that time, he has
provided a stellar example of involvement
and leadership.

Champaign, IL Dealer
Chad Hoffman of
Rogards Honored as
Local Rotarian of the
Year
Congratulations are also very much in
order for Chad Hoffman, CEO of Rogards Office Plus in Champaign, Illinois,
who was recently named his local Rotary
Club’s Rotarian of the Year for 2014-2015.
INDEPENDENT DEALER

In addition to serving on the club’s board
of directors, Chad is also a member of its
community service committee and is an
enthusiastic volunteer on several community projects and networking activities,
most notably helping to provide backpacks filled with basic school supplies
to students in need at a local elementary
school and helping the club itself order
polo shirts for members.
“Getting involved in the community and
supporting worthy causes is part of who
we are as a locally-owned and operated
business,” says Chad. “We certainly appreciate the honor and the recognition but
Rogards is involved in organizations like
Rotary primarily because it’s a way to give
back and it’s the right thing to do.”
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PAPER because
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 communities in your area grow, ask for paper products made
in North America. To learn more, visit PAPERbecause.com.
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In Indianapolis, Office
360 Makes Local Fast
Growth Companies List
In Indianapolis last month, the Nahmias
brothers—Steve, Scott and Lenny—and
their team at Office 360 were celebrating
after showing up as Number 19 in their
local business journal’s annual list of the
fastest growing companies in their market.
Office 360 first opened for business in
2008, but the Nahmias family’s roots in the
industry go back much further than that.
Harry Nahmias, father of the current leadership team, started his own independent
dealership in Indianapolis, Atlas Office
Supply, more than 50 years ago. That business ended up being sold to Boise Cascade though the sons continued to run it
for several years before acquiring a local
dealership of their own in 2008.

Since then, the Nahmias brothers have
taken annual volume from $2 million when
they brought the company to its current
level of $22 million and growing. Business
has been particularly strong over the past
three years, according to the local business journal, with Office 360 posting an
impressive 84% growth rate.
How did they do it? “A lot of companies
and organizations in Indiana prefer to do
business with a local company,” Steve
told the business journal. But, he stressed,
they won’t do it if the rest of the package
doesn’t make sense. “We have to provide
a program that’s cost-competitive and offer the same services both locally and nationally as our national competitors do,”
he told the journal.
The good news for Steve and the rest of
the team is that if the past three years offer any indication, they seems to have that
side of things figured out pretty well!

CA Dealer Office
Solutions Acquires
Freeman Office Products
Yorba Linda, California-based dealer
Office Solutions earlier this month announced the acquisition of Freeman Office Products, an independent commercial dealer based in San Bernardino.
“Our acquisition of Freeman Office Products strengthens our offerings of products, services and solutions for businesses of every size. It also adds to our
capacity and geographic presence in the
Inland Empire. Through Freeman Office
Products, we have inherited an expanded
market that will allow us to better service
Inland Empire businesses,” said Office
Solutions president Bob Mairena.
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SUPER VALUE
EASY CLEAN MELAMINE
ALUMINUM FRAME
DRY ERASE BOARD
• Double sided, just flip to extend life
• Suitable for moderate use
• Anodized aluminum frame
• Can be mounted vertically or horizontally
• Pen tray and wall fastening kit included
• Trade Act Compliant (TAA)

www.mastervision-products.com
Bi-silque Visual Communication Products, Inc
4171 West Hillsboro Blvd, Suite 10 · Coconut Creek, FL 33073
Ph: (+561) 314-3970 · Fx: (+561) 314-3975 · Email: info.us@bisilque.com
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Avery® Facilities
Maintenance Solutions

"Keeping a large facility operating safely and efficiently is a big job.
Avery offers a variety of practical products like Durable labels
that resist moisture, and Ultralast™ binders that are

tear-resistant, to help me manage and organize day-to-day
operations and communicate critical information clearly."

©2015 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.

Learn more about Avery innovative solutions, templates and support at

avery.com/print
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“We are also very excited to welcome the
Freeman Office Products’ team to our Office Solutions’ family, to help proudly represent our organization,” he added.

Complete Hits the
Acquisition Trail Again
Seattle-based Complete Office was once
again loading up its shopping cart last
month, with the news that it has acquired
PaperClips A ‘Mor in Boise, Idaho.
“We welcome PaperClips A ‘Mor to Complete Office and we are excited to have
owners Steve and Vonda Johnson join our
team, “ said Complete Office CEO Rick Israel. “This acquisition is another step towards Complete Office’s goal of furthering
our distribution capabilities throughout
the Western U.S.”

The deal represents the 17th acquisition
for Complete Office since the company
started in 2003. In addition to Washington
and now Idaho, it also operates locations
in California and Wisconsin and currently
generates annual sales of approximately
$115 million.

“We are excited to be partnering with the
Greater Memphis Chamber as a new Affinity Partner,” Chris told the local business journal. “For over 43 years, Yuletide
customers have enjoyed great value along
with excellent service. Now, Chamber
members will have the opportunity to take
advantage of our service while keeping
their purchases local.”

Memphis Dealer
Yuletide Office Solutions
Partners with Local
Chamber

The Yuletide team had been talking to
the chamber about joining their affinity
program for several years, sales director Todd Miller reports. Previously, it had
been in the hands of Office Depot but a
new management team at the Chamber
was a lot more receptive to the idea of
keeping the business local and they also
liked Yuletide’s superior customer service,
broad product mix and needs-based selling approach.

Congratulations are in order for Chris Miller and his team at Yuletide Office Solutions after they inked a deal last month
with the Greater Memphis Chamber of
Commerce to become the chamber’s endorsed office supplier.

continued on page 10 >>

Providing custom office
products for nearly a century!

Xstamper
Partner!!!

SEALS
AWARDS
NAME
BADGES

PROMOTIONAL
ITEMS

SIGNS
STAMPS
NOTARY
SUPPLIES

Roanoke Stamp & Seal
Co. is proud to partner
with Xstamper and is
now offering in house
production of all
industrial stamps!!!

25 MADISON AVE NE. ROANOKE, VA 24016
Tel 800.542.7454 • Fax 800.523.7330
www.roanokestamp.com • orders@roanokestamp.com
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P RO FE SS IO NAL P OWER SOLUTI ON S

GIVE THEM WHAT THEY WANT

QUALITY, RELIABILITY,

TRUSTED POWER
Duracell® batteries last longer and deliver better
quality than the competition. This has helped make
Duracell the market leader with a 56% share.
Stock your customers with Duracell Professional, and
give them the quality and reliable power they want.

Source: Kline & Company, The U.S. Professional Market for Batteries: 2014, March 2015.

Visit www.duracellpro.com/sell
or call 877-277-6235 to request a FREE Duracell
Professional Market Insights Report, and learn more
about why Duracell is the leader in Trusted Power.

44%

Duracell

56%
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It also helped that the dealership is a program sponsor of the
chamber’s Small Business Council and Chris and other members
of the Yuletide team are long-time volunteers on various chamber committees.
The Chamber partnership promises to give a nice boost to what
is already shaping up to as a banner year for Yuletide, says Chris.
“All segments of our business are growing right now, but furniture, jan-san and printing are all fantastic,” he reports. “This is
just a great time to be in the market!”

In Tacoma, Chuckals’ Water
Collection Drive Helps the Homeless

Chuckals partnered with a local homeless shelter, the Tacoma
Rescue Mission, to help make a difference. The shelter was running low on bottled water so the dealership issued a special call
to its customers with an offer to match their purchases of cases
of bottled water for the mission.
The result: Chuckals was able to deliver over 300 cases of water
to help the homeless at a time when Tacoma was posting record
high temperatures.
“Community support has been part of Chuckals’ DNA from the
day we opened over 20 years ago,” commented Al. “We were
delighted to have opportunity to partner with the Rescue Mission
to help those in need and were totally blown away by the amazingly generous response of our customers who made this effort
so successful. It’s a remarkable example of how small and medium sized businesses can really make a difference in the community when we work together!”

AZ Dealer Hoppstetter’s Office
Products Stuffs the Bus and
Then Some!
Hoppstetter’s Office Products is hardly the only dealer in the
country to take part in “Stuff the Bus” efforts to support local students in need but surely few others do it on quite the same scale.
The Yuma, Arizona-based independent has been partnering with
a local medical center for over ten years to make life a little easier
for underprivileged students and this year saw them help distribute over 6,000 backpacks stuffed with school supplies.
Hoppstetter’s has been serving the Yuma business community for over 60 years and, says current owner Chris Hoppstetter,
giving back is a key part of who they are and what they do as a
locally owned and operated business.
Handing out 6,000 backpacks certainly fits that bill! Chris gives
special kudos on the project to general manager Cathy Todd,
who coordinates the effort for the dealership, and to first-call
wholesaler S.P. Richards for their support.
Chuckals vice president Jon Rossman (center) and director of marketing Crystal Wertz
get ready to hand off the bottled water their dealership collected to the program
services director of a local homeless shelter.

When the city of Tacoma was hit with a heat wave at the beginning of July, Al Lynden and his team at Chuckals Office Products
stepped up with a special effort to help those in need during
difficult times.

AUGUST 2015

And if all that wasn’t enough, the Hopsptetter’s team provides
a little more help on the education front with an annual scholarship they award to a deserving student at their local community
college.
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Paper doesn't grow on trees.
It takes work to make paper.
And since GP Paper is
MADE IN THE USA,
this means more work for
more American workers.

MADE IN THE USA
means you can be confident that
we thoughtfully manage how your
paper is made from sustainable forest
practices, to energy efficiency,
to waste reduction.

After all,
we live
here
too.

www.usamadepaper.com

©2014 Georgia-Pacific Professional. All rights reserved. All trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

Following a
Playbook for
Sales Growth

At first glance, at least, it looks like Mike Evert’s timing could have been just a little
better. After ten years working for other dealers, he decided to open his own business, Perimeter Office Products in Norcross, Georgia, just outside of Atlanta.
The only problem: All that happened in October of 2007, just in time for what turned
out to be the worst global downturn since World War II. But while the U.S. economy
overall was suffering, Mike and his team were doing all right. In fact, they were doing
a whole lot better than just all right.
“The downturn gave us extra motivation to really focus on new business development and it sent me out on the street and booking appointments with new prospects
every day,” he recalls. In addition, it made those prospects a lot more open to new
suppliers than they might have been in easier times.
In his first full calendar year, Mike and his team posted sales of about $2.5 million.
Today, seven hard-charging years later, they are on track to finish 2015 with a run
rate north of $11.5 million. In fact, he reports, in good times and bad, Perimeter has
maintained double-digit sales growth every year since it opened and the dealership
shows no sign of slowing down any time soon.
What’s Mike Evert’s secret to success? A large part of the answer can be found in
the Sales Success Handbook, a step-by-step sales manual that Mike put together
himself from his own experiences as an outside sales rep.
It may be an increasingly digital world but the handbook resides in a three-ring binder, with separate sections that cover getting appointments, making the presentation,
overcoming objections and the other basic building blocks of sales success.
The binder, Mike explains, not only gives the Perimeter sales team a standard playbook to work from but also makes clear what his expectations are for where and how
they spend their time.
Sales rep compensation is tied closely to metrics defined by the sales process, with
each of the 10-person rep team having to meet monthly goals relative to new accounts, sales growth and gross profit.
“We can be pretty flexible on a lot of things at Perimeter but compliance with our
sales process is not one of them,” Mike says candidly. “We offer our salespeople a
lot of opportunities but if they aren’t willing to commit to our process, they end up
having to find their opportunities somewhere else.”
It’s a disciplined, numbers-driven approach and it’s proven so successful that Mike
has also developed a second version of his sales roadmap specifically designed to
target larger, enterprise-type accounts.

n Annual sales: $11.5 million
n Products: Office supplies,
office furniture, breakroom
and jan-san
n Founded: 2007
n Employees: 24
n Key business partners:
Essendant, ECi, HON, TriMega

Mike himself is the first to point out that there’s nothing magical about the content
of either version. In many ways, he points out, it’s mostly basic sales blocking and
tackling. Where the magic comes from is the way in which it standardizes sales
activities at the dealership and lays down clearly defined benchmarks for success.
And, as the dealership’s sales growth over the past eight years indicates, it’s also
been very good for business!

