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Seventy Years and Counting for
MS Dealer Barefield Workplace Solutions
In Jackson, Mississippi, Paul Maczka and his team at Barefield Workplace Solutions have plenty to celebrate as they get ready this year to mark their 70th
anniversary.
Barefield’s started out in 1946 as a reseller of army surplus equipment and supplies. It wasn’t long before office supplies and furniture found their way into
the mix and those two categories account for most of the business today, with
furniture—the company is a long-time Steelcase dealer—accounting for 60% of
total sales and supplies making up the lion’s share of the rest.
A 30-year industry veteran who started out in the business as an office furniture
installer while still in college, Paul bought the company in 2004 after a running a
Knoll dealership in Raleigh, North Carolina for several years.
Today, Barefield’s is home to close to 50 hard-working industry professionals
who operate out of a 60,000 sq. ft. headquarters facility in Jackson.
That’s going to change before too long, however. The company recently purchased a significantly larger building—143,000 sq. ft.—and is planning to move
some time in the next 18 months, says Paul.
From the way business has been of late, they’re probably going to need that
extra space. “Last year was our best ever and this year is shaping up to be even
better,” Paul reports happily. “We’ve just had two really great quarters and are
looking for a 20% gain over last year.”
Put that kind of growth together with the basic achievement of staying in business for 70 years and the Barefield’s team has got more than enough reasons to
go out and get themselves a case of champagne or two.
Congratulations to Paul and his crew and here’s to the next 70 years!
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At Least 20%...

If you were at S.P. Richards’ Advantage Business Conference last month, you heard SP’s Jim
O’Brien tell dealers their sales of janitorial and
sanitation products should represent that much
of their current business and if that’s not the case,
they need to recognize they’re significantly under-penetrating their market.
Jim’s right, of course. And we suspect there were
probably more than just a few dealers in the ABC
audience who felt he was probably setting the
bar too low. Even if your traditional office supplies sales are doing just fine—and despite all the
gloom and doom surrounding that category, it’s
not all that hard to find dealers like that—jan-san
offers too much of a growth opportunity in and of
itself to ignore.
So if you’re in the less than 20 percent group—or
simply if your jan-san business isn’t growing the
way you’d like right now—what are you going to
do about it?
One suggestion: Start by taking the advice from
Janet Collins on business planning that you’ll find
on page 42 of this issue and overlay it onto your
own jan-san opportunity.
Where do you want your jan-sales to be by this
time next year and where are all those new sales
in the category likely to come from?
Why do you think you can hit that target, what do
you intend to do to make it happen and who is
going to be accountable?
Finally, how much is it going to cost to ensure that
what is hopefully an ambitious but realistic growth
plan has a solid chance of success?
There’s no single magic formula for building a
successful jan-san business, as this month’s cover story clearly demonstrates. Hopefully, though,
as you read it, you will find at least a few ideas you
can incorporate into your own efforts.
It’s certainly no great secret any more that the
jan-san business offers independents some significant growth opportunities. If you’re not focused on making the most of them already, now’s
the time—in fact, it’s alarmingly past time—to do
something about it.
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Get a

jump!
on deliveries, invoicing and customer service

JumpTrackTM Proof-of-Delivery system helps
dealers plan, capture and track deliveries
• Access JumpTrack to download delivery information or upload
signature capture and details via iOS or device for AndroidTM
• All information is accessed from and stored in the cloud
• Signature and delivery detail capture is immediately available online
• Deliveries, returns and drivers are all easily tracked, increasing
accuracy and accountability
• Drivers can be tracked using GPS and, for an additional fee, a route
optimization feature can be included

http://www2.ecisolutions.com/JumpTrackAd

NEW FEATURES!

Route Reversal features available and
On-Demand Departure Time Optimization

800-588-5128

info@ecisolutions.com

ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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Dancker, Sellew & Douglas President
Steven Lang Named NJ Entrepreneur of
the Year
Congratulations are in order for Steven Lang, president and CEO
of Somerville, New Jersey-based Dancker, Sellew & Douglas
(DS&D), who was recently named New Jersey Business to Business EY Entrepreneur of the Year for 2016.
The award recognizes entrepreneurs whose ingenuity, spirit
of innovation and discipline have propelled their companies’
success, invigorated their industries and benefited their communities.

As a regional award winner, Steven qualifies for consideration for
the national EY Entrepreneur of the Year. National award winners
will be announced at a gala event in Palm Springs, in November.

New Acquisition, Industry Honors for NC
Dealer Hoyle Office Solutions

Since becoming Dancker president in 2012, Steven has certainly
demonstrated all those qualities and then some, in an effort that
has seen the dealership transition to become a key resource in
its market for the integration of furniture, architecture and technology in the commercial office workspace.

Hoyle Office Solutions’ new acquisition in Brevard, NC.

These are good times for Kathy Hoyle and her team at Hoyle
Office Solutions in Arden, North Carolina.
At the beginning of last month, they announced the acquisition of
fellow independent Grover’s Office Supplies in nearby Brevard,
following the retirement of Grover’s previous owners.

NJ Entrepreneur of the Year Steven Lang (center with his award) and some of his team
at Dancker, Sellew & Douglas.

In addition to its role as a Steelcase Platinum Partner, Dancker
today has a thriving architectural walls business and a workplace
technologies division that offers video and audio conference systems, digital signage and remote collaboration tools.
Says Steven, “I am honored to be recognized among such a
groundbreaking group of leaders but this achievement belongs
as much to the DS&D team and partners as it does to me. DS&D
has grown through a shared vision and our collective efforts, so
my gratitude goes out to them for making it possible.”

The new dealership comes with a main street location and a retail
store which Kathy will upgrade with an expanded product mix
that includes jan-san and safety products, breakroom supplies,
printing, promotional items and apparel. Also in the works: the
addition of a Lorell office furniture showroom.
Then, at the end of the month, Kathy herself was honored, as
reported elsewhere in this issue, as the winner of this year’s Industry Achievement Award as part of the North American Office
Products Awards program.
The award recognizes an individual who has made an outstanding contribution to the advancement of the office products industry over the course of their career. Kathy meets that criterion and
then some and if the past few months offer any indication, she’s
certainly not planning on slowing down any time soon!
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custom cut sheets

Willcopy® Custom Cut Sheets are a full line of punched and perforated office papers
that complement your office paper offering. Available in 20 and 24 lb. basis weights;
it also features ColorLok® Technology for bolder blacks and vivid colors with inkjet printing.

Explore our other product offerings:

Domtar’s Enterprise Group is dedicated to being a resource and providing
value to our dealers through our products, selection and service. We have
experienced local account managers, technical support, exceptional inside
sales service, and a wealth of product knowledge.
For more information, contact Domtar’s Enterprise Group at 1.800.458.4640.

Visit us at www.egpaper.com.

®
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New Owner at MD Dealers ImpactOffice,
George Allen Co.
Yancey Jones, formerly executive vice president at Ashland,
Virginia-based TSRC, Inc., has become CEO and sole stockholder of ImpactOffice and George Allen Company in Beltsville,
Maryland.
While terms of the transaction were not disclosed, Yancey
stressed the transaction is between him and the two dealerships.
The dealerships will continue to be run as separate companies,
he added.
Current ImpactOffice president Tim Flynn and George Allen president Mike Tucker will be staying with their respective companies
in their present positions, he indicated.

Since then, he has held a number of increasingly senior sales
and management positions within the industry, including VP of
commercial sales at Sanford, VP and general manager of the Industry Division of packaging and industrial products distributor
North American Corp. and president of the COTG technology/
MPS consulting organization, a Xerox company.
We are extremely excited to welcome David to the Source organization,” said Source CEO John Givens. “He is a natural role
model with proven sales, management and leadership abilities
and we are looking forward to him leading the continual transformation of our organization to become a fully integrated workspace and workflow solutions provider.”

“ImpactOffice is very much a mirror of TSRC and the two companies share a common culture and set of values,” he said. “I’m
looking forward to using my industry experience of over 35 years
to enhance and grow what are already two very strong organizations.”

New Acquisition for CA Dealer Office
Solutions

David Sass New President at CO Dealer
Source Office & Technology

Newport Stationers’ retail store in Newport Beach will remain
open to serve the dealership’s retail customers, Office Solutions
said.

Yorba Linda, California-based Office Solutions last month announced the acquisition of the business services’ division of fellow independent Newport Stationers in Irvine, the sixth acquisition completed by Office Solutions in the past 14 months.

“We are very excited to have the Newport Stationers’ team join
the Office Solutions’ family,” said Office Solutions president Bob
Mairena. “This is a great opportunity for both organizations. Although Office Solutions services customers nationwide, we continue to focus on cultivating our regional footprint.
“Locally-owned businesses such as Office Solutions can contribute many benefits, such as creating more jobs and in some
sectors, provide better wages and benefits than big-box retailers do.”

IL Independent Rides to Support Children’s
Cancer Research
David Sass, an OP veteran with close to 15 years of industry
experience, has joined Wheat Ridge, Colorado-based Source
Office & Technology as its new president.
David began his industry career in 2002 as VP of sales for the
Colorado division of Corporate Express.

For over ten years Steve Otwell has been a fixture at Loves Park,
Illinois-based Mid City Office Products, where he spends most of
his time taking care of order processing and operations.
But Steve is also a big cycling fan who typically racks up about
100 miles a week on the road and recently, he found a way to use
his favorite sport to support a worthy cause.
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November 1–3, 2016 • Nashville, Tennessee

Check out just a few of the reasons to be Where BIG Happens!
■

EGT’s: All-New EPIC Get Togethers
give you the ability to schedule
one-on-one appointments with EPIC
Exhibitors during the tradeshow for
more constructive conversations.

■

Network: With evening events, interactive
roundtable discussions and new “Networking
Gardens", you’ll have exceptional networking
opportunities to connect and build relationships
with dealers, suppliers and industry leaders!

■

Education Forums forDealers
byDealers: Peer-to-peer idea
sharing, idea generation and best
practice sharing. Newly enhanced
discussion topics!

■

Back by Popular Demand - EPIC
Sales Boot Camp: Power-packed
full day session designed to
provide cutting edge training to
your sales team!

■

Participation Bonus: Up to $500
Bonus! The earlier you register, the
more you get!

■

Discover New Ideas and BIG Show Savings:
Explore a jam-packed tradeshow floor full of new
opportunities and huge show specials!

■

Stay for Free: As always, get up to
3 hotel nights absolutely FREE!

■

Co-Located with ECi Connect
2016: Two shows in one!
PLUS get $100 off your ECi
registration!

www.wherebighappens.com
wherebighappens.com

Winner’s Circle

continued from page 6

Over the past two months, Steve has been taking part in the
Great Cycle Challenge, pedaling close to 500 miles to raise funds
for the Children’s Cancer Research Fund.
“Cancer is the largest killer of children from disease in the country and 38 children die of cancer every week,” says Steve. “Meeting the Great Cycle Challenge is tough, but it’s nothing compared
to what these brave kids face every day and I’m more than happy
to support cancer research and help give these kids the brighter
futures they deserve.”