SECRETS OF SUCCESS

Perimeter Office Products

n Online sales: 80%
n www.perimeterop.com
AUGUST 2015
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UNIQUE

AS YOU

Make your mark with personalized stamps

Self-inking 2000 PLUS® stamps deliver amazing personalization potential:
• Transparent base for perfect image alignment
• One touch stamping; just press and print
• Handles infused with Microban to protect against bacteria
• Six sizes to choose from:
Printer 10, 20, 30, 40, 50 and 60
• A standard card (shown at left) is included, or you can go to my2000plus.com
to personalize your ImageCard™. See the video at http://bit.ly/2000PLUS to
get inspired!
Visit us at www.navitor.com/a/stamps or call 866.628.6868 for more
information on how Navitor can help create custom stamps and much more!

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

IndustryNEWS
Will They or Won’t They?
More Doubts Emerge About Staples-Depot Deal
A Wall Street investment analyst last month predicted the most
probable outcome for the pending Staples-Office Depot merger
is that it will be blocked by the Federal Trade Commission (FTC).

Because the deal eliminates all redundancy in the OSS supply
channel, it also puts these customers at risk of having no supply
options in the event of a disruption to the merged firm, AAI said.

Cleveland Research Company analyst Daryl Boehringer said he
is “skeptical” that the deal will receive FTC approval without significant divestiture in the channel given the high degree of market
share the combined entity will hold.

AAI also said it has serious concerns about the deal relative to
the retail OP channel. “The fact that consumers buy office supplies on Amazon and at Walmart should be the beginning of the
analysis, not the end,” argued Stutz.

Boehringer’s prediction comes on the heels of a court ruling on a
similar deal—Sysco Corp.’s proposed merger with U.S. Foods—
that supported the FTC’s position that the merger, which involved
two very large companies with similar market shares to Staples
and Office Depot in their industry, would have too adverse an
impact on competition to go forward.

“Three-to-one consolidation among office supply superstores
should prompt the FTC to consider whether a merged Staples/
Office Depot could use price discrimination or dynamic pricing
strategies to harm consumers in local geographic regions that
are underserved by such alternatives.”

Also last month, the American Antitrust Institute (AAI), a Washington, DC-based advocacy group that is frequently critical of
mergers, urged the Federal Trade Commission (FTC) to take a
close look at the competitive impact of the proposed Staples/
Office Depot merger.
While not explicitly calling for the deal to be rejected, AAI said the
proposed merger raises a number of “threshold questions” that
need to be addressed.
AAI highlighted the two big boxes’ large commercial businesses,
noting that they dominate the market for “enterprise” contract
customers and arguing that many of these large customers have
no viable alternatives to Staples or Office Depot.
“While the deal deserves a lot of attention on retail market issues, we highlight that competition for the largest customers in
the contract market is basically on life support,” said AAI associate general counsel Randy Stutz. “We don’t see any companies
left in the enterprise contract market that can mount a serious
challenge to Staples or Office Depot.”
AAI contended that the merger would threaten enterprise contract customers not only with higher prices and diminished service, but also the loss of competition to provide the best cyber
security in keeping sensitive customer data safe.
AUGUST 2015

READ the complete report.
Industry consultant and regular INDEPENDENT DEALER contributor Tom Buxton offers a similar assessment of the deal’s impact on the large contract market.
“If the Federal Trade Commission’s lawyers do their homework
they will find that over 950 of the top 1,000 commercial businesses in the U.S. and Canada have a purchasing relationship
with either Office Depot or Staples,” writes Buxton elsewhere in
this issue.
In addition, he suggests Staples has no real need for the deal,
since it and the independent dealer channel have been gaining
market share from Office Depot for many years.
Also of interest, the investment community in general does not
currently seem to think too much of the deal’s prospects if Office
Depot’s recent stock price performance offers any indication.
When Staples announced plans to acquire the Florida-based big
box last February, the proposed deal set a value for Office Depot stock of around $11. As of the end of July, it was trading for
about $8 a share, hardly a vote of confidence in the deal going
forward.

INDEPENDENT DEALER
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The KITS collaborator™ is a registered trade mark and product of KiSP, Inc.

Look who’s selling more office furniture.

Put the power to show and sell more office furniture in your hands right now.
Now you can show your customers a huge range of furniture ideas and pricing, right from your iPad. Show them everything they want to
see with instant access to all the current furniture catalogs from your favorite manufacturers - desks, chairs, tables and complete furniture
systems. Select only the furniture items your customers want; change fabrics and finishes. In seconds you can add and subtract items easily
and intuitively. Everything is fully rendered with stunning photo-realism. Priced, itemized and ready to share with your customer.

Buy it today –
you’ll wonder why you
waited so long.
Request a web demonstration right now >

Simply call or contact our sales department.
Setup takes minutes and then you’re
ready to go. 416 499 2457 ext. 2720
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AbilityOne Program is ‘Mired in Corruption,’ Says CNN
AbilityOne, the U.S. government’s leading program to help the
disabled find jobs, is “mired in widespread corruption, financial
fraud and violations of the law,” according to a report issued last
month by CNN. Instead of helping the severely disabled find
work, the taxpayer-funded agency is at times allowing jobs to be
taken away from the disabled, CCN indicated.
AbilityOne and SourceAmerica, the nonprofit agency that
manages its program for the severely disabled, are being
investigated by authorities for illegal operations, financial fraud,
mismanagement, operating in violation of the law, steering of
contracts, and possibly obstruction of justice, CNN reported.
CNN said several of its inside sources told it the program is
among the worst cases of its type they’ve ever seen in a federal
agency.
CNN said it has learned the U.S. Department of Justice has
begun its own investigation into the various allegations.
In addition, at least four separate inspectors general offices
have active investigations into AbilityOne and SourceAmerica,
including those at the General Services Administration,
Department of Defense, the Veterans Administration and the
State Department.

CNN said it has learned that as many as half the companies
contracting with SourceAmerica under AbilityOne may be
operating in violation of the law, without enough severely
disabled employees, according to sources with knowledge of
the program. There are no such allegations of wrongdoing with
AbilityOne’s contracts for blind people, CNN said.
Ironically, release of the report coincides with the 25th anniversary
of the Americans with Disabilities Act. At a rally to celebrate
the anniversary, demonstrators held signs that read “Shame
on SourceAmerica” and demanded more transparency in the
AbilityOne program.
Rep. Tammy Duckworth (Dem-IL) said she is “significantly
concerned” by the investigations into the program.
”If there is any corruption in that program, I will absolutely be
following it to make sure that we end that,” said Duckworth, a
veteran who lost her legs and partial use of her right arm in Iraq.
“Everyone deserves the opportunity to live as productive a life as
they capably can, so we need to be sure to really protect their
rights to work,” she said.

continued on page 18 >>

IT’S LIKE HAVING
THIS GUY
SAVE YOUR BOTTOM LINE.
Be the hero your customers need, and reap the
profits you want. Phoenix takes care of your
customers and your bottom line by offering
competitive prices to increase your margins without
compromising the features your customers need
most. They get peace of mind. You get greater
returns. Talk about a perfect combination.

(800) 636.0778 | WWW.PHOENIXSAFEUSA.COM
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STANDING AROUND JUST
BECAME PRODUCTIVE.

SAFCOPRODUCTS.COM
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Paper and Packaging Industry
Launches National Consumer
Campaign

Paper and packaging industry companies
have joined together to launch How Life
Unfolds, a $20 million consumer marketing campaign designed to slow the decline in paper usage and grow demand
for packaging.
The program, which runs from July
through December of this year, is sponsored by the Paper and Packaging Board
(P+PB) and is aided by the same USDA
program that helped milk companies produce the “Got Milk?” ads.
“The paper and packaging industry is
a $132 billion industry,” says John Williams, chief executive officer of Domtar
and P+PB chairman. “It’s important that
people know we have hi-tech jobs, sustainable practices and lead in manufacturing innovation—but the best way to talk
directly to consumers about the unique
attributes of products we make is to con-

nect with them about the role these products play in their lives.”
“Paper is literally like a character in our
life story, but it’s a character we haven’t
paid a lot of attention to,” Todd Stone of
Cramer-Krasselt, the ad firm that created the commercials, told the Washington
Post for an article about the campaign.
“When we see it and notice it, its ubiquity becomes apparent, but its importance
becomes apparent, too.”
The campaign integrates traditional media
including 30-second commercials, print
advertising showcasing paper and packaging items that comprise milestones big
and small, and a digital presence on numerous social media platforms. For more
information, visit the campaign’s information hub, www.howlifeunfolds.com.

continued on page 20 >>
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REGISTER TODAY FOR…

EPIC means…
BIG Savings!
• Reap big savings on lucrative show specials that you
can only take advantage of on the show floor
• Earn as much as $400 to help bring more of your team
to the event with our first-ever EPIC Participation Bonus
• Get up to 3 FREE Room Nights at The Cosmopolitan of
Las Vegas hotel
• Win big in hundreds of opportunities throughout
the event – including $5,000 cash!

ACT TODAY
and get...

Bring Your
Sales People for...

*

Oct. 6, 2015

Oct. 6-8, 2015
The Cosmopolitan of Las Vegas
Worth the return trip to Vegas!
*Register by August 15, attend and complete three of the five EPIC Challenges during EPIC 2015, and you will receive a payment of $400. Register by September 1 for $250.
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The Office City, Godfrey Group
City of Hope Fundraiser Sets New Record

The two organizations have raised a total of $632,000 since
launching the event six years ago.
This year’s event was dedicated to the memory of three industry
veterans who succumbed to cancer this past year: former Avery account manager Kathy Garrigan, Avery sales veteran Jerry
Gracis, and Zebra Pen’s Brad Hutchens.

BSA Announces 2015 Scholarship Winners
The Business Solutions Association Educational Foundation last
month announced the recipients of its 2015 scholarships. The
foundation provides annual financial support to outstanding students affiliated with the office products industry to assist them
meet the increasing cost of their college education.
In Northern California last month, independent dealer The Office
City and independent rep organization The Godfrey Group once
again joined forces to host a special fundraiser for the City of
Hope and set a new record for funds collected in the process.
The two-day event, which featured an opening reception and dinner at the home of Dick and Ginny Dodge of The Office City and
a benefit Pentel_idealerAugustAd.pdf
golf tournament at the historic
Olympic
Club course in
1
7/24/15
10:09 AM
San Francisco, raised $142,000 for City of Hope.

“For our 2015 scholarships, we selected well qualified and talented winners,” said BSA Educational Foundation president
Mike Wilbur. “With this financial assistance from BSA, we hope
these winners can pursue and achieve their educational goals.”
The 2015 winners are:
•$
 2,500 Scholarship in honor of David and Gay Williamson:
Bailey Hutchens, attending the University of Arkansas.

continued on page 22 >>
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$95
F.O.B. Flash
Warehouse

Of course we all know that there
are no such awards at NeoCon,
but we think there should be. And
if there were such awards, this chair
would have won hands down.

FREE FREIGHT

On $850 of Office Chairs

SAME DAY SHIPPING
When Ordered by 2 pm

AVAILABLE IN 10 COLORS

call us: 770-721-8300
email us: dealerinfo@flashfurniture.com
visit us: www.FlashFurniture.com
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•$
 2,000 Scholarship in honor of Toshiyuki
Horie, Pentel of America: Michael
Thomas, sponsored by Pentel of
America, attending the University of
Nevada, Reno.
• $1,000 Scholarship in honor of David
Anderson, Richards Pen Shop: Brandon
Eisold, sponsored by Pilot Corporation
of America, attending either Texas
Christian University or Embry-Riddle
Aeronautical University.
$1,000 Scholarship Recipient: Renee Niles,
attending St. Bonaventure University.
$750 Scholarship Recipients: Eric Gebeke, attending the University of Notre
Dame; Abreona Cabell, attending Florida
Memorial University; Nicole Laabs, attending Winona State University; Rachel
Repplinger, attending Illinois Wesleyan
University. Also: Chad Peterson, attending Boston College and Dustin Sloop, attending the University of North Carolina,
Chapel Hill.

For more information, contact BSA headquarters or visit www.businesssolutionsassociation.com.

EDspaces Announces Grant
Program for 2015 Expo
The Education Market Association (EDmarket) last month announced that 118
purchasing officials from 16 university
and community colleges and 102 school
districts representing a total of just over
$13 billion in planned renovation and construction were approved for 2015 Educational Facility Improvement Grants.
The grants will assist with housing expenses and conference registration for
the 2015 EDspaces Conference & Expo,
October 28-30 in New Orleans.
Winners for this year include buyers from
many of the major school systems including Houston Independent School Dis-

trict (TX), Wake County Public Schools,
(NC), Orange County Public Schools (FL),
Prince William County Schools (VA), Chicago Public School District (IL), and Howard County Public School System (MD),
just to name a few.
Community colleges and four-year institutions including Wright State University (OH), Dodge City Community College
(KS), San Diego State University (CA),
and University of North Texas were also
among the winners.
“The best way to improve student outcomes is by bringing key decision makers to EDspaces to see first-hand the innovative products that are changing the
learning environment,” says Jim McGarry,
president and CEO of EDmarket. “This
year’s education conference features a
variety of learning formats from keynotes
to case studies to panel presentations,
and concluding with an Expeditionary

continued on page 24 >>

Join the Organization That Advocates
for Independent Dealers
Members of the National Office Products
Alliance (NOPA) receive countless benefits,
including access to:
Representation on legislative & regulatory affairs
Scholarship programs
On-going education via webinars, industry-specific information
mb Member communications
Solutions and services designed for your industry
And, much more.

Find out more by visiting: www.nopanet.org
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Rough Waters?
There’s another route.

Many independent dealers are having a tough time
navigating in today’s competitive marketplace. But it
doesn’t have to be that way.
With Regency Franchise Group, you can:
• Add new revenue streams with additional product lines
• Provide an online customer experience
that they can’t get anywhere else
• Upgrade to a “best-in-class” technology platform
• Successfully compete for larger accounts
• Improve job satisfaction for your sales team
• Create more options for your “end-game”

“

…all while keeping your company name and
maintaining 100% control of your business.

If I were talking to a
dealer… I would tell
them they need to see
this, they’re not going to
believe it!
– Ed Sistare, Owner,
Star Stationers,
Regency Franchisee

”

Star Stationers
OFFICE SOLUTIONS

Beer. Stonger. Faster.

Watch this video to learn more.

Empowering the Independent Office Supply Dealer

Toll Free 1-888-268-4513 | RegencyFranchiseGroup.com

Click to Learn More
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Learning and Facility Tour of outstanding
learning spaces in historic New Orleans.”

2015, following the resignation of Cody
Phipps as United’s president.

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

“Since stepping in as interim president
and CEO, Bob has been immersed in
the company’s strategy and has clearly demonstrated he is the right leader to
guide the company to deliver superior
results,” said Charles K. Crovitz, chairman of Essendant’s board of directors.
“The board is confident in Bob’s ability
to work closely with our strong management team, committed employees, and
business partners to execute Essendant’s
strategy and drive shareholder value.”

ECi Announces e-automate
PSN Integrations with Arlington
Industries and Carolina Wholesale
Dealer technology provider ECi Software
Solutions announced last month two Private Supply Network (PSN) integrations
with its e-automate software for dealers
who provide technology services and office equipment.
Through the PSN, Arlington Industries and
Carolina Wholesale can now be accessed
directly within e-automate, unifying the
purchasing process from order placement
through invoicing, ECi said.
E-automate dealers can also place orders with Arlington and Carolina without
ever leaving their e-automate system,
creating a seamless purchasing experience, ECi said.
“We are very excited to offer these latest
integrations with e-automate,” said Laryssa Alexander, president of ECi’s Service
Technology Group. “Many of our dealers
are resellers of Arlington and Carolina’s
extensive equipment and supply lines, so
including these integrations will help them
execute more of their daily tasks within
their e-automate system.”

Essendant Names New President
& CEO, Upgrades Online Content
and Acquires Transportation
Products Distributor
Essendant, the wholesaler formerly
known as United Stationers, last month
announced the appointment of Robert B.
Aiken Jr. as its new president and chief
executive officer. Aiken had been serving
as interim president and CEO since May
AUGUST 2015

Aiken has been a member of the Essendant board of directors since February
of this year and had also served on the
board from December 2010 to May 2014.
Most recently, he was CEO of Feeding
America, the nation’s leading domestic
hunger-relief organization. Previously, he
was CEO of the food company portfolio at
Bolder Capital, a private equity firm.
From 2004 to 2010, Aiken served in senior
leadership positions at U.S. Foodservice,
most recently as president and CEO. Prior
to joining U.S. Foodservice, he was president of Milwaukee Sign Co. and president
and CEO of Metz Baking Company. Aiken
began his career as a corporate attorney.
Separately, Essendant also announced
last month its Premium Item Relationship
content is now widely available to independent resellers through many leading
technology providers.
This enhancement provides resellers with
an effective method of cross-selling products on their e-commerce sites, increasing average order value for resellers and
enhancing the shopping experience for
end users, the wholesaler said.
The enhancement appears on the product
detail page and is delivered to customers
via Essendant’s Smart Search service.
All item relationships display under unique
tabs on the product detail page that clarify
how the items are related to the original
INDEPENDENT DEALER

product that appears. Additional items
are shown in these tabs that are clearly
labeled for ease of use: Supplies, Accessories, Companions, and Product Family.
Platforms now offering Essendant Premium Item Relationship content include
BMI, ECI – ECInteractivePLUS, ECI – Red
Falcon, Enavate, LogicBlock, Thalerus
and TradeWeb.
Also last month, Essendant announced
it has signed an agreement to acquire
Nestor Sales LLC, a wholesaler and distributor of tools, equipment and supplies
to the transportation industry. The all cash
purchase price is $38.5 million, subject to
closing adjustments.
Nestor is headquartered in Largo, Florida
and serves multiple end markets including
auto aftermarket parts stores, mobile tool
dealers, fleet service providers, composite manufacturers, RV manufacturers and
e-retailers.
It offers more than 24,000 branded and
private label products from 10 distribution
centers strategically located across the
United States. In 2014, Nestor had sales
of more than $70 million.

Two New Dealer
Members for AOPD
The American Office Products Distributors
dealer national accounts network (AOPD)
last month announced the addition of two
new dealer members, Keeney’s Office
Supply and Suburban Stationers, to the
organization.
Keeney’s is headquartered in Redmond,
Washington and services customers in
the Puget Sound region while Suburban
is located in Middletown, Connecticut and
provides delivery throughout the New England market.

continued on page 26 >>
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Discover the
Future of
Educational
Facilities
Experience the best of the Big Easy
at the Thursday night EDfest Party.
Live jazz and Zydeco music, dancing,
food, and fun!

EDspaces is the only event focused on the needs of the dealer community and the manufacturers they represent. EDspaces
connects our members with the architects, facility planners, designers, and administrators to enhance student learning.
f See the newest products for facilities and
their impact on learning.

f Engage in conversations that could influence bids
and get you on the list.

f Receive custom training direct from the vendors at
private sales meetings.

f Experience expeditionary learning in the
heart of New Orleans during the School Tour.

f Be the first to see the winning products in the
IIDA-sponsored EDspaces Innovation Awards.

f Stay on top of trends at 30+ CEU-accredited
education sessions.

IN COOPERATION WITH OUR KNOWLEDGE PARTNERS

Committee on Architecture for Education

EDspaces is
the home of the
AIA-CAE Fall
Conference!
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Both companies are certified Woman-Owned Business Enterprise dealerships, AOPD said.
Bud Mundt, AOPD’s executive director,
stated, “We are very pleased to have Keeney’s and Suburban become the newest
members of AOPD. Keeney’s has been a
locally owned family business for over 65
years and they bring with them a wealth
of knowledge and experience in the commercial and public sector market segments…Suburban is a major player in
the New England market area and brings
a strong sales history with exceptional
customer service, to this very competitive
market. Their long tenured sales organization and strong support groups are exactly
what the AOPD organization is looking for
in rolling out and expanding our national
accounts and our public sector programs
to the New England market.”

Independent Stationers
Launches TCPN Contract
The Independent Stationers dealer group
last month announced it is going live with
its TCPN office products contract.
IS said it was awarded the TCPN contract
late in 2014 but did not initially launch the
contract to avoid market conflict with the
U.S. Communities office and school supply
contracts it also holds.
IS reported U.S. Communities has decided
to forego re-solicitation of its office supplies
contract and will allow it to expire at the end
of this year. Its school supplies contract will
also expire at this time, IS said.
IS VP of national accounts Kevin France
commented, “Though I am disappointed
in not having the opportunity to bid on a
re-solicitation, I want to thank U.S. Communities for the opportunity of awarding
Independent Stationers the office and
school supplies contracts, which has accelerated the growth of our national network of independent dealers.
“I am pleased to say we have the TCPN
AUGUST 2015

Office Products publicly solicited contract, which schools and public agencies
can utilize, that meets state and local requirements … The transition of business
at the conclusion of the U.S. Communities
contract will be seamless to end-users,”
France added.
“The U.S. Communities contract through
Independent Stationers has been good
for the IDC as it has shown that the independent dealer channel can compete
in the public sector space”, said IS president and CEO Mike Gentile. “The result of
IS winning the contract has made the entire independent dealer channel more experienced and better equipped to sell and
service national and regional accounts.”

Pinnacle Dealer Group Adds
Officewise As its Newest Member
The Pinnacle Affiliates dealer group announced last month the addition of Officewise Furniture and Supply as its newest member. Officewise has locations in
Amarillo, Lubbock, El Paso, Midland and
Odessa, Texas.

historically have had three options: acquire, be acquired or merge with another
dealer. The independent dealer interested
in growth now has an exciting alternative
to take their company to the next level.”
Added Beguelin, “The key component
to our program is that the independent
stays independent; they keep their name
and the brand equity they have worked
so hard to develop in their community. In
addition, they tap into a suite of products,
services and technology that delivers the
‘best of both worlds’ and gives them a
real advantage in the marketplace.”
Gale Daigle, sales manager for Manning’s
Office Supply and a Regency franchisee,
agrees. “Regency’s added product lines
and sales support have energized our
sales team and given us the confidence
that we can win every day,” she said. For
more information, visit www.RegencyFranchiseGroup.com.