The new DC comprises nearly 120,000 square feet of retail, office
and warehouse space and will house 30 employees, including
Mac Papers’ local management, a local sales team, customer
service, warehouse operations and drivers.

Not surprisingly, the other folks at Mid City feel the same way.
Both owners have contributed to Steve’s fundraising and the
dealership posted information on the effort on its Facebook page
to help drum up support.
If you’d like to add your own contribution, just point your web
browser to www.greatcyclechallenge.com/Riders/SteveOtwell to
learn more.

Mac Papers Opens New DC in Nashville
Jacksonville, Florida-based Mac Papers has opened a new distribution center in Antioch, Tennessee, just outside of Nashville.

The new facility more than doubles the size of the company’s
inventory capacity in the market, with about 107,000 sq. ft. of
warehouse space and a retail store offering a range of cut-size

continued on page 10 >>

CUSTOM PRINTED
MAGNETIC DRY ERASE BOARDS
BUILD A DRY-ERASE BOARD WITH YOUR PERSONAL TOUCH
SUITABLE FOR ANY KIND OF ENVIRONMENT
ENDLESS POSSIBILITIES

Provide a better
communicaation
between Doctors
and Patients

EDUCATION

3

MEDICAL

INDUSTRIAL

SPORTS

Custom designed
boards for every
Hospital room

Minimum order
10pc.
Sizes Available
1.5x2; 2x3
4x4; 5x4; 6x4

Frame Options
Maya*
New Generation*

EASY STEPS
CHOOSE YOUR DESIGN (OR SEND US YOUR CUSTOM ARTWORK)
AND SEND US YOUR LOGO
SELECT YOUR WHITEBOARD AND QUANTITY

Mastervision Custom Printed Dry-Erase Boards allows you to create a customized full
color whiteboard that best suits your specific communication and organizational needs.
For more information please visit us at www.mastervision-products.com or contact your local representative.

APPROVE YOUR DIGITAL PROOF
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PROTECT WHAT MATTERS MOST
Make the pledge today

This September, join
Boise Paper and the
American Red Cross as we
Pledge to Prepare before an
emergency strikes.
IT’S SIMPLE AND SMART.
Watch for Limited-edition packaging!

redcross.org/pledge
Paper with Purpose is a trademark of Boise White Paper, L.L.C. or its affiliates. BOISE is a trademark of Boise Cascade Company.
The American Red Cross name, Emblems and copyrighted materials are used with its permission, which in no way constitutes an endorsement, express or implied, of any product, service, company, opinion or political position.
The American Red Cross logo is a registered trademark owned by the American Red Cross. For more information about the American Red Cross, please visit redcross.org.
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papers for laser, digital and inkjet copiers, wide-format and
graphics supplies, and packaging materials.
The Nashville facility is one of 22 locations and 18 retail stores
Mac Papers operates across nine states in the Southeast.

“Giving back to the community is an important part of who we
are as a dealership and this was a great opportunity to do just
that,” said marketing coordinator Nicole Knutson.

MN Dealer Schmidt Goodman Office
Products Helps Raise Funds to Support
Families with Children’s Cancer
In Rochester, Minnesota, Dick Goodman and his team at Schmidt
Goodman Office Products recently lent their support to the battle against children’s cancer as a sponsor of Go for the Gold,
a certified 5K run/3K family fun walk to raise funds for Brighter
Tomorrows, an outreach group for families with children facing
the disease.
In addition to fielding a five-person team for the event, Schmidt
Goodman volunteers also staffed a water station for the run and
were on hand at the finish line to cheer the runners on.

The Schmidt Goodman volunteer team (l. to r): Valerie Omdahl; Kari Harbaugh; Sally
Knutson; Sam Sagdalen, and Nicole Knutson.
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CONTACT US TODAY
ROANOKE STAMP & SEAL CO.
25 Madison Avenue Roanoke, VA 24016
1-800-542-7475
orders@roanokestamp.com
orders@roanokestamp.com
http://www.roanokestamp.com
WWW.ROANOKESTAMP.COM
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Complete Custom Order Fulfillment • 1-2 Day Lead Times on Custom Orders
Multi-Location Consolidation Specialists • Real Time Tracking on ALL Orders
QUALITY GUARANTEED!
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Secrets of Success:

Midwest Office - Springfield, Illinois

The Midwest Office ownership team: (L. to r. front row) Jeff DeMarco, Steve DeMarco and Kevin Gaffney; (standing l. to r.) Dave Holmin, Jim DiCenso and Jeremy Krall.

Steve DeMarco has been in the office
products business for over 35 years but,
he says, he’s never seen it as tough as it
is today.
“Particularly in the traditional office supplies business, pricing from the big boxes
and the e-tailers is ultra-aggressive and
that, combined with what for us has been
a generally soft economy, has made things
very challenging,” he says.
Even with tough challenges, though, Steve’s
dealership, Springfield, Illinois-based Midn Sales: $16 million

west Office, isn’t doing too badly.
Sales this year are up an impressive 12%,
thanks to some shrewd acquisitions,
stepped up efforts in categories such as
office furniture and print and promotion
and an aggressive new business development campaign that has seen Steve and
his team capture valuable accounts that
were previously in big box hands.
“We’re finding more and more end users
today who are unhappy with all the turmoil
they’re seeing in the big box world and who
like our service and personal touch and the
idea of having access to a local resource
who can meet their needs across a broad
range of products and services,” he says.

of relationships like that but, says Steve,
they represent a key factor behind the
dealership’s success.
“When you’re as close as we are, it really
makes things easy,” he says proudly. “Everybody is focused on growth as a top priority, they have their own specific roles and
they know what to do and how to do it.”
And as they’ve demonstrated in recent
years, they’re a strong enough team to be
able to chart an effective response to the
toughest business challenges and still find
a way to keep growing.

It helps, too, of course, that Steve is just
one member of a team of seasoned industry veterans who are leading the charge at
Midwest Office.

After six acquisitions in the past two years,
the dealership has not only broadened its
product mix to become a genuine onestop resource for its customers but it has
also spread its footprint beyond its Springfield headquarters across five different locations in three states.

n Online sales: 70%

Ownership of the dealership is in the hands
of six stockholders—including Steve and
his brother, Jeff—and not only have they
been together since the dealership first
opened for business back in 2000, but
some of them have been friends literally
from childhood!

And how have Steve and his team done it?
“The key to our growth is that we’ve been
able to bring in great people, get them focused on what we do well as an organization and then just get out of the way and let
everybody do their jobs,” he says. Sounds
simple, doesn’t it!

n www.midwestoffice.com

It’s hard to put a dollar figure on the value

n Key management team: Steve DeMarco,
president; Jeff DeMarco, director of
operations; Dave Holmin, director of sales;
Jim DiCenso, national accounts manager
n Products/Services: Office supplies,
office furniture, printing and promotional
products, cleaning and breakroom
n Founded: 2000
n Employees: 44
n Key business partners: S.P. Richards;
TriMega, Red Falcon

AUGUST 2016

INDEPENDENT DEALER

PAGE 11

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

“Invest in technology and take
advantage of the business
intelligence tools that are available
to you,” S.P. Richards’ Jim O’Brien
urged dealers at the 2016 ABC.

S.P. Richards CEO Wayne Beacham
encouraged dealers to evolve their product
mix to take advantage of new opportunities
in jan-san, safety products, food service
items, education and more.

Need for Dealer Evolution
Is Front and Center at 2016 ABC

Professional of the Year Robert Shulman of Suburban Stationers (right) with his
business partner Jeremy Bourret.
AUGUST 2016

Industry Achievement Award winner Kathy Hoyle of Hoyle Office Solutions (right) with
her daughter, Melissa Morris.
continued on page 14 >>
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Some things
are just
better left to
professionals
You have enough to do.
Why add stamp building
to your list?
J.P. Cooke will provide a
finished product to you fast,
saving you time and money.

Rely on us to bring you:
A highly-rated
customer
service team

Fast shipping

(same day for stock items!).

800-877-8267

Fax: (800) 342-1260
Email: sales@jpcooke.com
Web: www.jpcooke.com
1311 Howard St.
Omaha, NE 68102
A Service Disabled Veteran
Owned Small Business –
Marking Products Since 1887

Great
discounts

Industry News
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Young Executive of the Year Rosemary Czopek of Gorilla Stationers with TriMega’s
Michael Morris.

Superior product design and innovation were recognized at the ABC by the North
American Office Products Awards. Here are the winners.

“If we do not evolve as people, businesses or as an industry, we will find it increasingly difficult to grow and we risk a premature and unnecessary end.”

education market. “It’s there for the taking,” O’Brien contended, noting that SPR
itself is currently enjoying 40% growth in
the category.

That was the message that came through
loud and clear from S.P. Richards EVP of
operations Jim O’Brien at the wholesaler’s
2016 Advantage Business Conference in
Washington, D.C. last month.

Don’t neglect to develop an exit strategy,
O’Brien recommended. No matter how far
off that exit might seem today, you need
to understand what your options are and
have a clear idea of how you can maximize the value of your business going forward, he said.

SPR’s 18th annual gathering of the clans
for its first-call dealers, manufacturers and
other business partners took as its theme
a single word—Evolution—and there
was a constant stream of calls to dealers
throughout the conference to embrace
change, minimize its threats and maximize its opportunities on multiple levels.
Invest in technology and take advantage
of the business intelligence tools that are
available to you, O’Brien urged. Data is
king and it’s critical to making informed
decisions, he said.
On the product front, get serious about
the facilities and breakroom category
if you aren’t already, said O’Brien. If the
category today is not generating at least
20% of your business, you are underpenetrating your market, he warned.
Also, O’Brien continued, make the most
of the opportunities offered by the K-12
AUGUST 2016

Finally, O’Brien urged attendees to engage in strategic discussions about their
dealership and its future with all stakeholders—your own team, business partners and family membersh.
Anyone looking for new growth opportunities could find them in abundance at
the event, from a tradeshow featuring a
record 270 exhibitors displaying a broad
mix of traditional office products, new
categories and more, a two-day program
of growth-oriented guest speakers, seminars and workshops and plenty of networking events designed to give attendees a forum where they could share ideas,
discuss key dealer issues and learn from
each other.
For the sixth year in a row, a special
awards program, co-sponsored by S.P.
Richards and OPI magazine, recognized
INDEPENDENT DEALER

several outstanding industry professionals and highlighted new product innovation in several key categories.
Honored as Professional of the Year was
Robert Shulman of Suburban Stationers in Middletown, Connecticut; Kathy
Hoyle of Hoyle Office Solutions in Arden,
North Carolina was presented with the
2016 Industry Achievement Award, and
Rosemary Czopek of Gorilla Stationers in
Huntington Beach, California, was named
Young Executive of the Year, a new award.
Earning new product honors were:
•C
 ore Office Products: Avery for its
Easy Align Self-Laminating Labels
•T
 echnology: Kensington for its
SD3600 Universal USB 3.0 Docking
Station
•C
 leaning & Breakroom: Sealed Air,
Diversey Care for its Consumer
Brands SmartDose
•F
 urniture: Safco Products for its Twixt
Ergonomic Chairs
Also, Fellowes’ AeraMax Pro AM III air sanitizer earned Innovation of the Year honors
while OPI readers and ABC attendees voted this year’s People’s Choice award to
MMF Industries for its PayVue Illuminated
Cash Drawer.
Next year’s ABC will take place July 12-16
in Orlando.

continued on page 16 >>
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Spirit of Life Gala
and hoWard Wolf Golf ClassiC
®

Joe Templet
2016 Spirit of Life® honoree
Sr. Vice President, Essendant

Wednesday, september 14 and
thursday, september 15

EVENT DETAILS
September 14

Join City of Hope’s National Business Products Industry
on September 14 and 15 for the annual Howard Wolf
Golf Classic and Spirit of Life® Gala as we celebrate
the National Business Product Industry’s tremendous
support of City of Hope led by 2016 Spirit of Life honoree,
Joe Templet.