New VP of Sales for Neutral Posture

Pinnacle chairman Craig Bartholomew
stated, “We are excited that Officewise
has chosen to join Pinnacle…They have
an experienced leadership team with a
growth mindset as evidenced by their recent acquisition of Baker Office Products
in Lubbock, Texas. I personally look forward to learning from and sharing ideas
with the Officewise team.”

Regency Launches
Franchise Offering
Regency Business Solutions, a Raleigh,
North Carolina-based independent office
products dealer with ten locations in seven
states, has formally launched its franchise
business unit, Regency Franchise Group.

Matt Prochaska, an office furniture veteran with over 20 years of industry experience, has been named vice president of
sales for Neutral Posture.

“This is 10 years in the making” said Eric
Beguelin, Regency’s founder and CEO.
“Independent dealers struggling to grow

continued on page 28 >>
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Water will never go digital.

Break into the fastest growing
item in breakroom sales.
Bottled water sales are rising—and your sales can too.
Seize upon this recurring revenue stream with supplies
that businesses re-order month after month. Sell the
Nestlé Waters brands your clients know and trust. We

#1 IN SALES
BY VOLUME
Source: Beverage Marketing
Annual Report—FY 2013

make it easy to grow revenues with a program designed
just for independent dealers like you. Our reliable service,
smart pricing and end-to-end marketing support let you
profit from this refreshing, sustainable source of business.
Discover how to help sales flow—each and every month.

Contact Lorraine Bruschi @ 914.522.2366
or Lorraine.Bruschi@waters.nestle.com
Sell the best-selling brands in every region.

© 2015 Nestlé Waters North America Inc.
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Prochaska starting in the industry as a plant manager and held
numerous senior sales and management positions with companies such as Flexsteel Industries, Chromcraft and ErgoGenesis.

Digitek Opens Las Vegas Distribution Center
Technology products distributor Digitek last month announced
the opening of a new distribution center in Las Vegas to replace
its Santa Fe Springs, California facility.
The company said the new distribution center is over 50% larger
than the Santa Fe Springs operation and will allow it to increase
the area to which it can provide e one-day shipping for customers.

Zebra Pen Introduces Zen, New
‘Spokes-Animal’ for Back to School Season

Alliance Rubber Introduces Mover Bands
Alliance Rubber Company has added Mover Bands to its list of
products. The heavy-duty rubber bands have the capacity to
stretch to almost twice their resting length to accommodate objects of various sizes. They are ideal for holding and securing
moving blankets on furniture and appliances, Alliance said.
“Mover Bands are designed to hold furniture, appliances and
other large items securely during a move,” said Alliance Rubber
president Bonnie Swayze. “Along with holding moving blankets
in place, they’re great for keeping refrigerator doors shut and
dresser drawers from opening in transit.”
Bands can be purchased in four different lengths, colors and sizes. For more information, visit www.rubberband.com.

Flash Furniture Sponsors New Sales Contest

Writing instruments manufacturer Zebra Pen says it is looking
to add a little fun to the hectic back-to-school shopping season
with the introduction of Zen, a Zebra character who will serve as
the company’s BTS “spokes-animal.”
“There is a lot of sameness in the pen category,” said Ken Newman, Zebra Pen’s director of marketing. “We have been working
to create a personality for our brand, something that would stand
out; something that consumers will connect to…Zen wants you
to join him on this higher plane that will lead to success.”

Starting September 1 and running through the end of the year,
office seating manufacturer Flash Furniture is sponsoring a special sales contest for members of the Independent Stationers
and TriMega dealer groups.
The dealer in each group selling the most Flash chairs, by dollar
volume, will win a new BMW 320i sedan, along with 10 roundtrip
tickets and weekend hotel accommodations in Las Vegas for his
or her best sales people. In addition, all registered participants
(owners and sales people) will earn a $5 spiff per chair.

For more information, visit www.ZebraPen.com/findzen.
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SPIRIT OF LIFE GALA

Thursday, September 17
Chicago Hilton - Chicago, Illinois
Steve Sakumoto
Vice President and General Manager, Hewlett-Packard Company
2015 Spirit of Life® Honoree

Join us in Chicago at City of Hope’s National Business Products
Industry 2015 Spirit of Life® Gala honoring Steve Sakumoto for his
philanthropic achievements and his commitment to helping
City of Hope transform the future of health.

PHL23600JJC

To register, learn more or for general donations,
visit cityofhope.org/nbpi or contact
Monique De Vaughn at 866-905-HOPE.
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For more information, email flashcontest@flashfurniture.com or
call 770-721-8379.

of answering basic questions such as ‘who should I focus on
selling this product to?’ ‘what needs does this product fulfill?’,
and ‘where can I quickly get help if I get stuck on a technical
question from the consumer?’”

Mayline Names New Director of Government Sales

Added Kressmann, “Manufacturers do great at providing spec
sheets and catalogs, but they can overestimate what an inexperienced reseller sales rep may really know about who they are
and what they offer. A simple overview video and/or PowerPoint
can be very powerful, along with some appropriate “how to sell
this manufacturer’s products” training. That’s what JKMC and
MPG do best.”

Mid-market office furniture manufacturer Mayline last month announced the appointment of Jeff Woodward as its new director
of government sales.
Before joining Mayline, Woodward spent the last seven years
as director of government sales with Inscape. Prior to that he
was director of government sales with Maxon and has also held
government business development positions with Berle Group/
Allsteel and Center Core.

For more information, contact Jeff Gardner at Maximum Performance Group (jeff@maximumperformancegroup.com; phone
847-202-1705) or Jeff Kressmann at Jeff Kressmann Marketing Communications (jeff@jkressmarketing.com; website: www.
jkressmarketing.com, phone 847-460-8687).

New ‘Selling Skills System’ Launched
for Manufacturers and Resellers
A new service designed to help manufacturers better market
their products through independent resellers and also to help resellers sharpen their selling skills around manufacturers’ specific
product offerings has been launched as a joint effort by two veteran industry resources, Jeff Kressmann Marketing Communications (JKMC) and Jeff Gardner’s Maximum Performance Group
organization.
The “Selling Skills System” is intended to provide resellers with
a basic understanding of what a given manufacturer is all about
and increase awareness of the various selling resources available
to the reseller.
The system is combined with hands-on training for reseller salespeople to improve their sales success rate.
Specific components of the Selling Skills System can include an
overview video on the manufacturer, a PowerPoint training presentation, “How to Sell” guides, and face-to-face presentation
skills and/or webinar training.
“The kit is tailored to the needs of the specific manufacturer and
reseller,” said Jeff Gardner, a long-time industry sales training
professional. “Although manufacturers are experts on their own

Configura Announces Free CET Designer Webinars
Configura, maker of CET Designer software, has announced the
schedule of its free webinars on the program for the remainder of
August and September.
Details are as follows:
Getting Started with CET Designer
Aug. 18 at 1 p.m. ET
Sept. 7 at 10 p.m. ET
Sept. 21 at 10 p.m. ET
Tools for Working in CET Designer: Favorites, Blocks &
Alternatives
Aug. 12 at 11 a.m. ET
Aug. 26 at 4 p.m. ET
Edit Graphics in CET Designer
Aug. 12 at 4 p.m. ET
Aug. 19 at 4 p.m. ET
The free webinars are for CET Designer users at any level. For
more information, call 877-238-0808 or visit www.configura.com.

products, sometimes they miss what resellers truly need in terms
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ADVERTORIAL

THESE AREN’T YOUR GRANDMA’S TAX FORMS:

New Solutions Mean New Profits
When you hear the word “oxymoron,”
what comes to mind? Jumbo shrimp?
Original copy? Paid volunteer? Tax
form innovation? Not so fast. That last
example may no longer apply!
What could possibly be innovative about
W-2 and 1099 forms? Check out these
advances from ComplyRight Distribution
Service (CDS)—comprised of TFP Data
Systems and Apex Business Systems—
that are breathing new life into tax filing.

Efile1099NOW - Online Filing in a Box
Electronic W-2 and 1099 filing has spiked
in recent years as traditional paper
filing is surpassed by the convenience
of e-filing. CDS offers a simple way
for customers and distributors to take
advantage of this trend.
“Efile1099NOW is like Turbo Tax except
it’s for filing forms like the W-2 and
1099,” says Rick Roddis, ComplyRight
president. “It lets dealers tap into the
online filing trend and offset declining
paper sales—all through a single SKU.
You sell the box with an online access
code that’s good for 10 filings. If
customers need more filings, they simply
buy another box.”
How does it work? Customers go online
and complete their forms. Then CDS
electronically files with government
agencies. And they even print and mail
copies to recipients.

TaxRight - The All-in-One Solution
These comprehensive kits consist of W-2
or 1099 forms with matching envelopes.
They’re available in sets of 10 or 25,
and can be purchased with or without
software. Plus, the software kits include
10 free electronic filings.
TaxRight has grown steadily since
its introduction. In fact, 2014 sales
increased by a whopping 127% over the
previous year.
“This line of eight SKUs was created
to provide dealers with an easy way to
satisfy most customers’ tax form needs,”
Roddis explains. “Instead of dealing
with hundreds of items, our partners
can quickly setup these bestsellers and
meet the needs of virtually every small
business customer.”

Software - The Step Between Paper
and E-Filing
For customers who aren’t quite ready to
complete their W-2s and 1099s in the
cloud but want to move beyond paper
forms, CDS offers several software
options:
- TFP 20.15 was developed for small
businesses. It allows users to print
on preprinted forms or create their
own forms by printing on blank paper.
It includes 10 free e-files to help
customers transition to electronic
filing.

-L
 aserLink for 2015 is an efficient
solution for midsize businesses and
tax preparers. Customers can print
on preprinted or blank forms, as well
as take advantage of 25 free e-files.
LaserLink also includes the new
Affordable Care Act (ACA) reporting
forms.
- LaserLinkXL: NEW! Just like
LaserLink except it includes unlimited
e-filing, making it the perfect option
for large businesses.

We’ve Come a Long Way
In a market many consider stale, CDS
continues to develop state-of-the-art
solutions that are both practical and
profitable. “Businesses will always have
to file tax forms,” Roddis says. “Our
job is to find cutting-edge ways for
customers to get the job done while also
allowing our reseller partners to make
more money. It’s a win-win.”

SPECIAL
OFFER!

Send us last year’s tax
invoice, and we’ll knock
15% off your total. You’ll
get the same order – at a
considerably reduced rate.
Email Maria at
mdnavarro@complyright.com.

ACA Reporting: The New Tax Forms in Town
Beginning January 2016, the
new Affordable Care Act (ACA)
will require employers to file
informational returns with the
IRS and deliver employee
statements with health plan
coverage information. The
AUGUST 2015

impact of these changes
will be significant. Experts
estimate as many as 300
million new forms will be filed.
The new requirements mostly
will affect:
•H
 ealth insurance
companies

• Businesses with 50 or
more employees
• Payroll providers (as many
employers will outsource
this function)
CDS will be manufacturing
all required forms, as well

INDEPENDENT DEALER

as creating ACA standalone
software. Now is the time to
prepare for this new offering.
Reserve your sales kits by
emailing:
mdnavarro@complyright.com.
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IOPFDA Announces
2015-16 Scholarship
Recipients

NOPAnews
Winners included:
RECIPIENT

MEMBER SPONSOR

Hannah Hoxworth

Target Commercial Interiors	Donald P. Haspel Memorial
Scholarship

The Scholarship Fund of the Independent Office Products and Furniture Dealers Association (IOPFDA) last month
announced that 27 college students are
the proud recipients of one-year scholarships for the 2015-2016 academic year.
Additionally, three long-term recipients
were awarded the final installment of
their four-year scholarships.

Lauren Richardson

Haworth Inc	Donald F. Pike Memorial/Great
Lakes Travelers Club Scholarship

Adam Berkebile

The HON Company

Diandra Fuentes

Office Xpress Supply	ACCO World Corporation
Scholarship

Austin Meyer

Smead	Gerald Weiner Memorial
Scholarship

Natalie VandenHeuvel

Herman Miller Inc	Al Aigner Memorial Fund
Scholarship

Chaired by IOPFDA board member Skip
Ireland, president of COS Business Products & Interiors, the IOPFDA Scholarship
Committee awarded nearly $20,000 to
students in 18 U.S. states and one Canadian province.

Anna Munoz Morales

Complete Office Supply

Charles Smith

Essendant	Howard M. Wolf Memorial Fund
Scholarship

Christopher Carter

Perry Office Plus	Howard & Barbara Wolf Family
Foundation Scholarship

Abigail Whalen

Rudolph’s

Natalie Azzam

Miller’s Supplies at Work	C-Thru Ruler Company
Scholarship

Hannah Winkler

Longhorn Office Products

Lisa Knust

National Office Furniture

Matthew Rudd

M & M Office Interiors

Megan Herbert

PM Company

Andrew Mullins

Forrer Business Interiors

Nima Cheraghi

National Business Furniture

Jessica Blood

Global Industries

Allison Amadon

National Business Furniture

Jonathan Link

National Business Furniture

Zachary Coleman

Rudolph’s

Casey Walter

DBI

Sarah Carroll

Young Office Supply

Jacob Read

ECI Software Solutions

Jordan Read

ECI Software Solutions

Mackenzie Daniel

Pivot Interiors

Frank Santisi

Global Industries Inc.

Kiersten Ridgel

The Office Boss

Marissa Turner

Allwest Commercial Furniture

Anne Portner

Global Industries

“Once again, the scholarship committee is proud to be able to help so many
deserving students this year with scholarships that will assist them in following
their dreams,” Ireland said. “We wish
each student all the best and much success as they look to the future and build
their paths to success.”
Employees and immediate family members of all National Office Products Alliance (NOPA) or Office Furniture Dealers
Alliance (OFDA) member companies are
eligible to apply for annual scholarships.
Started more than 50 years ago with a
$5,000 donation from Jennie Zachs, the
founder of the C-Thru Ruler Company,
the IOPFDA Scholarship Fund has given
more than $2.5 million in scholarships
to deserving families of office products
and office furniture dealers. The fund is
supported entirely through individual and
member contributions.
AUGUST 2015
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SCHOLARSHIP

The HON Company Scholarship

Fortune Brands Scholarship

Ampad Scholarship

Fellowes, Inc. Scholarship
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Congress
Heading
Home Creates
Opportunity
for
Independents
By Paul Miller,
NOPA Director of Legislative and Regulatory Affairs
There isn’t a lot of consensus in Congress today but one vote that
received unanimous approval recently was the one that members
cast to adjourn for a six-week vacation.
While some may say the adjournment is the best news they’ve
heard out of Washington all year—if the politicians aren’t in Washington, they can’t do any more harm—I would like to offer a little
different spin on this.
The August recess is the time we need to be more active than ever,
both as an industry and as small business owners. Your members
of Congress will be back in your state or district for six weeks and
that means it’s an ideal time to make your voice heard.
This is the time to go visit with your elected representatives, let
them know exactly what they are doing to your business and talk
about the value it brings to your community.
Now is the time to take full advantage of the opportunities the August recess presents to make your representatives aware of your
concerns and educate them on how they can help you and your
business.

continued on page 34 >>
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Paul Miller: Break creates opportunity...

continued from page 33

One very effective way to do just that is by hosting a small business roundtable at your facility. This may seem like a daunting
task, but it’s easier than you think and with NOPA helping you,
it’s even easier.

This is why the congressional August recess is so important for
you and your business. This is the opportunity for you to get
some real face time with your elected officials to discuss these
and other issues impacting your growth and prosperity.

Just ask Bill Bell with Lititz Office Products in Lititz, Pennsylvania. Bill recently hosted his local congressman, Rep. Joe Pitts,
along with a dozen or so local small business owners, for a twohour small business roundtable at his dealership. It was tremendously successful.

For our part, NOPA has been very active, and I’m pleased to report that in the first six months of this year we have had six bills
pass the House and/or Senate.

The business roundtable at Lititz Office Products gave us the opportunity to talk with Rep. Pitts about everything from the 2016
Presidential election to more issue-specific topics like the minimum wage, overtime pay, tax reform, transportation funding and
the new independent contractor guidance issued by the White
House.
It was not just an opportunity for us to state our positions. We
were also able to offer real solutions to the problems that we as
an industry face. And it was also a time for Congressman Pitts to
get a better understanding of our industry and the government
hurdles we face every day.
As an industry we continue to face big challenges—from the ongoing problems with Federal Strategic Sourcing to the General
Service Administration’s plans to implement very damaging and
costly rules requiring vendors to provide confidential and sensitive data that will be made public.
We also face steadily rising healthcare costs with no real solution to help stem the tide and the prospect of additional expenses from the proposed new overtime rules put out by the White
House.
In addition, the White House has also issued new guidance on
what an independent contractor is and those of you who use
independent contractors for your drivers or sales team may find
yourself having to reclassify these contractors as employees.
Finally, the Federal Communications Commission just made it
harder for you to communicate with your customers through their
tightening of the Telephone Consumer Protection Act.
Issues like these make it critical for each and every business—
no matter how big or small—to include advocacy in their annual
budgeting and business plans. We cannot afford to sit on the
sidelines and hope for the best. We need to be proactive and
stand up to these onerous and burdensome regulations that are
crippling our businesses.
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These include: repeal of the estate tax, the Hire More Heroes Act,
the Save American Workers Act, the Promote Job Creation &
Reducing Small Business Burdens Act, the Small Business Regulatory & Flexibility Transparency Act and the State and Local
Sales Tax Deduction Fairness Act.
This may not seem like a lot but compared to the performance
of past Congresses, it represents a big show of support for small
businesses. We still have a long way to go, though, and I can assure you NOPA is fighting hard every day to make sure the voice
of independent dealers is heard.
We will be using the August break to meet with congressional
staff on our core issues. We will be traveling to various congressional districts to talk with members of Congress about the need
to make small business a bigger priority when they return this
fall. This is our time to meet and talk with them in a more comfortable environment—back home.
Use August to your advantage. Make this a month where you
focus on having your voice heard.
So many groups, issues and interests vie for the time of your
elected officials. Those who work at it and who are committed to
making change are those who get heard.
It’s not always easy, but with NOPA’s help and support it can be.
Let’s focus on being heard this month and making independent
dealers a priority in Washington and in our communities!

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.
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By Michael Chazin

By now, there can hardly be
an office products dealer in
the country who doesn’t view
the market for breakroom
and sanitation products as an
important opportunity to expand
sales and grow margins.
But those products represent a
completely different market from
the one many dealers are used
to. It’s a market that presents
new challenges in terms of
customer profiles, product
knowledge, pricing structure
and inventory and procurement
strategies.
continued on page 36 >>
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Those dealers who have found jan-

needed to get away from the name

Barnette describes himself as a glorified

san and breakroom success have

Louisiana Office Supply.

salesman as he spends a fair amount of

often done so by going outside their
organizations to find individuals with
product expertise in those categories
and have used that insight to develop
new sales and marketing approaches.

“If an office supply dealer really
wants to be successful selling jansan products, they need to create
a separate division with a separate
name,” he contends. “They can go

time in the field. “Whenever I run across
clients with an opportunity for sales of
janitorial products I get him involved
in the process.” Two outside reps also
focus on office product sales and the
specialist, who also pursues his own

For example, Des Moines-based Storey

after low-hanging fruit with an office

Kenworthy had tried to launch the sale

supply/office products name. But if

of facility and breakroom products a

you want to move to the next level you

A lot of growth in janitorial product

couple of times in the past but with

won’t be taken seriously if the words

sales at NOS has come from existing

limited success.

‘Office Supply’ are in your name.”

accounts. “I had converted some

Then, while attending the IS-TriMega

In response, the company created

Epic Conference in 2012, president

a new division, Louisiana Janitorial

John Kenworthy sat in on a presentation

& Facility Supply Co. Following the

highlighting the emerging categories

rebranding, Leto hired two specialists

of janitorial and breakroom and

to concentrate on food service and

In St. Louis, sales of janitorial and

experienced a revelation.

janitorial accounts.

breakroom products at Office Essentials

“I realized that the office product

The dealership now has 10 full-time

industry was becoming flat or even

salespeople, any of whom can sell

declining, and we had to diversify our

janitorial products, and four of those are

product offering to increase order size

getting more engaged in the category

with existing clients,” says Kenworthy.

every day, because as Leto says, “they

Those early orders were basically

Right after that, he went out and hired a

see the growing opportunity.”

janitorial and breakroom lite, Dougherty

janitorial subject matter expert to head
up sales in the category.

National Office Suppliers (NOS)
actually got started selling janitorial

business, gets called on regularly.

of my larger accounts, Fortune 100
companies, early on, so we had a
tremendous amount of growth rather
rapidly,” Barnette explains.

started in earnest in 2008 and were
driven primarily by customer requests,
recalls Kate Dougherty, vice president,
sales and marketing.

says. Customers were taking common
retail items that they used at home
and adding them to orders for office

“His responsibility is to grow top line

products well over a decade ago. In

sales of the category,” says Kenworthy.

2003, at its then Lexington, Kentucky

“He can do it with our existing

location, the business next door sold

Office Essentials followed up with their

sales force, either by helping them

chemicals. “The owner there was

customers to learn what was driving

penetrate existing accounts or finding

experiencing some pricing pressures

these requests.

new opportunities. In addition, he is

and approached me about bringing

developing his own book of business.”

the companies together and having

Management at Louisiana Office
Supply in Baton Rouge had a similar

him work for National,” recalls Joe
Barnette, president and owner.

products.

“We started to have some deep
discussions with customers that came
from the backend of the house and
realized that if we were serious about

experience. About two-and-a-half

The timing was right and Barnette

moving from the carpet to the concrete,

years ago the company approached

jumped at the opportunity to bring on

we were going to have to support our

Mark Leto, who had just retired from

someone with jan-san knowledge. The

salespeople with the help of a dedicated

Essendant/United Stationers, and

owner also brought over some accounts

category specialist,” Dougherty

asked if he would head up its jan-san

and almost immediately sales started to

explains.

initiative. Leto was excited by the offer

pick up.

but made one demand: The company
AUGUST 2015
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As the cleaning and breakroom category evolved at Office

When Stephen Unruh was recruited to take over the reins at

Essentials a second specialist was identified who actually had

Bertelson One Source in Minneapolis back in 2003 he put in

prior experience as a customer.

the business plan that the company would start a janitorial
division. He had previously overseen operations at the janitorial

“Our current specialist ran the backend cleaning and
hospitality area for a major organization here in St. Louis,” says
Dougherty. “He regularly sits down with sales reps and they

division of a national company. “I saw the synergies right away
but we had some issues we had to first correct at Bertelson
before we could start,” says Unruh.

work together to identify relevant targets.”