28th Annual Howard Wolf Golf Classic
Cantigny Golf Club
Wheaton, Illinois

September 15
2016 Spirit of Life Gala honoring
Joe Templet
Navy Pier
Chicago, Illinois

For more information or to register for these events,

www.CityofHope.org/NBPI
please visit
CityofHope.org/NBPI

PHL25408ks

or call City of Hope at 866-905-HOPE.

Industry News
Industry Cyclists Gear Up to
Take to the Road for City of
Hope
In just a few short weeks, a dedicated
team of cyclists drawn from the industry
will be taking the road in support of this
year’s City of Hope campaign.
Riding under the “Bike for Hope” banner,
the team will be cycling some 500 miles
from Hewlett-Packard headquarters in
Palo Alto, California to the City of Hope
campus in Duarte.
One of the world’s leading research and
treatment centers for cancer and other
life-threatening diseases, City of Hope
has been adopted by the industry as its
charity of choice, raising more than $140
million over the past 30 years.
“The office products industry has an impressive history of supporting City of
Hope. I am honored to join a tremendous
group of motivated individuals to take
on a new challenge in the spirit of raising awareness of City of Hope as a world
leader in cancer treatment research while
raising critical funds to support their mission,” said Ted Gruener, Supplies Network’s director of business development
and a Bike for Hope team member.
In addition to Gruener, other participants
are drawn from Hewlett-Packard, Supplies Network, ECi and HSM.
The ride will take place August 30-September 3 and consist of five separate
stages:
• Tuesday, August 30: HP Headquarters (Palo Alto) to Monterey/
Carmel - 110 miles
• Wednesday, August 31: Monterey/
Carmel to San Simeon - 94 miles
• Thursday, September 1: San Simeon
to Santa Maria - 95 miles
• Friday, September 2: Santa Maria to
Ventura - 115 miles

continued from page 14
• Saturday, September 3: Ventura to
Duarte (City of Hope) - 96 miles.
In addition to supporting the effort through
financial contributions, other cyclists are
welcome to join the team, either for the
full 500-mile ride or for individual stages.
Click for more information or to donate.

TriMega and Essendant
Establish New Strategic
Alignment
The TriMega dealer group and wholesaler
Essendant have announced the launch of
the next phase of the new strategic alignment between the two organizations.
TriMega said the new relationship will
align TriMega and Essendant in a number
of areas including procurement, marketing (both print and digital), category management and content.
The new program is open to all TriMega
members regardless of wholesaler affiliation, and all dealers will recognize benefits
from the initiative, TriMega said.
“We are truly delighted to be blazing this
new path with Essendant,” commented
Lyle Dabbert, TriMega’s chairman and
president of Brown & Saenger. “In today’s business climate, there is a continual need to create synergistic efficiencies
in just about everything we do. This new
alignment with one of the industry’s most
innovative players helps us do just that.”
“It is also important to note that this is not
a first-call wholesale program,” Dabbert
continued. “In no way will TriMega members be required or encouraged to change
their wholesaler partner. All TriMega members now have the option however to pick
and choose from the significant benefits
from this new program with Essendant.”
Once fully implemented, the program will
drive significant cost and redundancy out
of the channel while strengthening the in-

dependent dealer channel’s (IDC) volume
and importance with key manufacturing
partners, TriMega said.
The program will include joint marketing,
unique TriMega E-content, and TriMega
controlled first-in-search.
“We commend the TriMega executive
team and board of directors for their forward-thinking approach to embark on this
long-term initiative,” remarked Essendant
COO. Tim Connolly. “We look forward to
working with the TriMega team and their
dealer members to help position them for
an elevated level of success in their marketplaces.”

IS Announces MRO and
Safety Products Wholesaler
as Newest Supplier
The Independent Stationers dealer coop
has announced the addition of Alliance
Distribution Partners to its approved vendor list.
Alliance is a wholesaler of industrial, contractor supply and safety products, offering 200,000 products from vendors such
as 3M, WD-40, DeWalt, Snap-on Industrial, Rust-oleum, MCR Safety and many
others.
IS said the addition of Alliance continues to broaden the product offering of
its members to include safety products,
tools, material handling products, paints
and lubricants, abrasives and fasteners.
IS merchandising director Mike Foster,
said, “The opportunity for our members to
add value to existing customers as well as
attract new business by offering a range
of MRO products is an exciting proposition.”
Roger Woodward, president of Alliance,
said he believes office products dealers
have a great opportunity to grow in the industrial and safety products marketplace.

continued on page 17 >>
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Industry News
“The industrial MRO marketplace is highly
fragmented, with end users aggressively looking for dealers that can provide a
very broad range of products,” Woodward
said.
“This new partnership, coupled with the
strong local relationships and excellent
service models of the Independent Stationers members, will create exciting new
growth opportunities for both our organizations.”

TriMega and AOPD Announce
2017 Joint Meeting Details
American Office Products Distributors
(AOPD), TriMega and its DSC group, announced last month the dates and location for their 2017 combined Annual
Meeting, Kinetic 2017.
Held for the first time earlier this year in

continued from page 16
San Antonio, next year’s event will return
to Texas, this time just outside of Austin,
at the Hyatt Regency Lost Pines Resort
and Spa March 12 -16.
“Feedback from the inaugural Kinetic
event this past spring was quite positive
and delivered on all the reasons for combining these two key industry events,”
remarked Mark Leazer, AOPD executive
director. “Our business partners and suppliers appreciated the synergies and budget efficiencies that the joint event provided, and our dealers commented that the
joint event delivered exceptional networking opportunities in addition to time and
cost savings,” he said.
“We are confident that the Kinetic 2017
event will build on the success of the
2016 event,” commented TriMega president Mike Maggio. “We took a good look
at what worked, where we could improve,
streamline and adjust to make the event

even more valuable, productive and effective for our participants,” he continued.
“With this fine tuning, and with a positive
outlook for progressive dealers in today’s
marketplace, we are very excited about
Kinetic 2017.”
The event will bring together AOPD business partners, TriMega and DSC preferred
suppliers and both group’s members for
one-on-one meetings, panel discussion,
peer exchange sessions and evening networking functions.
“We see tremendous value in the one-onone format of this event, and commend
TriMega and AOPD for continuing to collaborate to host this meeting together,”
said Barry Lane, vice president of commercial sales for Avery. “We are energized
by the forward momentum in the independent dealer channel, and are appreciative

continued on page 18 >>
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of these two organizations for working effectively across the
dealer community to not only make this consolidated event a
reality, but a success”, he remarked.
The two groups indicated planning for the Kinetic 2017 event is
underway and additional information, event website and complete event details will be available in the coming months.

BSA Releases Two New Educational Videos
The Business Solutions Association (BSA) has released two
videos to highlight the organization’s role in the industry and its
work to facilitate the development of industry-wide standards for
electronic content.
The first video presents the full range of BSA’s programs and
services, including its annual forum and the various committees
at work under the BSA umbrella to improve the industry and create new efficiencies and growth opportunities for its members.
[VIDEO]
The second video covers BSA’s efforts to develop industry standards, guidelines and best practices and is designed to illustrate

and explain the standards and guidelines created for video production and distribution among the reseller community. [VIDEO]
For more information, log into the BSA online community at
www.BusinessSolutionsAssociation.com.

EDspaces Announces Travel Grants for School,
University Facilities Decision Makers
The Education Market Association (EDmarket) last month announced facility decision makers from 13 universities and community colleges and 71 schools and districts were awarded
grants to assist with housing expenses and conference registration for the 2017 EDspaces Conference & Expo.
The event, which takes place November 2-4 in Cincinnati, is designed to showcases the newest and most innovative products
for educational facilities.
“The approved grant projects vary in scope and function, including a youth employment and training center, a historic preservation of a 1914 elementary school, and even the conversion

continued on page 19 >>
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of a 1980s Wal-Mart into a community
college workforce building” says Jim McGarry, EDmarket president and CEO. “All
will be at EDspaces in search of product
solutions, design ideas, and education on
what makes the ideal learning environment.”
Visit www.ed-spaces.com for more information.

Managed Print Services
Assn. Announces 2016 Award
Winners
The Managed Print Services Association (MPSA) last month announced the
winners of its Global 2016 MPSA MPS
Awards.

Pentel_ID Mag August 2016 Ad.pdf

1

continued from page 18
The awards are intended to recognize
companies that have excelled in various
areas of MPS and were selected by a
panel of MPSA members and members
of the association’s Executive Committee.
Winners included:
• Best MPS Innovation Award—Clover
Imaging Group
• Independent MPS Plus Provider—
Xtandit
• Managed Print Infrastructure Provider—
Supplies Network
• Regional Managed Print Services
Provider—Xtandit
• MPS Software Provider—Print Audit
• MPS Professional Services Provider—
GreatAmerica Financial Services
• Direct MPS Provider—Canon USA
Winners were recognized at the 2016
Global MPSA MPS Awards Ceremony
earlier this month as part of the CompTIA
ChannelCon event in Hollywood, Florida.
7/20/16

10:54 AM

Smead Names Casey Avent
Company President

Smead Manufacturing has announced the
promotion of Casey Avent to president of
the company. The appointment was effective July 1, 18 years to the day after

continued on page 20 >>

C

M

Y

CM

MY

CY

CMY

K

www.shareyourpoint.com/index.php

AUGUST 2016

INDEPENDENT DEALER

PAGE 19

Industry News

continued from page 19

Casey’s mother, Sharon Avent, became
Smead’s president and CEO. Today, the
company said, Sharon believes the time
is right to turn over this important role to
her son.

In his most recent position as senior product strategy manager, Taufen was responsible for identifying, developing and executing key strategic initiatives for Safco’s
product development department.

“Casey has had a long, diverse and successful leadership career with Smead,”
Sharon said. “He has worked in many
roles within our company which has prepared him well for this important position.
He has proven to be an expert in the industry and a strong leader.”