It made perfect sense to bring on janitorial products. “If you

Greg Oake, category manager for janitorial and facility

could take our systems and logistics, you could dominate the

products at Guernsey the Workplace Source, Dulles, Virginia,

category,” says Unruh.

was also hired from the janitorial supply industry.

“People are waiting three and four days for delivery of janitorial

Oake was brought on at Guernsey almost three years ago to

products and in the office products world everything is next

revitalize its efforts in the jan-san category. The dealer had

day. If we could get to that we could really wow the buyers.”

been active in the category for a while but wanted to become
much more aggressive.

Bertelson launched its janitorial division in 2008. In 2010

In short order, Oake reached out to some of his former vendors
and almost immediately started to buy can liners, towels and
tissue, and some chemicals direct. Not long after that the

he began offering equipment repair. “Repair is almost a
requirement to get a large building service contractor,” says
Unruh. “It locks you in.”

company published its first, 20-page jan-san mini-catalog.

Clean Solutions for
the Digital User

continued on page 40 >>

Hazardous materials
documents in view

MADE IN THE

USA
SAU-65558

SAU-45451

SAU-21601 (Red)

SAU-22517

Help Your
Jan/San Customers
Stay Organized
Color Code by
Department

Supplies lists, maintenance forms
or schedules safe from spills

SAU-11017

Slimmate
(Assorted Colors)
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a new wave of
boardwalk is rolling in!
More Boardwalk products are now available with our fresh, new look. Whether it’s cleaning,
foodservice, washroom or breakroom, Boardwalk products deliver consistent performance and
professional results, all at great savings over name brands. Check out our new look and keep an
eye out for more to come.

get more. save more. do more.
• Cleaning & Janitorial
• Facility Maintenance
• Foodservice Disposables
• Towel, Tissues & Dispensers
• Skin Care & Personal Hygiene
• Floor & Carpet Care
Learn how you can do more across the
board at www.boardwalklabel.com
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Gulf Coast Business Supply (GCBS), Gulfport, Mississippi,

“The casino industry down here is doing well and we have a lot

has been selling office products and janitorial supplies side by

of hospitality customers along with our regular school system

side for the past 25 years. Even before then, owner John Rea

business and industrial business,” says Rea.

had recognized the two product categories as being almost

Every customer is a prospect for any of the lines that GCBS

recession-proof when he was in school and working on a

sells but not everyone buys everything. “We do a business

senior term paper for his business administration degree.

review with our customers every year and that really helps,”

When he graduated he first found a company that sold both

says Rea. Salespeople review purchases over the past

product lines and worked there to gain experience before

12 months and if a category is light they see that as an

starting out on his own.

opportunity to grow those sales.

“Our motto from Day One has been ‘we sell that too!’” explains

Of the 40 sales reps working out of Guernsey’s Dulles office,

Rea. “We are trying to be a one stop shop for every customer

only six or seven are truly active in the janitorial category.

so they can write just one check at the end of the month.”

“They are the ones who want to work with me, make the calls

The “too” in the motto refers to whatever a customer wants.

and put in the time to learn the janitorial business,” says Oake.

“If they want to put something on a PO and have me be the

The other salespeople might make an occasional sale but this

purchasing agent, I am more than happy to do that.”

group really drives jan-san sales.

GCBS covers the Mississippi Gulf Coast and six coastal

There is a distinct difference when it comes to selling office

counties with five salespeople and will soon add a sixth. In

supplies compared to janitorial products. “Office products can

addition to office and janitorial supplies, furniture is also a

be bought online or through a catalog,” says Oake. Janitorial

strong category.

continued on page 42 >>

Register Today for the BSA 2015 Annual Forum
The Forum will be held Wednesday, Sept. 30 Thursday, Oct. 1, 2015 in Atlanta
at the Loews Atlanta!
Register before Jul. 31, 2015 to take
advantage of Early Bird Registration rates!

Learn more at:
http://bit.ly/BSAAnnualForum2015
AUGUST 2015

INDEPENDENT DEALER

PAGE 40

Avery. Your best solution
for GHS Labeling.

Avery® UltraDuty™ GHS Chemical Labels
As a world leader in label products, Avery has designed a line of labels specifically
for GHS labeling applications, where high durability and adhesive performance is
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a
variety of sizes to identify hazardous chemical in containers, and are ideal for use
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery
Design & Print GHS Wizard makes it easy to create and print labels on demand.
© 2015 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.

Learn more about Avery innovative solutions, templates and support.
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products are much more service and

becomes a little more sophisticated

“We went out and aligned ourselves

experience oriented and frequently

so it might be a different decision

with another TriMega vendor, Papa

involve problem solving. “What products

maker,” says Kenworthy. “The bigger

Nicholas,” says Kenworthy. “That gave

do I need for this specific application or

the opportunity, the more sophisticated

us a potted solution with access to

what can take that stain out?” he says.

the sale and the bigger the challenge.

equipment through Bunn. Recently we

“It is still selling, but it is way different.”

But the customer truly understands our

also partnered with a local distributor to

value proposition because we do things

offer five-gallon water.”

The identity of the janitorial products
buyer also varies frequently based
on the size of the account, according

so much different than the traditional
janitorial and breakroom distributor.”

Coffee has gone from 5% to 10% of the
business in a little over two years and

to the dealers we talked with. With

The coffee business at Storey

Kenworthy believes it can grow to 15%

the small to medium-sized customer

Kenworthy has also evolved

or 20% by 2017.

the person buying office products is

tremendously over the past few

running the office and usually also

years, he reports. The firm started as

purchases janitorial supplies.

an authorized Keurig distributor and

“When you get into larger accounts it

realized quickly that single-cup brewing
was not for everybody.

“Becoming more comfortable with the
category has opened up dialog with
clients that we had not engaged with
before,” he says. At the higher level
his firm competes with coffee service
providers but he says they also see a
lot of retail. “Our number one SKU is a
33.9-ounce canister of Folgers coffee,”
says Kenworthy.
When it comes to coffee and
breakroom, suggests Dougherty, you
lead with coffee and if you win the
coffee you get the breakroom.
Instead of just telling prospects
they want to talk about breakroom
supplies, salespeople at Office
Essentials have started to lead with
specific, unique items.
“We have lots of different types of coffee
to offer our customers,” says Dougherty.
“We wanted to lead with something that
not every other competitor has and start
the coffee conversation with a little more
sizzle. We lead with a well-known local
roaster—Kaldi’s Coffee—that we have
partnered with.”
With this approach salespeople get
to talk about something different from
every other supplier. “They get to tell

continued on page 44 >>
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a local story in a unique way. This lets

they will have a lot more confidence

“Sourcing the product is much more

customers know that we are grounded

and feel more comfortable to go after

about buying direct but we also see a

in the community and can bring their

additional categories.”

cost benefit to not having the inventory

favorite coffee roaster to their office,”
she says.

Meanwhile the specialists at Louisiana
concentrate on sales of food service

“At the end of the day if we don’t sell

disposables. “That probably runs about

that specific product that’s okay,”

60% of our jan-san business,” says

she says. “Being able to lead the

Leto.

conversation with a particular product
not only tells them that we are in this
business, but it tells them that we are
so into it that we have already identified
specific solutions for their business.”

in this market with a huge number of
restaurants but food service distributors
tend to focus on food distribution and
view disposables as an afterthought,
he says. Leto’s specialists target

started its incursion into breakroom

independent restaurants and smaller

and recently signed on as a Keurig

hotel chains and independent hotels.

training will be needed and has already
spoken with his S.P. Richards rep about
that. “I think being a Keurig dealer is
going to be positive, and we are getting
ready to ramp up our marketing efforts.”

“We are able to react quickly with
disposables so that customers can
pick up what they need in an hour,”
says Leto. This is where the speed and
flexibility of an independent supplier
offers a winning combination. “We

The full-line salespeople at Louisiana

have 12 delivery trucks and we are out

Janitorial & Facility Supply target the

servicing these guys daily. The Syscos

industrial janitorial business, which it

of the world can’t react that quickly and

divides into two categories.

we know our service level has helped us

The first are cleaning services where it

pick up some business.”

supplies paper towels and chemicals.

To be that responsive Louisiana needs

“On the industrial side we go in and talk

to stock a broader range of products.

to the plant manager or facility manager

“We stock 300 or 400 food service

and try to get the towels, tissues and

SKUs and that makes it possible for us

chemicals that are being sold to them in

to react now, not two days from now,”

full carton quantities,” explains Leto.

proclaims Leto. “I probably have 100

The first successes for this group came
with the low-hanging fruit provided by
clients with long-term relationships

cases of 16-oz. cups in inventory. It
sounds like a lot, but it is probably no
more than a 10-day supply.”

buying office products but virtually no

There are numerous differences

janitorial products. “We haven’t seen

between office products and janitorial

large growth but we have probably

supplies from the standpoint of

tripled our office-jan business in the

warehousing, distribution and sourcing

last 18 months,” says Leto. “If the

products, says Barnette at NOS. “The

salespeople are engaged doing that

janitorial industry is different,” he says.

AUGUST 2015

shipping costs with janitorial,” he says.
“As United and S.P. both continue to
put more focus on that market segment
we will probably end up doing more
business with wholesalers.”

The hospitality market is dominant

National Office Suppliers has just

distributor. Barnette expects that some

and we are starting to really look at the
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Bertelson buys chemicals and
equipment direct and uses multiple
wholesalers for everything else. Unruh
contends that buying chemicals direct
results in a stronger brand identity.
“These guys have been in the industry
for a long time and want a known brand
they are familiar with.”
NOS targets manufacturers, medical
facilities and legal offices. “It helps me
control the inventory because we sell like
products to the same kind of clientele,”
Barnette explains “We can key in on
specific industries and the specific
products they use regularly. Instead of
trying to sell a whole book of jan-san
products we have 50 or 60 core items
that most all of our customers use.”
NOS inventories 2,200 janitorial SKUs
compared to only 175 in office products.
The sales approach doesn’t vary much
from dealer to dealer. As Oake explains
it, every company uses janitorial
products; it’s just a matter of learning
how they buy them. The competition
for Guernsey is the traditional jan-san
supply house that offers everything from
towels and tissue, chemicals, can liners
and equipment.
The big advantage that Guernsey offers,
like the majority of office supply dealers,
is next-day delivery. “We do next day

continued on page 46 >>
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from Virginia Beach all the way up north
to Baltimore and into Pennsylvania,” says
Oake. “We emphasize next-day comes
with no minimum order size and no
delivery charge. The fact that they don’t
have to place a $200 order resonates
pretty strongly with a lot of people.”
“Our primary competition in this market
are jan-san houses,” says Barnette.
“Our clientele is mostly larger so we
also compete against folks like Grainger
and Staples who have increasingly been
trying to take market share.” Barnette
and his team approach customers with
the opportunity to reduce their suppliers
based on the complete market basket
offering that NOS provides. “We also
will inventory product for our clients and
stock their shelves.”
“With our smaller opportunities Costco,
Sams and Walmart are a bigger
challenge,” says Kenworthy. “The pricing
on some of those products can be

margins,” he says.
GCBP’s Rea says that stressing local
and the fact that his firm will meet or
beat big-box pricing is one of the keys to
staying competitive.

and breakroom products effectively, more
so than with office products, increasingly
relies on product knowledge. “Training
is the hardest part,” suggests Unruh.
“If you are going to suggest products
to strip and recoat a gym floor you had

He has been running a “Don’t Press

better know what you are doing. If the

Send” campaign for almost three years.

wrong product is used it could really get

The message is consistent, and he relies

messed up.”

on his salespeople and some limited
media advertising to get the word out. “If
you want to keep your business dollars
local then before you hit send on your
cart with the big boxes, take a snap shot,
send it to us and within an hour you will
have a quote back that will beat that
price and allow you to keep your dollars
local,” he explains.