“I am very excited to have Matt lead our
sales team,” said Paul Griffiths, Safco
Products general manager. “He has distinguished himself as a strategic and passionate leader with a broad knowledge
of Safco’s business, including strategy,
product design and development, sales
and supply chain. He will be a great asset
as we move into the future.”

Since joining the company in 1996, Casey has worked at Smead in supply chain
management, sales, marketing, and national accounts for Smead’s S&W Manufacturing division.
In 2013, he moved to Smead headquarters as vice president of sales and was
subsequently promoted to vice president
of sales and marketing in 2015.
“Casey will be the fourth generation of my
family to lead Smead Manufacturing and
I look forward to training him on all aspects of the company’s operations,” said
Sharon. “I will continue as chief executive
officer and look forward to working with
Casey on a daily basis to lead Smead into
the next generation.”

“We are thrilled to welcome Sam to the
Fellowes organization, said Fellowes
president Mike Parker. “He is a high caliber and highly capable individual who
strongly aligns with our core values and
shares our commitment to driving mutual and sustained growth for Fellowes and
our reseller partners.”

New Sales Director at Safco

Fellowes Brands last month announced
the appointment of Sam Richardson to
the role of vice president of North American sales.

AUGUST 2016

Clover Launches New
Corporate Website, Renews
Lease at Van Nuys, CA Facility
Clover Technologies Group, parent company of Clover Imaging Group, Clover
Wireless and Clover Telecom, announced
last month the launch of a new, enhanced
Clovertech.com platform that it said consolidates all of its global business units
into one intuitive, content-rich website.

Fellowes Names New VP of
North American Sales

Richardson comes to the company after
holding senior sales and management
positions with Lexmark and International
Paper. He spent the last six years at Hewlett-Packard, where he recently served as
vice president and general manager of
U.S. Enterprise Sales.

Taufen is taking over the director of sales
role from Scott Iannazzo, who announced
his retirement in March. Iannazzo will be
taking on a part-time role to further develop Safco’s strategic partnerships in their
channels, the company said.

Safco Products last month announced
that company veteran Matt Taufen has
been appointed new director of sales.
Taufen began his career at Safco 19 years
ago in product development and has taken on several roles during his career at the
company, including a national sales position where he managed several of Safco’s
largest customers.
INDEPENDENT DEALER

Partners, media and investors are now
able to stay informed of the latest company news by accessing press releases and
news articles for all of Clover’s business
units in one central archive, the company
said.
Clovertech.com also features an interactive map that enables users to explore all
of Clover’s 60 locations in 18 countries as
well as in-depth historical performance
data and sustainability reporting.
Separately, Clover also announced last

continued on page 22 >>
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month it has renewed the lease at its Van Nuys, California facility
through the end of 2019.

with this new program, our dealers can custom-design any of our
in-stock chairs with just a single purchase order.”

The Van Nuys location will continue to be a central part of CIG’s
U.S. distribution as well as manufacturing and packaging, the
company said. The facility is also a key research and development center for color and monochrome toner.

Under the renewed textile Grade-In & COM (Customer’s-Own-Material) Program, clients can select alternative textiles for all of
OFM’s in-stock seating from a wide collection of fabrics by CF
Stinson, Momentum, Mayer, Culp Contract and Douglass Industries.

OFM Expands Furniture Fabric Offerings
Office and school furniture manufacturer OFM announced last
month it has partnered with five leading fabric companies to expand its upholstery options.
OFM said it renewed its existing program to help better meet the
needs of customers wanting more design options beyond OFM’s
current selection.
“Our renewed fabrics program makes it easy to choose from hundreds of high-grade upholstery on nearly every seating option we
offer,” said Blake Zalcberg, chief executive officer of OFM. “And

After making their selection, customers can use OFM’s purchase
process to arrange to have the correct amount of fabric sent directly to OFM to be applied during the manufacturing process,
allowing them to have just one purchase order for the entire
transaction from the product choice to the textile upgrade.
The average lead time is 10 to 12 weeks from the arrival of the
fabric at the factory, OFM said, and all patterns meet standards
set by the Association for Contract Textiles and the Business +
Institutional Furniture Manufacturers Association.
For more information, visit www.ofminc.com/Grade-In.asp.

continued on page 24 >>
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VendorUPDATE:
Safco® Products’ newly launched collection,
Safco Active™, pushes the limits of modern
furniture by challenging the assumption that
sitting behind a desk all day is the only way
to work. Your body was built to move and
we think it’s time your workspace did the
same. By providing you the tools to make
healthy happen, we allow everyone to become more active during their day. When
you aren’t confined to traditional ways of
working, you create small changes that add
up to make a big impact on your work and
life. By building a movement rich environment, you can make a dynamic workspace
where you can continually be active focused
and more productive.
You are Safco Active.
As more information is made available on the adverse
health effects of prolonged sitting, people in offices
everywhere are looking to alternative products that
provide more activity to create a healthier and better
space to work. Standing desks are increasing in popularity; However, standing alone is just one portion of
the total active solution. Ergonomists agree, saying
it is important to strike a balance between sitting,
standing and movement throughout the day. More
specifically, ergonomists recommend that for every
30-minute period, people spend 20 minutes sitting/
leaning/perching, 2 minutes moving and 8 minutes
standing. Safco Active’s line of perch seating allows
you to use your standing-height desk more frequently
and more comfortably because they are ergonomically designed to help reap the benefits of standing while
maintaining the comfort of sitting for the best of both
worlds. Safco Active also provides other active seating and a variety of desk options. Additional Safco
Active accessories such as the Footrest and Movable
Anti-Fatigue Mat complement standing-height desks
and active seating wonderfully.

This new collection, debuted recently at NeoCon, showcased an assortment of new products including the Zenergy™
Swivel Ball Chair, Twixt® Chair, Pivot by Focal Upright™ and Mobis® by Focal Upright™, along with complementary
tables, desks and accessories that provide a total active working solution.
For more information on Safco Active™, please visit www.safcoproducts.com/safcoactive

Industry News
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Zebra Pen Rolls Out New Packaging Design

vating factor behind the change, it added.

Writing instrument manufacturer Zebra Pen Corporation has unveiled new designs for its packaging. The redesign efforts come
as a way to help consumers make the connection between products and brand more easily, the company said. Establishing a
kind of uniqueness and identity on-shelf was also a large moti-

“At Zebra Pen, we believe packaging to be one of the most important identifiers of brand that consumers have,” said Zebra
Pen director of marketing Ken Newman. “Our new, high quality
designs are something we hope customers will love as much as
we do.”

Looking to Strengthen Your Industry
Knowledge? Join a NOPA Committee Today!
Committee members play a vital role in driving
the organization's future and in ensuring a
stronger tomorrow for Independent Dealers.

What committees exist?

• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!

Find out more by visiting www.nopanet.org!
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NOPAnews

NOPA and BSA Help Chart New Horizons
with the Federal Government
The world’s largest customer, our federal government, plans to
dramatically adjust the way they buy imaging supplies, office
products, equipment and furniture. Below are two different perspectives on the proposed changes.

n Manufacturer Perspective on GSA’s Data
Improvement Initiative: Steve Noyes, Clover
Imaging Group
The GSA’s Common Acquisition Platform (CAP) and the Acquisition Gateway, will help federal government buyers from all agencies act as one acquisition community. This online-hub will serve
as THE destination to aggregate information. It will enable chief
acquisition officers (CAOs) and any of the thousands of GSA
credit card holders to compare and shop.
The CAP has been compared to a “shopping mall” that could
eventually host all the government’s “stores” or purchasing vehicles, including the 46 million-SKU Multiple Award Schedule
(MAS), the Veterans Administration (VA) schedules, the Federal
Strategic Sourcing Initiative (FSSI OS3) and more.
The Formatted Product Tool (FPT) will govern how product is featured on the CAP. BSA and NOPA have met with the GSA and
established an advisory panel. Among the topics explored is how
the BSA uniform guidelines can contribute to the categories recognized by the Formatted Product Tool (FPT).
Harbored within the BSA Approved Standards and Best Practices resides the existing library of data created by Trade Services and the Office Products Industry Data Standards initiative
(OPIDS). A goal has been to improve data integrity as reported by
GSA to the SSQ, XSB Warwick, Price Reporter and ECi.
On June 23, the GSA published the final rule implementing Transactional Data Reporting (TDR) for the Federal Supply Schedule (FSS) program, Government Wide Acquisition Contracts
(GWACs) and other government-wide contracts.
See the final rule on transactional data reporting. This will enable the GSA to harvest the big data that will help with predictive
analysis and provide increased transparency through public reporting.
For example, this is the dashboard for FSSI OS3.
AUGUST 2016

We have learned GSA intends to offer a similar dashboard for all
37 of the MAS by the end of July, with greater detail to sort by
the end of August.

n Dealer Perspective on GSA’s Data Improvement
Initiative: Mike Tucker, The George Allen Co.
For years, dealers who sell to the federal government have struggled with getting modifications approved for their GSA contracts.
Routine updates to add or delete products, change prices or correct descriptions, units of measure, etc. can drag on for weeks
or months.
Fortunately, GSA now recognizes the problem and has created
a task force made up of GSA management and experts from the
office products industry to develop solutions to this database
nightmare.
By adopting BSA industry standards and other suggestions
from the industry, GSA is making extraordinary improvements
to its database which will benefit independent dealers in a number of ways.
Margins will improve as dealers will not be asked/required to
match prices that are based on products being substituted using
manipulated data. Data uploads will take less time to submit as
GSA’s submission templates will match standards in place with
our wholesaler and manufacturer partners.
In addition, requirements for SIP uploads after mod approval will
be eliminated. Delays in these uploads often cause approved
mods to not be visible on GSA Advantage, leading to other significant administrative problems.
A key to maximizing success in this vertical is cultivating a network of contacts. The fellowship of partner manufacturers and
dealers helping dealers has been a hallmark of NOPA.
Two contacts that should be on the top of your list are:
- Paula Kreuzburg, IOM, managing director, Independent Office
Products & Furniture Dealers Alliance and executive vice
president, Business Solutions Association (PH: 410-931-8100;
Email: paulak@clemonsmgmt.com)
- Paul A. Miller, Miller/Wenhold Capitol Strategies.
(PH: 703-383-1330; Email: pmiller@mwcapitol.com).
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WHEN POLITICS AND GOVERNING COLLIDE:

The Unintended
Consequences for
Small Businesses
and Tax Payers
By Paul Miller

Just as the Democratic and Republican parties are struggling for direction, so too are
small businesses with how the federal government buys its goods and services.
According to polls, most people feel the two major parties haven’t been listening to their
constituents for years. They say that’s a key reason why we are swimming in trillions of
dollars of debt, why we are struggling with inefficiencies that have stagnated our economy and why government appears to work for a small few and not the masses.
The same can be said when it comes to small businesses trying to compete in the federal marketplace.
For small businesses, the bureaucracy has gotten too big. The process is skewed to a
certain few and there are too many redundant programs.
Add to all this a shortage of trained procurement officials and it’s hardly surprising that
many small businesses have dropped out of the federal market, just as the same types
of problems have caused millions of people to drop out of the civilian workforce.
In 2006, I sat in a Senate Small Business Committee hearing on small business procurement and remember then committee chairman John Kerry (D-MA) telling the audience
we need to do whatever we can to bring our veterans home, set them up with businesses and buy from them.
Sen’s Kerry’s statement made me drop my head in disappointment. Don’t misunderstand me. My father is a veteran and I believe strongly that we need to do whatever we
can to support those who defend this great country.
But the Senator’s comments set the stage for fraud and abuse in the procurement process in the form of pass-throughs, which NOPA has been fighting against for years.
Sen. Kerry’s comments may have been well intentioned but they only served to complicate an already complex procurement system and ushered in too many unintended
negative consequences that cost jobs and revenues to local communities.
Today, we find ourselves in a very similar situation with a new Supreme Court ruling in
Kingdomware Technologies, Inc. v. United States.
In this case, the Supreme Court ruled that the Veterans Administration (VA) is required

continued on page 28 >>
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Washington Update
to use non-competitive acquisition procedures for all acquisitions when there are
two or more veteran-owned small businesses (“VOSBs”) offering the requested
goods or services.
Prior to this ruling, the Veterans Administration had discretion to determine whether or not offers from VOSBs would be given
preference over competitive offers based
on the VA’s annual goals for working with
that particular category of supplier.
In essence, this ruling replaced the VA’s
contracting goals with a mandate to contract 100% with VOSBs.
The universal application of this so-called
“Rule of Two” will have a devastating effect on small businesses who are currently
supporting the VA. Non-VOSBs are now
shut out of bidding on $18 billion in contracts, even when they can provide lower
prices or better service.
The “Rule of Two” was created by Congress to help the VA meet their spending
goals, not to replace them.
You don’t even have to be a qualified
VOSB. If you have VOSB status, you are
being guaranteed business.
This ruling will also lead to an increase
in the number of pass-throughs. There is
simply too much money to be made by
finding a way to compete—whether it is
legit or cheating through a pass-through.
The Supreme Court’s interpretation undermines the original intent of the law, the VA’s
own interpretation of the statute, the use of
the GSA FSS and the competitive bidding
process that ensures a fair and reasonable
price to the government.
I understand the intent of all these goals
and socioeconomic designations, but the
time has come to revisit all of them in the
name of efficiency and competition. The
Kingdomeware case creates a system
where the government picks winners and
losers and decides which small business
are successful and which ones fail.
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The government’s role should not be to
pick winners and losers or dictate prices.
This is what competition is for.
This is one area where the federal government should run like a private sector
business. In the private sector, if your price
is too high or your customer service isn’t
good, then consumers usually go somewhere else.
Today, consumers have so many options
that if they can’t get the price and service
they need from you, then they will find
someone else who will meet their needs.
The federal government is different. The
federal government has a say in what you
sell your products to them for.
Even after you sign a contract and agree
with the federal government on a price,
they can come back to you and force you
to lower your prices because (based on artificial analysis) they believe your price isn’t
a fair market price.
The government also may not be able to
shop around like you can in the private
sector because of the limited pool of vendors in a program like Federal Strategic
Sourcing.
NOPA has long advocated for inclusion of
more buying options for the government.
Competition will drive price and decide the
winners and losers, which means savings
to the government and tax payers.
Today, we need to simplify the procurement
system, not make it more challenging. The
Rule of Two needs to be eliminated and replaced by small business competition.
Instead of the government spending so
much money on new programs like the
Rule of Two, how about we spend that
money on streamlining the procurement
system so that it is less regulation-driven
and more competition-driven?
How about we create a system that allows
for more small business competition, not
less?

that will have negative unintended consequences and the government simply isn’t
considering them in order to check a box
with one group over another.
We won’t see the government come to the
aid of impacted small businesses. We will
only see the government bury its head and
say they are doing the right thing.
Just as in our presidential election we have
seen an anger among voters, we have
seen the same kind of anger among small
business owners and operators with government and our complex and outdated
procurement process.
The difference: In our political system we
can band together and select a new candidate, while with our procurement system,
we are stuck with bureaucrats who haven’t
been willing to listen and who have never
run private sector businesses.
Despite their lack of private sector experience, these bureaucrats are in charge of
running the federal government, which is
the largest business in the world!
None of this is a recipe for success. It is a
recipe for a procurement system that will
continue to be driven by complexity and
not commonsense solutions and competition.
It is a recipe that not only puts the vast
majority of small businesses at a serious
disadvantage. It also eliminates the possibility of our government benefitting from
the kind of cost savings that private sector
buyers enjoy from a free market. With the
exception of a select few, everybody loses!

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.

The Rule of Two is one of those decisions
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As independents gain more expertise, they’re winning
more sales of janitorial products and finding a great way
to offset declining sales of more traditional office items.
continued on page 30 >>
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Like many independents at that time, Kennedy Office in Raleigh, North Carolina, started to emphasize janitorial products in 2009. “We landed a big customer and scrambled
to figure out how to do it right,” says Charlie Kennedy, vice
president sales and marketing. He says janitorial products
account for roughly 10% of company sales and have been
growing 15-25% per year. He sees sales of janitorial products growing even faster over the next several years and
expects them to reach 20% or more of the total volume at
Kennedy.
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Great River Office Products in Minneapolis, started to emphasize janitorial sales around the same time. “We started
when the wholesalers began pushing it,” says Dan Schmidt,
vice president. The message from the wholesalers was that
the market place was evolving. “Where you used to sell
message pads and typewriter ribbons the technology was
changing,” says Schmidt. “As everything went digital, you
had to look at other products to sell.”
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“We have always sold JanSan products from the time we
started the company because those were items that were
available through our wholesaler,” says Jamin Arn, president of OfficePro, Janesville, Wisconsin. But the emphasis
became more serious seven or eight years ago. “It was an easy
add-on,” he suggests.
When Arn says easy, he doesn’t mean that sales just came in on
their own. You have to acquire some product knowledge, he says,
but the competition isn’t that formidable. Traditional JanSan distributors typically lack user-friendly websites and the typical independent office supply dealer has much better tools to enable its
customers to enter orders online, says Arn. “The biggest reason to
grow JanSan sales is we already had the infrastructure to support
it and we already had the relationships. It was just a matter of asking for the business.”
At Witt’s Everything for the Office in Tehachapi, California, the conversion was a little more recent. “About three years ago, we were
looking for another secondary market to pursue,” says Ross Amato, second-generation owner at Witt’s. “We started to get requests
from customers and a couple of us attended a seminar through
United Stationers at that time, where we garnered some product
knowledge and some ideas on how to sell it.”
Office Specialists, Inc. (OSI), Galesburg, Illinois, began a serious
pursuit of janitorial products about five years ago. “It seemed like
a logical move,” says Randy Conlon, co-owner. “At the time the
AUGUST 2016
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Kennedy sees janitorial supplies as the best add-on to
make up for declining sales of office supplies. “We have
to find other products because sales of traditional supplies
are declining,” he says, “and the wholesalers and buying
groups are making it easier for us to learn.” Kennedy recently sent his entire sales team, in two groups, to S.P. Richards’ OnPoint training. That move helped solidify product
knowledge among his sales staff, he reports.
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wholesalers were getting more on board and began to offer their
own JanSan catalogs. We were having customers ask us for basic
products so it seemed like a logical time to tie janitorial items with
the office products side.” Janitorial sales at OSI have more than
doubled in the last three years, and Conlon expects them to double again in the next three years.
Conlon suggests that the difference between the two markets
amounts to differences in technology. The office supply world has
become so automated, he says. “Everything is online and most
of our clients order online.” Most small janitorial suppliers aren’t
computerized and orders tend to be handwritten. “Our guys all
have iPads,” he says. “Out in the field they are able to show product that way. Most of our JanSan products are online so our customers are able to buy them right along with their office supplies.”
Online availability became even simpler for OSI when its first-call
wholesaler, Essendant, added its Lagasse offering to its primary
product platform a little more than a year ago. Before that took
place, says Conlon, OSI was buying janitorial products separately
and there was practically no product content available. “Now they
have put it all under one umbrella and providing images of all those
products,” he says. “When customers place an order online they
can just add a case of toilet paper.”
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Ease of ordering might be the biggest differentiator
between the independent office dealer and his janitorial supplies counterpart but it’s certainly not the
only one. “We do a lot of inventory management for
our customers,” says Arn. The office supply salesperson sets the customer up with an online list of
favorites, for both office supplies and janitorial supplies, and the customer is no longer dependent on
the janitorial sales rep to place an order. “Offering
an inventory management program and creating
online lists for these companies to order off makes
it super convenient,” says Arn.
Product knowledge is another key differentiator
between the two markets. “Knowing how to use
the products is the key difference,” says Charles
Scales, president of Greenville Office Supply (GOS)
in Greer, South Carolina, where facility supplies
have experienced double-digit growth for the past
three years.
To satisfy the requirement for product knowledge,
Scales appointed one of his sons to concentrate
on JanSan sales. The younger Scales has spent
the last three years learning the intricacies of product applications. Scales knows his salespeople
who sell everything aren’t likely to pick up the requisite product knowledge for all the different items
in his JanSan offering.
Scales contends that a lot of janitorial suppliers,
along with their customers, have gotten comfortable with certain products and no one has given
them a reason to learn more about the process or
to consider making a change.
“What they use seems to be doing a good job for
them, but they haven’t considered if there is something in the market that could do even better,” says
Scales. “No one has been out there teaching that.”
In the last year, GOS has started to buy its chemical products direct and his son, the specialist, has
been working with a technical representative from
his chemicals supplier to get some customers to
reexamine their processes and the materials they
use.
“We have been trying to get into the schools and
finding they are locked into the ways things look,
how long they last and how much they cost,” says
Scales.
GOS sent its JanSan specialist to one of the
schools along with the technical representative
from its chemicals supplier to do some fact-finding, and the results were eye opening. “The school
wasn’t even mixing the stripper from a competiAUGUST 2016
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tor correctly!” reports Scales. “The more we learn
about situations like that and the more we go in
and demonstrate a better way and better value,”
he adds, “the more likely GOS will be able to add
new customers.”
Scales says the product he is selling, although
slightly more expensive, will save the customer
money and is easier to use. “At the end of the day
they will use less and have to apply it less frequently, so the cost will end up being better,” he adds.
“But that is going to be a long education process.”
“The biggest difference [between the two markets]
is with office products you sell a program and with
janitorial you sell a product,” explains Kennedy. It
comes down to how much the typical person understands about the products being ordered. “Everyone know what a Post-it Note does and what a
pen does,” he explains. There is no real education
involved with office products, so Kennedy salespeople sell a program. They hand out a catalog
with the top 3,000 items and never need to explain
how any of them work.
However, when you move over to janitorial, Kennedy contends, more product sales are involved.
“You need to understand what your products do
and then educate the customer because they need
to know which disinfectant they are going to use
or why they don’t need a heavy-duty trash can
liner because it isn’t the right choice and they are
wasting money.” At Kennedy Office this product
approach is more educational.
There is also the difference between the buyer on
the carpet and the buyer on the concrete, adds
Kennedy. If you are selling office supplies or breakroom you are usually talking to the same person.
“Then there is the facilities manager or warehouse
manager who is on the concrete who you talk to
about the janitorial supplies,” he says.
Virtually every independent reseller believes that
every office products customer and prospect who
is currently on their call list is a customer for janitorial supplies. “They are our current customers,”
says Steve Gerstenberger, co-owner at OSI. “They
are buying these products from some place, and
we should be the ones to provide those products
as a one-source vendor.”
OSI added a janitorial specialist about five years
ago in a memorable way: he just walked in the door
and asked if the company’s trucks were full every
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instrumental to our success,” says Conlon. He also supplied much-needed knowledge to help the OSI sales staff
succeed. Without that knowledge to back them up, he says,
salespeople would not have been comfortable asking for
the opportunity.
Amato agrees that virtually every business is a potential
JanSan customer. “What I run into a lot is the buyers who
purchase office supplies also purchase the JanSan,” he
says. “If they are comfortable with you on the supply side it
is usually an easy transition to make. Probably the biggest
issue we had is just the knowledge base,” he says.
Amato recalls one seminar he attended where the presenter
spent an hour talking about differences among can liners.
“I walked out of the seminar and my head was spinning,”
he says. Amato ended up hiring someone with a janitorial
background who understands how the products work and
that move has been helpful, he reports.
His specialist had been a janitorial supervisor for one of
the area school districts and is expert in product usage. He
works as a driver at Witt’s, “but if someone calls and has a
question we can kick it around and find an answer pretty
quickly with his help,” Amato adds.