“When we first took on the janitorial end
of it, I had assumed it was a commodity
just like office products,” says Barnette.
“I learned quickly that it takes quite
a bit of knowledge and quite a bit of
product study to go to market.” There
are also different units of measure
and packaging used, so that products
frequently are not directly comparable.

With the dealers contacted for this

“That can be a challenge when you try to

article all participating in janitorial and

inform the client of true cost versus our

breakroom sales for differing amounts

competition.”

of time there was no clear consensus on
how each defined success.

“There was a lot to learn and understand
to become committed to this category,”

competitive even though the packaging

“When we started to build an installed

says Kenworthy. One of the biggest

and unit of measure are not the same.

base of coffee equipment, we knew

challenge, he says, was understanding the

that we were successful,” says John

different package quantities and units of

Kenworthy. On the janitorial side it was

measure. “Once we aligned ourselves with

similar with installed bases of towel

key manufacturers we brought them in to

and soap dispensers. “Those became

do training with our sales team,” he says.

the razors and razor blades,” he says.

“Our towel and tissue vendor came in and

“Once we got the razors installed the

did a deep dive. We did the same thing

consumables started to follow.”

with can liners, skin care and coffee.”

accounts, he adds, don’t really have the

Knowing that he was able to hold the line

“We had United Stationers come on site

room to store huge cartons of product.

on pricing told Oake that his offering was

and do training and we also attended

“It ties up cash and space, and we can

competitive. “Once we earned our way

their jan-san Boot Camp,” reports Leto.

deliver it the next day at a competitive

in the door and showed them what we

Louisiana also has ongoing training

price.”

could bring to the table we were able to

pretty much continuously with vendors

add some significant accounts,” he says.

coming in twice a month. “That is pretty

“We picked up a few building service

much the only way we are going to get

contractors, which had been one of my

the confidence up of the office product

strong points back home and that told

guys and have them able to go out and

me we could play.”

sell,” he maintains.

“If they are already buying office
products from us we go back to the
basics and resell our value proposition,
which is the convenience of ordering
online with next-day delivery to the
desktop in the smallest unit of measure,”
says Kenworthy. A lot of these smaller

When Bertelson finds itself competing
with a traditional jan-san supplier,
Unruh says his team sells operational
excellence—essentially, speed and
superior logistics. “Our operational
excellence allows us to push down
AUGUST 2015
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The Power of Consumer Brands Meets
SmartDose Dispensing Technology
TM/MC

Delivering a Dose of Perfection

The patent-pending SmartDose bottle allows you to easily and accurately dose concentrated cleaning
products. This innovative and sustainable solution delivers better cost control than any other dosing system.
TM/MC

It’s so simple.

Control
knob with
easy-tounderstand
icons.

The portable SmartDoseTM/MC bottle goes wherever you go. Simply select the
appropriate dosing icon, pull up the pump once, then push the knob down to
dispense the accurate amount of concentrated cleaner. It’s that easy!
• Minimal training needed
• Easy to understand icons

1

• No water hook-up required
• Maintenance-free system

Turn the control
knob to select the
appropriate icon.

2

Pull up on control
knob one time to
prime the pump.

3

Push the knob
down fully to pump
a precise dose of
concentrate needed
for the correct
dilution when mixed
with water.
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SKU
Number

Product Name

Unit Size

Dilution
(1:xx)

Unit Yield RTU
Quarts

Unit Yield
Gallons

95766540

Windex® Ultra Concentrated Multi-Surface Cleaner with Ammonia-D®

1.4 L

13
16

20.71
25.15

5.18
6.29

95766531

fantastik® Ultra Concentrated All Purpose Cleaner

1.4 L

13
16

20.71
25.15

5.18
6.29

95791711

Scrubbing Bubbles® Ultra Concentrated Restroom Cleaner

1.4 L

13
16

20.71
25.15

5.18
6.29

95791681

Janitor In A Drum® Ultra Concentrated Kitchen Cleaner

1.4 L

64
284

96.16
421.62

24.04
105.40

www.sealedair.com
Ammonia-D®, fantastik®, Janitor In A Drum®, Scrubbing Bubbles®, and Windex® are registered trademarks used under authority of S.C. Johnson & Son, Inc., Racine, WI, U.S.A.
©2015 Sealed Air Corporation. All Rights Reserved. 34410-ADV-en (15/201)
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Office Essentials conducts training on

customers that Office Essentials provides

Leto relates how one 35-year office

a quarterly basis and focuses on both

a complete solution.

products salesperson recently sold

product knowledge as well as its own
internal agenda.

Louisiana has developed several
promotional pieces using Essendant/

“It is all about keeping the sales process

United’s On-Demand program. The

relevant,” explains Dougherty. “We need

latest piece included a proprietary line

to make sure it is relevant to our big

of chemicals that the company offers.

picture strategic initiative and that we get

“It was a nice door opener for us,” says

that direction into the hearts and minds

Leto. The piece was designed primarily

of our salespeople.”

for the company’s full-line salespeople to
give them a piece they were comfortable

Office Essential has also started on

with and to give them the opportunity to

a program of customer training and
engagement. It holds quarterly “Make

learn and move up to the next level.

his first restaurant. It wasn’t an
office products account; instead the
salesperson was a regular customer.
“He got to talking to the guy there. I
went out there with him on the first call,
we got a list of products and we got the
business,” says Leto. “Now orders are
coming in every week, and he is starting
to understand that this is all incremental
business; if he gets 10 of these it could
be pretty nice!”

Your Mark on Work” events where

“We find that with our guys who have

customers come to the showroom and

these long-term relationships it is just

Michael Chazin is a freelance writer specializing

view presentations on new time-saving

a matter of talking to a different buyer

in business topics. He can be reached at

and cost-cutting products and programs.

for jan-san sales,” explains Leto. On the

mchazin503@comcast.net.

Presentations cover multiple categories
and were developed to demonstrate to

other hand, he points out, sometimes
you can find the next sale right under
your nose.

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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We’re changing the world of fiber.
GreenHarvest* Kleenex® and Scott® Brand towels and bathroom tissue are
made with 20 percent rapidly renewable fiber, such as bamboo and wheat straw.
It’s a pioneering approach to fiber sourcing that:
• Reduces pressure on natural forests
• Promotes environmental stewardship
• Supports U.S. wheat farmers
And it doesn’t stop there. GreenHarvest* towels – like all of our towels –
are compostable1.

1. All Kimberly-Clark Professional* paper towels can be aerobically composted in municipal or industrial facilities in the United States and Canada by ASTM D6868-11.
®/*Trademarks of Kimberly-Clark Worldwide, Inc. or its affiliates. Marques déposées de Kimberly-Clark Worldwide, Inc., ou de ses filiales. © KCWW. G495 A15-6146-0-01E 7/15

Building the
Value of the Sales
Organization
By Phil Barnette

The traditional dealer sales model
and the consumer’s path to purchase
have both seen a significant shift in
recent years. To ensure future success,
businesses must quickly adapt.
Independent resellers who have formed
strong relationships with their customers
must recognize the value of these
relationships and use them to maintain
the value of their sales organization.
There are several components of a
successful sales organization that are
“make it or break it” factors.

Identify the Right Leader
Many organizations don’t have a full-time
sales manager or leader who focuses
solely on sales management. Research
conducted by Essendant, the wholesaler
previously known as United Stationers,
finds that only half of resellers surveyed
have a dedicated sales management
role, while the other 50% have only a
part-time or shared sales manager.
To maximize the value of the
organization, a full-time individual should
be focused solely on sales leadership—
from process to people.

Create the Right Culture
A winning sales culture is also key
to guaranteeing the success of the
organization as a whole. In defining
the sales culture, each employee must
understand the role sales professionals
play and the importance of sales in
driving the larger organization.
There are eight key components that
are necessary to create a quality sales
culture, some of which are detailed
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below. It is important to remember
that each of these elements should be
incorporated into your growth plan to
help make your sales organization the
very best it can be.

The right talent.

The biggest
concern organizations must address is
finding the right talent. Managers must
ensure they place the right individuals
in the right positions. Aligning each
employee’s role to his or her strengths is
key to maximizing performance.

More than sales.

management should recognize the value
of regular training and development for
sales professionals to help keep them
energized and broaden their skills.

Compensation models. The
industry has used the same basic
compensation model over time despite
dramatic shifts in how business is
done. To optimize a sales organization’s
success, a manager must determine the
best ways to motivate his or her sales
organization to achieve its goals and
objectives.

While sales
professionals in the past were expected
to focus on providing extensive
product knowledge, the modern sales
professional is expected to do more.

Many organizations feel that if they
compensate their sales associates
well, performance and growth follows.
Unfortunately in many cases, that is not
the case.

To be successful today, the sales
professional must be able to assist
customers in running their business,
meaning he or she must understand each
business issue or challenge that their
customers face.

When asked what motivates sales
professionals, money is always among
the first responses, yet other incentives
such as prizes, trips and other nonmonetary rewards are also mentioned.
One that is always overlooked is praise
for a job well done in front of the
organization or peers.

For example, a sales professional should
be qualified to speak directly with the
accounting department about the cost of
business and explain how the products
and services his or her organization
offers will help reduce costs and increase
operational efficiency.

Training and development.
Most companies don’t have the time or
resources to develop a full-time training
and development program. However,
rather than settle for lesser-quality
programs, leaders often find it easier
and more efficient to bring in external
resources. Regardless of the source,
INDEPENDENT DEALER

As the traditional sales model is shifting
rapidly, it is critical for independent
resellers to recognize evolving customer
needs and to adapt to these needs
accordingly. By adjusting a few key
practices and recognizing the importance
of proper sales training, managers are
able to guarantee the future success of
their business.

Phil Barnette is manager of the CORE Learn dealer
education unit of Essendant.