When Witt’s salespeople are out on a call it’s typically office
products or office furniture that gets them through the door.
PLATINUM FRAME,
2’ X 3’ SIZE, MAGNETIC,
“Usually the next question is going to be where do they get
WILL NOT STAIN OR GHOST
their cleaning supplies,” says Amato. “Or we do a recon trip
QRT-85279
wittsonline.com
TEHACHAPI 661.822.6760
to the bathroom.” He says at the onset customers are prePrices good through 5/31/16
ANTELOPE VALLEY 661.723.9488
sented with all of the products that Witt’s has to offer, where
alliances with the wholesalers and buying group make the
time they left the dock. “We said no,” says Gerstenberger, “and he
offering competitive. “We are running into very little resistance
said, let’s fill them.” He had worked in the janitorial supply industry
where we can’t be competitive. There hasn’t been a project yet
for nine years and was looking to come on board at OSI and create
where we had to scratch our heads and wonder how to beat the
its janitorial supplies division. “He offered to bring that industry to
competition.”
us and we took him up on his offer,” recalls Gerstenberger happily.
Expanding sales to include janitorial products is within the skill set
The JanSan specialist at OSI operates as the sales manager for
of any office products dealer, adds Amato. Wholesalers have been
janitorial products. When opportunities come up that are too comoffering separate facility supply catalogs for a number of years and
plex for the existing sales team to handle, the specialist will go out
those marketing tools offer a great way to let customers know that
on a call, demonstrate his expertise and close the sale. He immeJanSan products are available.
diately took on his own book of business and opened up some
new customers for OSI. More recently he has also started to sell “Customers see the offering and think of us as more than just an
office products to his janitorial customers.
office supply dealer,” he says. “The catalog drives home the point
that we can pretty much get them anything they need.”
The OSI specialist added restaurants and schools to the private
businesses and doctor’s offices that were already on the customer Offering free dispensers is an easy way to bring new customers
list. “We were able to blend all those businesses,” says Conlon. “It on board, says Amato “We tell them that we will swap out their
doesn’t matter if you are a doctor, a school or a restaurant, you still current dispensers and everything will be brand new,” he explains.
use toilet paper so to me everyone was our customer. We could It’s not unusual to find that in some businesses every restroom has
put it right on the online platform and provide single-source ser- a different brand of towel with a different dispenser as they were
vice from the standpoint of one delivery and one invoice.”
all bought at different times. “We tell them that we can save them
money by going to less expensive hand towels. With the manuConlon insists that the services of a specialist are critical for a
facturers basically giving dispensers out for free it’s easy to throw
reseller to achieve success in janitorial sales. “He came in and
some on the wall and have the customer locked in for a while.”
told us those items we definitely needed to stock which has been
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No matter how you define it, single sourcing plays a significant role in converting
customers to buy janitorial supplies. It is
simply a matter of convenience. “Reducing the number of different people customers have to work with plays a large part,”
says Arn. “I don’t care who you are, when
a truck backs up to your dock there is a
cost.”
Many customers don’t take these costs
into consideration when evaluating vendors yet Arn insists that every company needs to look at how much time they
spend managing the ordering process.
“When I say managing, I mean checking
inventory, placing an order, receiving and
checking an order and cutting a check to
that supplier. There is a paper trail for everything that is done.”
Being able to provide customers with janitorial items in addition to the office products it sells is one of the primary motivators that propelled Daniel Office Products,
The Woodlands, Texas, into the JanSan
market. “We were able to offer customers
a one-stop shop,” says Bob Daniels president. “These products just give customers another choice. We are able to supply
their cleaning, breakroom, office products,
technology supplies and furniture all from a
single source.”
When customers shop on Amazon or other online sources and just expect boxes to
show up at their dock or at their front door
that puts a slightly different spin on com-

petition. “A lot of times people will call up
and ask if we can match an Amazon price,”
says Amato. “They would rather buy from
us but the Amazon price is cheaper. If we
are already selling them supplies, a lot of
the time we just match the price so we can
stay relevant to them and make sure they
know we are competitive.”
Buying from wholesalers enables resellers
to expand their janitorial offerings without
building excessive inventory. “Both wholesalers have pretty wide offerings, a lot of
the time the price is right and you don’t
have to meet minimums,” says Amato.
Both also have an expert on staff that dealers can call at any time. “Several times I
have shown them customer lists from the
janitorial distributor and they have given
us back a list of comparable products we
could offer,” he reports.
Daniels says that one of the biggest challenges he faces is with larger, multi-story
office buildings. He sells office supplies to
the companies housed in those locations
but when it comes to janitorial products,
they are often provided by building management as part of the cleaning services
offering and the companies leasing the
space are not involved.
Where one dealer sees a challenge, however, another sees an opportunity. At Great
River Office Products, Schmidt runs into
the same dilemma with customers who
rent their office space. “They don’t take
care of the bathrooms in the building,”

suggests Schmidt, “but they do have
lunchrooms and break rooms. Those facilities need towels and wipes, and we sell
those products there.”
Kennedy Office encountered the same
situation and went one step further. They
developed a thriving business with the
building service contractors (BSCs) who
clean those office spaces. “Our typical
white-collar clients in high-rise buildings
don’t need our janitorial products,” says
Kennedy. “The only way we can get in
there is with the BSC.” He says there are a
surprising number of these cleaning companies in his area. His firm targets companies that clean up to 200 buildings, but he
also takes orders from smaller operations.
“We just won business from a BSC because of our ability to offer two main
services,” continues Kennedy. Because
Kennedy breaks cases the BSC only had
to purchase one bottle of bubble gum remover. The cleaning contractor probably
only goes through one bottle in a year and
would prefer not to purchase a whole case.
Kennedy also breaks down orders and
delivers them to a variety of locations.
“Instead of having the order come to his
warehouse and having to distribute it himself, we take it to all of his locations. We
explained that our prices would be higher
on some items because he wasn’t buying a
case, and he was fine with that.”
In some markets the demand for green
janitorial products is noticeable. When recycled paper products first hit the market
there was a fair amount of interest until
customers learned the price, says Conlon.
“There are still a handful of people who are
strong proponents he says.
“On the other side of that,” adds Gerstenberger, “manufacturers have naturally
trended in that direction with their standard
products so there has been an integration
of green properties. But folks still tend to
look at the bottom line.”
In California, Amato says that about 30%
of Witt’s customers look for recycled products and more natural chemicals. With the
schools Amato sells to, there is a prefer-
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ence for greener products without harmful
chemicals that are safer for the children.
“We try and offer them that alternative,” he
says.
“We have worked with one manufacturer
on some green chemicals that we have
blended to our specifications,” says OSI’s
Gerstenberger. One of the products is a
hand soap for dispensers. “Our specialist
was having issues with the off-the-shelf
product that dripped, so he had them
tweak the formulation and tweak the fragrance,” explains Conlon.
All of these custom chemical products
have been private labeled with the company’s OSI Pro brand. “We brand a lot of our
common items, like our copy paper, with
the OSI Pro logo,” says Conlon. It keeps
the company name in front of customers,
he adds, and helps guarantee that they call
OSI when the time comes to reorder.
When faced with competition from JanSan
distributors, one of the biggest challenges
that GOS faces is credibility. “Customers
want to know how we know about these
products or tell us they already buy from
someone else,” says Scales. Unless he
can solve a problem or offer a better value he may not be able to break through.
“We have a good solution for toilet paper
and paper towels so then it just becomes a
pricing issue,” he says.

When he couldn’t get the deal he wanted from major national suppliers to stay
competitive with janitorial paper products,
Scales went direct with a secondary paper supplier. “We didn’t want to just be a
me-too on paper products,” he says. “We
wanted to take something to market that
showed value and allow us to compete on
price. The supplier’s market knowledge
and its pricing were the main considerations.”
Kennedy Office has also sought out direct
suppliers to differentiate its offering from
the competition. “We are not relying solely
on the typical office product suppliers but
also finding other direct vendors,” explains
Kennedy. “It makes us more competitive
and also pushes our primary suppliers to
become more competitive,” he adds.
Kennedy says that using alternative suppliers differentiates his line from what everyone else offers in the marketplace. “It gives
us a little bit of an edge,” he points out. “It
doesn’t close the door on competitors, but
it helps a little.”
Besides the added volume, if a reseller understands the market it’s possible to get
better margins selling janitorial supplies.
“With chemicals, you get the best margins
out of concentrates compared to ready-touse,” says Arn. “You get your best margins
out of private-label paper products—what

I call stuffers—that you can stuff into anyone’s dispenser. If you have a proprietary
dispenser, typically your margins aren’t
going to be as high but your business is
protected.” Also having a relationship with
a paper supplier, he adds, can enable a
dealer to gain a better understanding of
the machinations of the janitorial paper
market.
Kennedy contends that when the office
products reseller begins to sell janitorial
supplies to a customer, sometimes more
clarity is added to the transaction. Typically, an invoice from a janitorial distributor might include an entry such as “Paper
Towels $50.00,” without any further detail.
“It doesn’t say how many paper towels
were in the box or how long the rolls were,”
says Kennedy, “and that is kind of on purpose to make it hard to shop.”
Office products resellers, he adds, tend to
offer some standardization, and that leads
to greater trust. “That helps us get their
ear,” says Kennedy. “We can educate them
and tell them here is what we are going to
sell you consistently.”
Schmidt suggests that one of the biggest
obstacles to growing janitorial sales at
Great River is the way that some vendors
choose to allocate sales of their products.
“When they limit what lines we can and
cannot sell, that doesn’t help us,” says
Schmidt. Instead of protecting how the
JanSan world operates today, he suggests, they need to open up products lines
and truly support the office products reseller channel.
Office products resellers have been actively selling janitorial supplies for the past decade. In that time many have succeeded to
become a competitive force in the marketplace. What’s next? Inevitably that growth
and expansion will continue as they become even more adept at taking their more
advanced marketing and sales techniques
to the janitorial buyer.

Michael Chazin is a freelance writer specializing
in business topics based in Glenview, Illinois. He
has been writing about the office products industry
for more than 15 years. He can be reached at
mchazin503@comcast.net
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Time to Put to Rest the ‘Cold Calling is Dead’ Myth
By Marisa Pensa
There has been quite a bit of chatter recently declaring, “Cold calling is dead!”
But is it? Before we can answer this, let’s
look at how we actually define a “cold
call.”

you want to call. Nothing encourages
procrastination like sitting down to
call without a plan. With a plan, you’ll
get more calls made in less time, and
you’ll stay focused.

My definition, and one I think most people
would accept is as follows: Any unsolicited call made with the goal of new business development.

2. Schedule time in your calendar each
and every day to do these types of
calls. I know. You have heard this before! But, I’m not asking you to block
out several hours. If you dedicate just
15 minutes in the morning and 15 minutes in the afternoon, you can knock
out ten calls a day. If you make fewer
calls, that probably means you had
a quality conversation and moved an
opportunity forward!

Do you make “unsolicited calls?”
Most of us make unsolicited calls but we
would not dare call them cold calls. We
make calls to targeted prospects, to existing accounts, to lost accounts, to prospects in a new territory or to companies
with new contacts.
We also make calls to existing customers
to talk about the safety category, furniture,
or your MPS solution. And in some cases,
we make cold calls to complete strangers.
And it works!
So, why so much chatter about it not
working?
Frankly, it might not work because we
simply stink at doing it! That was certainly
true for me. There is an art to successful
cold calling, but there is also a process to
it. So here are five tips to refine your cold
calling process:
1. Have your list ready. The day before,
make sure you have the companies,
names and phone numbers of those
AUGUST 2016

3. Be specific with your objective for
the call and stick to it! This is where
scripting can help you. Remember, you
are doing interruptive marketing. The
person you are calling is not waiting
for your call. Have a call “roadmap”
and get to the point quickly. If you
have been a part of our training, here’s
a refresher; “How’s Tuesday at 2:00?”
(For more tips on scripting, or your
recipe for sales success, contact us at
www.methodsnmotion.com).
4. Don’t get discouraged when you get
a “No.” Remember, we are in the
business of getting “No’s” and we all
need to master the turnarounds to the
most common negative responses.
You know the ones: “We order through
INDEPENDENT DEALER

corporate,” “We just buy from whoever is the cheapest.” “We have an
account with Staples and are happy.”
Those responses should not catch
you by surprise. Be sure to have a
prepared (not robotic) way of turning
them around and staying in control! On
the flip side, when you get a yes, you
will sound positive, so make a couple
more dials. People love to do business
with people who love what they do…
so, sound like you do!
5. Post above your desk the last three
accounts you won as a result of an
unsolicited call. Need some added
motivation? For the first five years I
was in business I kept a sticky note
within view with the names of the last
three cold calls I made that eventually
turned into great accounts. It helps!
In sales, we cannot stay in business without maintaining and growing the business. Cold calling can be a critical part
of accomplishing that goal. Have a plan,
a roadmap and a list and carve out the
necessary time. Your paycheck will thank
you. Good selling out there and go pick
up the phone!

Marisa Pensa is president of Methods in
Motion, a sales training company whose focus
is to help sales teams implement and sustain
measurable improvements in the most critical
aspects of sales. For more information, visit
www.methodsnmotion.com.
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ANNUAL PLANNING:

The Where, Why, What, Who and How Much
By Janet Collins

Paul says to Sue, “I guess we should start
putting together a budget for next year.”
Sue responds, “Yeah, let’s plan for 10%
growth in sales and 5% improvement in
gross margin.” Replies Paul, “That sounds
good, we are due a good year.” And, behold, the plan is complete!
Of course, Paul and Sue really have no
clue how they’ll accomplish these big
hairy goals but they are very optimistic
and hopeful.
In situations like this, a colleague of mine
always chimes, “Hope is not a strategy
and denial is a river in Egypt.” Simply
hoping that by establishing goals you’ll
achieve them is wishful thinking. The plan

sounds good on paper, but just hoping it
will happen requires a bunch of luck and
good fortune.
Since we all aren’t as lucky as Paul and
Sue, we need an alternative, more realistic
approach and the willingness to take the
time to really plan.
What Paul and Sue established as goals
are sound and actually represent a pretty
good first step. Let’s call it the where step.
Where do you want to end up? But, don’t
stop there.
If you want to have a chance of achieving
those targets, also think about why it will
happen, what it will take, who has to do

what, and then how much it will cost. Answering these simple questions—Where,
Why, What, Who and How Much—creates a structure for a robust and actually
achievable annual operating plan.
Before diving in, we should probably distinguish the annual plan from a strategic
plan. You may also have a strategic plan
which outlines your company’s strategy
for the next 3-5 years and probably takes
more time and discussion than the annual operating plan. The annual plan is the
one that often gets short changed. We get
caught at the end of the year without a
specific plan for the next twelve months
and we rush to put something together

continued on page 43 >>
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so we can start the year with a forecast built into the software
program.
Paul and Sue, for example, focus on the budget only, just to get
it done. But that’s backwards! How can you determine your detailed budget without giving thought to your key strategies and
objectives for the year? A better approach is to start as early as
possible and take the time to really think about next year.
Start with Where. Like Paul and Sue, start by establishing where
you want to end up. Start with sales. Your VP of sales can start
the process with a reasonable stretch goal (not too reasonable
and definitely a stretch). Look back several years and forward a
few. Where should next year be to achieve your growth goals?
For example, your dealership did $10 million in 2015 and you
are projecting a little downturn in 2016 while you experience a
decline of core office products and begin to ramp up breakroom
and accelerate furniture. Map that out in a simple chart in Excel.
If your goal for 2017 is a 20% increase over 2016, where will it
come from? Your chart will help you know immediately whether
your goals are achievable. You can do this for customer segments, product categories or even locations (See the 2017 Sales
Planning Chart on page 42).
Then, with the sales goal in hand, create goals for gross margin
and overall net income. A chart for these can help check the reasonableness of these goals as well.
Then ask Why. Why do you think you can achieve the goals you
just established? “Why” questions will help give you clarity on
the big issues and opportunities for your business. Ever heard of
the 5-Why test? Ask a question like, “Why are we growing?” With
that answer, ask “Why’s that?” With that answer, ask why again.
You get the picture. It’s a great way to get to the root cause and
really understand underlying motivations and explanations. This
would be a good exercise for the leadership team.
Start with big why questions. “Why aren’t we growing?” “Why aren’t we as profitable as we’d like?” Or even on the flip side, “Why
are we so profitable?” “Why are our customers so loyal?” There
are lots of why questions to ask about your business.
The outcome will be clear: a set of make-or-break issues that you
and your leadership team determine must be a focus next year.
Consider these your annual priorities that if we don’t focus here,
we will somehow lose ground or not advance as we should.
To run the business, not all of your activities will fall under these
3-4 priorities; however, building a plan around them enables you
to be proactive and keep key issues front and center.
Clarify the What. What do you intend to accomplish next year
related to these priorities? Set clear, objective goals for each.
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Grow the furniture business by 10%, add 25 new accounts, acquire another dealership, improve warehouse efficiency by 10%
(be sure you have a way to measure), reduce back-orders by 3%,
improve on-time or service delivery to 95% and so on.
It’s not just sales goals. Be sure to include operational goals or
even culture goals in your priorities. What gets measured gets
done!
Here’s where you can go back to the charts you developed and
make sure you have real, actionable plans to achieve your targets. If you are going to grow furniture by 10%, how will you do
it? What investment is required? Who owns it? And by when?
Identify Who will do what. To make sure your plan has legs, be
sure to include the leadership team early. I’ve found the best way
to ensure alignment is to ask the leaders for their own strategic
initiatives.
Given the organization’s pre-established make-or-break issues,
ask the leaders what they individually hope to accomplish next
year. Ask them, “At the end of the year, looking back, what will
you be most proud of?”
Share ideas publicly and if not aligned, another good discussion
takes place. In the end, be clear about who’s going to do what
and then cascade that thinking down throughout the organization with accountability at every level.
Then, and only then, talk about How Much. Establishing the budget is a necessary end result of the process. After everyone is in
agreement, create a more detailed annual budget. Make strategic investment decisions together.
Is the IT initiative more important than hiring a social media expert? Paul and Sue might have to decide if Sally in sales will make
it, and whether they’ll need to budget for a severance package.
Talk through the lens of your strategic priorities and you’ll make
sound decisions. It might take time to reconcile the details to
meet the targets for margin and net income. Don’t be discouraged. The exercise and discussions create engagement among
leaders and alignment for the plan.
Assuming your fiscal year is based on the calendar, by September you should be well on your way. Start in September, and start
first with Why, then What, then Who and finally, How Much. By
the Holidays, you’ll be ready to start the year with a robust (and
achievable) plan.

Janet Collins is strategic advisor to the Office Products industry, helping
organizations transform through focused strategy, the right people doing
the right things, and taking action to achieve results. She’s a coach, most
recently as president of GMi Companies, where she created a culture of profitable
growth, innovation, and accountability. For more information, contact Janet at
jcollins@tpstrategy.com, or visit at www.linkedin.com/in/collinsjanet.
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Are You Too Busy to Build a
Healthy Book of Business?
By Susan Mintmire

We all know the rules of building a stable and profitable book of
business:

the quote. If you get the order, 11% of $250 is better than nothing, isn’t it?

n Have many different customers of varying sizes.

Not necessarily.

n Sell “deep and wide” into each account.

How many of these transactional orders do you end up chasing
each day? Each week? Each month?

n Constantly prospect to open new accounts.

How many of them end up requiring a product return, a replacement, or a collection call?

n Have a strong customer retention program.
Simple, right? Not so fast. In pursuing these goals, you could
be committing some serious missteps that end up costing you
valuable time. Don’t fall into these traps:

1. Being an ‘Order Chaser.’

You know the feeling.
The email lands in your in-box and it’s one of your “cherry
picking” customers. They are ready to reorder their Kimberly
Clark C-fold towels, and have “generously” included you in
their solicitation of three bids.