PAGE 50

How Well Are You Protecting
Your Dealership’s Most
Precious Asset?
By Al Lynden

Sooner or later it happens to every
dealership and yet, all too often, it comes
like a bolt of lightning out of the blue and
leaves management floundering for a
response. So what do you do when one
of your salespeople ups and leaves?
At Chuckals Office Products, we have
been fortunate to enjoy low turnover
but we are no more immune to a sales
rep leaving than any other dealer. When
it happens, we have a system in place
to make sure that the rep leaves alone,
while his or her customers stay.
Key to that process—and, indeed, key to
so much of our growth in recent years—
is our CRM program. Ours happens to be
Acsellerate from ECI and we find it works
very well for us. But other options are
also available and they also have their
fans.
The basic point is that regardless of
whose CRM software you use, you cannot afford to run your business without
one. The only way to guarantee effective
customer retention for your company is
to have a program in place that is truly
company-wide and that requires CRM.
For it to work properly, management
must make it clear just who “owns” the
customers. At Chuckals, every account is
first and last our customer and the sales
rep’s function is to support the common
goal of the company: to acquire new
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business and retain and grow our existing customer base.
Although an important part of the selling
process, sales reps are by no means
the only ones involved. For example, if
our drivers and support team were not
trained and monitored to under-promise
and over-deliver, retention and growth
would be a struggle.
When every member of the team clearly
understands that the singular function
of the company is to attract new business and retain and grow our existing
business, and a system is put in place
to monitor related activities, then our
chances of ensuring excellent customer
service skyrocket.
We always look for opportunities to
remind our customers that it is the entire
Chuckals team that embraces superior
service. And if a sales rep decides to
leave—or, for that matter, a member of
our customer support team—a process
is in place to minimize disruption and
business loss.
That process is a simple one and we
made it so by making CRM mandatory
for all employees. With the data in place,
we can reach out to our departing rep’s
customers to inform them of the change
and make it clear that the rest of their
team will still be in place to ensure a
continuation of the excellent service they
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have come to expect from us.
Thanks to our CRM system, those emails
are out before our ex-rep has started
their car to leave! In addition, we immediately assign the ex-rep’s accounts to
a new rep, setting up a specific tracking
mechanism for those accounts. Key
accounts are called and business reviews
are conducted.
And if we see any indications of loss, we
pull out all the stops. The result: New
blood brings new enthusiasm and a new
focus that usually will yield new business!
If any of this touches a nerve, maybe it is
time to review your own system and ask
yourself, who really “owns” your business
and who is driving the sales process.
In today’s frequently stockless world,
your customer base is your biggest
asset. It needs to be protected and a
well-managed CRM system is the best
tool I have seen to do just that. Technology can be a huge equalizer for small
business but only if you commit to use
it. And there’s no more important area
to put it to work than on managing our
customers.

Al Lynden is president of Chuckals Office Products in
Tacoma, Washington.
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Simplifying the Sale
By Troy Harrison

I might be betraying my profession a bit
with this article. Trainers and consultants
love to make simple things complex and
complex things downright indecipherable. That’s how a lot of consultants build
their reputations and extend contracts.
The more the consultant can complicate
something, the less you know and the
more you need him. So, if the “Consultant
Police” come after me, you’ll know why!
Still, I can’t keep my mouth shut on this
one. What I’m referring to is the old “complex sale” philosophy.
The “complex sale” strategy was something that was big a few years ago, but in
the world of selling, I’m seeing it fade out
a bit. The reason is simple: While selling
itself may not be simpler now, most companies’ decision making processes are.
Complex sales (and complex buying
processes) depended heavily on the existence of a thick layer of middle management with time on their hands. Such
middle managers were easy to draft into
purchasing committees.
As you’re probably observing, the corporate layoffs of the late ’90s and early ’00s
have thinned the middle management
ranks. Thus, decision processes are simpler. Let’s talk about who you DO need to
know:

The Decision Maker.
This sounds simple—and it is—but it’s still
the person that too many salespeople fail
to reach. Here’s a hint: Anytime you hear,
“I have to talk to my boss,” you’re not
talking to the decision maker.
My philosophy has always been to start
at the top, or at least the top of the most
accessible or appropriate chain of command. If you’re selling to small to medium
size companies, you should be working to
meet the president or CEO. Even if that
person isn’t the actual deal-maker, they
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will know who is and who to refer you to.
And, of course, the CEO always has the
checkbook.
The key here is that whatever you’re selling, you have to be able to tie it to a benefit that will register with the CEO. The
bottom line is that in each sales process,
you have to reach someone who can say
“yes,” and mean it. In any company, the
power to say “yes” begins in the corner
office, and extends out only as far as the
person in the corner office wants it to.

The Budget Manager.
By this, I mean “the person whose budget
will be spent on your stuff.” You’d think
that the decision maker and the budget
manager would be the same person, but
as a person who has spent a significant
amount of time in Corporate America, I
can tell you it’s not.
For instance, a vice president of marketing might make a purchase for marketing
materials or supplies that actually spends
the budget of the sales manager. Or, he
might not—if the sales manager can block
the sale.
The sales manager might not have the authority to say “yes” to the purchase, but if
it’s his budget, he might have the authority to say “no.” And if he does have that
authority and if you haven’t sold him, he
will use that authority.
This, of course, means that “whose budget will be spent on this purchase” is an
essential question for any important purchase. And if the answer is someone you
don’t know, the “Can I meet that person?”
question is the only follow-up.

the budget manager often are the same
person), the user manager might have the
authority to say “no.” People who only
have the authority to say “no” like to use
that authority.
Even if the user manager chooses not to
block the sale, the user manager can do
something worse. If he’s not sold on you,
he can sandbag your implementation to
the point where you are not successful.
Most experienced salespeople have been
through this a few times, and it’s not fun.
The way to avoid it is to give the user
manager your best selling effort.
In any sale, your best bet is to keep it as
simple as possible and don’t ask to include more buying influences than are
necessary.
Today’s corporate managers are busier
than ever. They have tighter deadlines,
more responsibility and less help. That
makes your expertise more valuable.
Therein lies opportunity for you, if you’re
willing to put in the work.
The all-time best way to discover the decision-making process for any major purpose is this: Find the decision maker (start
at the top), and just ask. Ask a question
like, “So, can you tell me how your company makes these types of decisions?”
and most buyers will give you the straight
scoop—or enough of it for you to start
making headway.
Selling is tough enough. Don’t make it
harder than you have to.

The User Manager.

Troy Harrison is the author of “Sell Like You
Mean It!”, “The Pocket Sales Manager,” and a
speaker, consultant, and sales navigator who helps
companies build more profitable and productive
sales forces.

Essentially, this means the person who is
responsible for the successful implementation and use of your stuff. Much like the
budget manager (in fact, here the user and

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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And, Then There
Was One…
Maybe!
By Tom Buxton

Over the past six months, no news story in our industry has
been bigger than the proposed Staples-Office Depot merger.
Until recently, the majority of industry authorities have described
it pretty much as a “done deal” and predicted confidently that
government regulators will give it their blessing and it will effortlessly sail through.
However, over the past month or so, several developments have
called those assertions into question.
So, even though I am not a prophet, pundit or politician (especially a politician—those who know me would all agree on my
inability to keep my opinions to myself), I would like to offer a
contrarian view of the proposed merger.
I have consistently asserted to anyone that wanted to listen
numerous reasons for believing that the chances of Staples
and Depot becoming one are less than 50-50. At the end of this
column I will provide my updated odds in light of recent events,
so if you would rather not consider my rationale, please feel free
to skip to the end of this piece.
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From the first moment that I heard of the proposed merger, I
have had an extremely difficult time understanding how our government could allow these two behemoths to become one.
If the Federal Trade Commission’s lawyers do their homework
they will find that over 950 of the top 1,000 commercial businesses in the U.S. and Canada have a purchasing relationship
with either Office Depot or Staples. And if recent conversations I
have had with some of the purchasing executives at these mega
corporations offer any indication, they are less than thrilled at
the prospect of facing what they see as severely limited options
if the deal goes through.
One of the most interesting aspects of these discussions has
been how major corporate buyers view Amazon. Every single
high-level purchasing manager I have spoken to has told me
they don’t feel that Amazon can serve them properly.
By the way, I think that they are absolutely correct.
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And, then there was one, maybe...
Unless you have sold to or purchased
supplies/furniture for a multifaceted, departmentalized entity, you cannot really
appreciate just how difficult the process
of procuring and paying for small products on a large scale can be.
Purely Internet-based ordering platforms
relying on third party package delivery
simply cannot provide the sort of service
or billing that larger companies feel they
must have.
That’s not to say things might not change
in the future, but right now, big companies—at least every one of the 30 or so
that I have spoken to during the past six
months—do not believe that Amazon
will replace their current office products
supplier any time soon.
Another reason I believe this merger
may not go through is that Staples
doesn’t really need it to occur. Give
them and especially their CEO Ron
Sargent credit. They have succeeded in
gaining market share and “addling” their
competition for years.
This is pure speculation on my part but
I have to ask, how would you feel if you
were the CEO of a Fortune 500 company and were forced by a third party like
Starboard Value to make an offer for a
company that you didn’t need—especially if their market share was quickly
becoming your market share?
Not only have Staples and the Independent Dealer Channel been taking
business from Office Depot for years
but Depot itself can hardly be called a
healthy company when it has lost money
in each of the last three years—including
over $350 million in 2014 alone!
In my opinion, Starboard Value needs
this merger a lot more than Staples does.
There are an interesting couple of paragraphs included in the Staples buyout
offer that suggest the whole exercise just
might be part of a larger plan.

AUGUST 2015

continued from page 53

Specifically, if Staples is forced by the
government to divest more than $1.25
billion of Office Depot’s U.S. revenues or
if a requirement of the antitrust authorities has a “material adverse effect” on
Office Depot’s international operations,
they can scrap the whole deal by paying
a $250 million fee.
The government would be smart enough
not to ask them to get rid of retail, because everyone knows that it is shrinking
so quickly that there would be no buyers.
So how does an international enterprise
like Staples give away that much business in the commercial realm without
devastating itself?
I don’t have an answer to that question,
but it is going to be very interesting
to see how that aspect of the deal
plays out.
Also of considerable interest is the way
that the other mega-merger within the
distribution space that has often been
analyzed in tandem with Staples and
Depot fell apart last month.
Sysco and U.S. Foods recently announced that they are no longer pursuing a merger. Could the fact that the
government required Sysco to divest
more than $6 billion worth of business
in order to close it have had an impact?
I wonder how Staples would address a
similar problem when there is only one
other company in our space with over $1
billion in sales.
There are many other reasons for my
conviction that the Staples-Depot merger
should and will fail (Vendors, GPOs, the
postal workers’ union, POTUS, AAI, etc.)
but I don’t have room for them all here.
Regardless of what happens, though,
many of you are probably wondering
how independents will fare as this story
unfolds. Again, I do not have a crystal
ball, but I couldn’t be more excited about
our opportunities no matter which way
the deal turns out.
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Why, you ask?
First of all, because I believe overall
prices will continue to climb as we have
experienced since the Office Depot-OfficeMax merger. It turns out that even
Staples reported only 0.6% net profit
last year and many of their below-cost
contracts and those of their peer are
beginning to disappear.
At the same time our competitors are
betting their futures on becoming more
like Amazon and divesting themselves
of the people and services that actually
helped them grow market share in the
first place.
Don’t get me wrong, Amazon is a worthy
competitor and may even win some large
individual sales based on their pricing.
But from what we’ve seen so far at least,
they are taking the customer assistance
side for granted.
Yes, Google and other search engines
can find information on almost anything
you need, but the complexity of providing next-day or same-day distribution,
combined with the kind of consultative
expertise that is necessary in a downsized, increasingly complex business
world, is being left to us independents.
Even Millennials need help every once in
a while!
I leave you with a quote and my updated
odds on the deal going through: Nearly 30 years ago, futurist John Naisbitt,
writing in the business bestseller “Megatrends,” stated, “We are drowning in
information and starved for knowledge.”
Knowledge and personal service should
enable the independent world to compete far into the future. And my odds on
the merger? 30-70 against…stay tuned!

Tom Buxton, founder and CEO of the InterBizGroup
consulting organization, works with independent
office products dealers to help increase sales
and profitability. For more information, visit www.
interbizgroup.com.
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