No matter how hard you try to differentiate yourself, they send
every order out for bid, every time. Not only that, but you’re only
getting 2-3 SKUs from them, rather than a healthy product mix.
Breathing a sigh of frustration mixed with hope, you quickly pull
up your cost data on the SKU and determine where you think you
need to be in order to win the order. Sure, you’ll end up giving it
away at 11% GP, but it only takes a few minutes to put together
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These activities end up sucking the minimal profitability right out
of the order! You “feel” busy and productive investing time and
effort to chase these orders, but your efforts aren’t developing a
long-term, loyal customer.
To increase the long-term value of your business you need a diverse portfolio of long-term, mutually beneficial customer relationships. You must be purposeful in your efforts to diversify your
product mix and deepen your customer relationships to move
from “vendor” to “partner.”
Action Item: Run your customer purchase history reports. Look
for any that do not show a healthy mix of SKUs. Give yourself a
deadline to diversify your product mix within 90 days. If you don’t
meet the goal, either walk away or change your service commitment to the customer.
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Are you too busy...
2. Being a Jack of All Trades.
On the opposite end of the spectrum
from the “order chasers” are the dealers who have invested so much time
and energy into their top customers
that they have become a “jack of all
trades” for them.
Their customer relationships are deep and
wide, which is great! But there are hidden
costs associated with these relationships.
We’ve all done it. We’ve all been known to
source an oddball item from Walmart or
even Amazon for a special, important customer. We’ve all chased a custom job that
required three separate vendors, multiple
POs and an inordinate amount of time.
Would you have lost your customer if you
hadn’t said “yes?” If not, ask yourself this:
How many prospecting calls could you
have made during the time it took you to
drive to Walmart and back?

continued from page 44

Perhaps you’re afraid to say no because it
differentiates you from your competitors.
But working on peripheral jobs is time
consuming and makes for very busy days.
Running errands for your customers may
feel more important than cold calling,
prospecting or building new customer relationships, but ultimately it can be very
costly.
Action Item: Look at your book of business and identify those customers that
are both profitable and who are easy to
serve.
Identify what characteristics those customers have in common, and commit to
spending an hour each day prospecting
customers with similar profiles.
As you grow this side of your business,
you will find it easier to starting saying a
gentle and professional “no” to your highest maintenance customers.

Here’s the irony: The jack of all trades
dealer and the order chasing dealer have
something in common. They are both
spending time on the immediate and neglecting the important. Both are spending
valuable time on orders that are “empty
calories” with no long-term nutritional value.
Ultimately, your most profitable area falls
somewhere in between both roles. You
have to work hard to force yourself to
focus on the important rather than the
immediate. When you do, you will see a
greater return on your time investment
than ever before. You’ll see your book of
business become healthier, more diverse
and more profitable.

Susan Mintmire is president of OfficeZilla, LLC, a
franchise company providing a full range of supports
to help independent dealers adapt, grow and
thrive in the quickly evolving OP industry. For more
information, visit http://Opportunity.OfficeZilla.com.

Register Today For The
2016 BSA Annual Forum!
This year, the Forum will be held at
the US Grant Hotel Sept. 7-8 in
beautiful San Diego, California.

Everyone is talking about the Forum's new
educational track on online merchandising.
Find out more: http://bit.ly/BSA_AF2016 today!
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Who’s Your Fred?
By Troy Harrison

Most sales forces underachieve—and
that’s putting it kindly! Maybe yours does.
Maybe you don’t even know or understand how it underachieves. But, in my
25+ years of experience, few sales forces fully justify the time and effort that the
company invests.
The reason is simple. Their salespeople
spend way too much of their time making meaningless, agenda-free sales calls
on people who can’t buy and whose purchases wouldn’t move the needle if they
could. In short, they spend too little of
their time calling on their Freds.
I’ve been consulting with business owners and sales managers and training
salespeople for a dozen years now.
Sometimes, it’s hard for me to remember
what it was like to have a job working for
someone else. But if there’s anything I’ve
discovered in those twelve years, it’s that
those business owners, sales managers
and salespeople have an incredibly difficult time defining their “Fred.”
I don’t remember where I got this expression but I’ve been using it for a long time.
“Fred” is my shorthand name for my ideal
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target client. Not a client that I will accept,
mind you—but the ideal target for me.
I can ask the toughest questions of my
clients and get the straightest answers
but when I ask my clients to define their
Fred (and I explain what Fred means), I
get weasel words.
Why? I think it’s because we want to leave
ourselves a lot of opportunities to accept
non-Fred business (non-ideal business)
and that’s where we go wrong. If you want
to succeed in sales, figure out your Fred.
Let’s take a deep dive into this.
First of all, figure out who your BEST customers are. Notice that I said “Best,” and
not “Biggest.” The two are not necessarily
the same.
What attributes do you assign to your
best customers? I’d suggest that measurements like Profit, Growth, and Time/
Labor Spent to Service (TLSS) would be
big attributes.
A customer who is profitable for you,
grows well and has an acceptable amount
of TLSS is your ideal client.
Feel free to use your own measurements
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here, but I’d advise you not to use gross
revenue. We’ve all seen high volume
customers who weren’t profitable, didn’t
grow and required an extraordinary TLSS
to keep. That’s not ideal by any measure.
Your best customers will have some common elements, whether that be demographics (size/location/industry), attitudinal, cultural or some combination thereof.
Write them down on paper—you can always revise them. The key is to make your
window fairly narrow. Remember, we’re
talking about your ideal business, not the
business you accept.
Don’t just settle for demographics; remember the WHO. What I mean by the “WHO”
is this: I might describe my typical client as
a business-to-business company from $5
million to $500 million. That’s a big window.
But then I have to apply the “Who,” as in,
“A business to business company, from
$5 million to $500 million, who has a sales
force and who intends to use that sales
force as a key growth driver.” The “WHO”
defines the attitude and culture. This works
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Who’s your Fred?
on an individual level, too.
A while back, I challenged a new-car dealer friend of mine to define his Fred. He
said, “Well, Troy, you’re probably my Fred.
You’re mid-40s, you’re successful and
have disposable income, and you’re into
cars.” Yep, on the demographics alone, I
was his Fred. But the WHO knocked me
out.
I said, “Nonsense. The newest vehicle I’ve
ever owned is a 2004. Attitudinally, I hate
the idea of taking the depreciation of a
new car and I don’t like car payments.
“My drive right now is a 1996 Impala
SS which I absolutely love. My wife also
doesn’t buy new cars. Worse, we do most
of our own maintenance so you don’t get
revenue through the service department,
and we have no kids to buy for.”
So I helped him with the WHO: “Your ideal
customer is probably mid-30s to mid-50s,
married, likes new cars and trades every
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three years or so. He or she has a family
that also drives their own cars. They have
no interest in getting dirty working on their
own cars, so you get steady income in the
service department, right?” He agreed.
Now he thinks in terms of the WHO.
Individualize your Fred. OK, so now we’ve
got the demographics and the attitude.
We’re still not done, though, because for
all you B2B types, you have defined your
Fred in terms of companies.
The problem is that you don’t sell to
companies, you sell to people. So, now,
who’s your Fred? Look at your company
“Freds.” Who is your key point of contact
within those companies?
Again, I’m betting you’ll find some commonalities. Remember, your point of entry
into a company determines your chances
of success at selling to them.
Where do you need to enter? Most likely it’s at the top of whatever department

buys and uses your products and services.
Don’t just settle for an ideal company as
your Fred, or even a company with an attitude (the WHO). Define it all the way down
to the person or the title. If you do not define your Fred this far, you will never have
success finding more Freds. PERIOD.
So, now that you’ve defined your Fred,
what do you do? Well, you will have to
read my article next month, because
that’s when I’m going to deal with this.
Meanwhile, the above exercise will give
you enough work to keep you busy until
then. Are you ready to start?
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. For information on
booking speaking/training engagements, consulting,
or to sign up for his weekly E-zine, call 913-6453603, e-mail Troy@TroyHarrison.com, or visit
www.TroyHarrison.com.

FOLLOW THE YELLOW BRICK ROAD TO OPWIL’s 1st ANNUAL RETREAT
When: November 4-6, 2016
Where: Evins Mill Resort in Smithville, TN
Who: OPWIL Executive Members (current & new)

Relax. Reenergize. Reconnect.
and

Ignite Your SUPERPOWER!
Hiking • Education • Distillery Tour • Bonfire
Click here for more information or visit www.opwil.com.
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Do Your Reps Have Any Conception of Just How Obnoxious They Are?
By Tom Buxton
Many years ago, the question in the headline above was the initial greeting when I answered a phone call from an office manager as vice president of sales at a large dealership. Her purpose,
as she said, was, “to stop the nonsense.”
Once she determined that I was directly or indirectly responsible
for the six different reps who had called on her company during
the past few weeks, she proceeded to describe why she would
never buy from us. “Pushy,” “obnoxious” and insulting to her current supplier without even knowing their identity were some of
her more memorable reasons for telling us to never call on her
company again.
Now I can hear some of you saying, “Isn’t that awesome, your
reps were attacking the opportunities in their market.” I couldn’t
disagree more. When we stop treating people like people and
when sales reps aren’t sensitive to their prospect’s current situation, growth initiatives are doomed to fail, along with the sales
teams that initiate them.
Putting it simply, “Always Be Closing” doesn’t work today and it
insults the very people we are trying to entice.
So, what should we do if price-based ploys and trashing the
competition consistently do not work? Here are a few of the
many ideas I have observed or used in order to gain new business without giving away all the margin or being a pest:
1. Be patient. In my sales career I made only two cold calls
that directly resulted in the prospect buying on the day I met
them. Most accounts take weeks or months to begin buying,
so plan your process accordingly.
2. Be interested in more than just learning the buyer’s name.
“Date The Gatekeeper” by asking his or her name, bringing a
small gift they might enjoy and not wasting tons of their time.
Do not be determined to find a way to get past her that first
day. She will lead you to the right person if you treat her with
respect.
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3. Send a follow up hand-written thank you card to the gatekeeper and anyone else you met.
4. Have a two- or three-call follow up plan for each prospect.
5. If or when you are able to arrange a meeting with the proper
person do not start it by saying, “Thanks so much for meeting
with me, I would like to share with you why Tom’s Office Solutions is your best choice in suppliers.” Instead, have questions
prepared that could expose pain with their current supplier.
6. Never say anything negative about their current supplier. Never. You are insulting your prospect’s decision-making ability
and they won’t like it.
7. If you can’t find any pain, there are times when it can be created by demonstrating the power of an account review to their
bottom line. Those of you who run ECi software can also show
the savings that product substitution can generate for the
prospect using Acsellerate’s proprietary “Profitability Manager”
tool.
8. If there is no pain and you can’t generate any, put a note in
your CRM to revisit them in three months if warranted.
9. There is no need to attempt to “close” a prospect during the
meeting as long as you have specific next steps that they have
agreed to. However, “think-it-overs” are dangerous. Probe to
determine what the cause of their indecision might be.
You can’t win them all, but you can win much more than 8% if
you approach prospecting professionally. By the way, we never
did win the prospect that the six reps visited. We did begin to
institute prospecting territories and a less invasive plan, though.
Should you?

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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