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Life Lessons from
the U.S. Army
http://walterreed.blogspot.com/2007/04/ten-life-lessons-army-has-taught-me.html
At first glance, at any rate, this month’s editorial has nothing to do with office products. It’s an edited posting
from an anonymous blogger at the Walter Reed Army Hospital on lessons from life in the Army.
We’re running it here partly in tribute to some incredible people who, regardless of what you might think of
the war in Iraq, deserve all our respect and support, and also, because even though selling office products
is easy compared to what they face, many of the Army’s ten life lessons seem pretty darned useful.

1. Always have a notepad, pen, watch, knife, and
flashlight on hand. In life, as in the Army, there are
always unforeseen events. An important note needs
taken, you need the precise time, something needs fixed,
or you just can’t find your way. All these items are small,
cheap, and lifesavers when you have them and deal
breakers when you don’t.

2. Have a copy of everything. If it’s important, have two
copies. If it has your name on it, then you need a copy.
Records get lost, computers crash, and sometimes
people just need to see a piece of 80 bond under their
noses to get anything done.

they are comfortable and durable. If not it’ll be more than
your wallet that will hurt.

7. Find humor everywhere. I have been in some pretty
crappy places and some pretty crappy situations and
forced myself to find some humor, somewhere. It takes
that sting out of the painful, awkward, or otherwise difficult
moments in life. And humor is one of those conversations
you can have with yourself because you always get your
own jokes.

8. Don’t tolerate oppression. “First they came for the

you are there for 20 minutes or 20 months, make friends.
Inevitably, you will see them again. And at the end of the
day friends are the only ones covering the front of your
position.

Jews and I did not speak out because I was not a Jew.
Then they came for the communists and I did not speak
out because I was not a communist. Then they came for
the trade unionists and I did not speak out because I was
not a trade unionist. Then they came for me and there was
no one left to speak out for me.” Stand up for what you
think is right. In the end if you were wrong, so be it.

4. Make an SOP. Know the SOP. Work the SOP.

9. Tell your story. Battles are not merely lost by the

Civilian. Military. It doesn’t matter. There should be a
Standard Operating Procedure for daily life. Often we
don’t have fulfilling days or lives because “we just don’t
have time” and that is because we often don’t have good
processes. Routine accomplishes this, and we accomplish more when we have a routine.

Soldiers on the field, the armament, or the weather. They
are won and lost by the lessons learned of prior battles.
We learn these lessons because someone told their story.
When one can gleam wisdom from the lessons others
have learned, we have possibly prevented the hardship by
which another person gained that knowledge.

5. Sleep. Sleep is one of the things in life we don’t

10. Never forget. Never forget who you are. Never forget

appreciate until we aren’t getting it. Sleep recharges us,
heals us, and lets us put a new perspective on the world.

what you have done. Never forget where you are. Never
forget what it is you want from this one life we have.
Never forget the people that stood behind you in
support, beside you in camaraderie, or in front of you in
adversity. Never forget to write home. Never forget that
someone is missing you. Never forget what you have
learned. Never forget to share what you have learned.
Never forget anything; lest you forget everything.

3. Make friends wherever you go. It doesn’t matter if

6. Don’t go cheap. I have learned to make do with what
is available but there are times that you can’t afford to go
cheap. Whether it be getting the brakes fixed on your
Humvee or your Ford, get it done, get it done by a professional, and get the warranty. If you are buying shoes, don’t
get them because they are cheaper. Get them because
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WINNERS’Circle
Dallas Area Dealer
and Manufacturer OFS
Team Up to Support Kids in Need
Life will be a little easier for some needy kids in the
Dallas area thanks to the folks at local area dealer
Tusa Office Solutions, manufacturer OFS and
technology company ExponentHR. Last month, the
three firms sponsored their second annual “Furniture
4 Kids” event and auction and generated over
$25,000 to benefit the Dallas Mavericks Foundation,
the fundraising arm of the Dallas Mavericks NBA
basketball team.

Office Expo president Andy Gabehart, Tusa Office Solutions president
Charlie Tusa, Exponent HR’s Ray Chavez, Robin Rucker and Debbie Marks of
OFS and Kevin Marino, Tusa Office Solutions VP of sales, celebrate another
successful fundraiser for kids in need.

“Furniture 4 Kids” was created by OFS as a way to
partner with the design community and raise money
for local charities.
Over thirty teams from the area’s top architectural and design
firms presented their one-of-a-kind children's table and chair
sets, working from raw furniture provided by OFS. Entries
were auctioned off at the event, which drew total attendance
of some 450, mostly from the A&D community.

Yarbrough’s, Georgia Dealer,
Celebrates 75th Anniversary
If you’re looking for signs that family
owned and operated businesses are
still alive and well in the office products
industry, head on down to Waycross,
Georgia, where Danny and Sonny
Yarbrough are celebrating the 75th
anniversary of the business their father
Elliott and his brother William founded
in 1932.
Yarbrough’s originally opened its doors
as a printing company and printing,
Danny reports, still represents about 50
percent of its current business. Office
supplies and office furniture were
added in the 1950s and the dealership
is also in the commercial real estate
business, leasing out a number of office
suites above its downtown retail store.
The current generation of Yarbrough
brothers took over in 1976 and like just
about any independent today, they’ve
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“This was truly a win-win-win event,” said TUSA’s Carl
Bergauer. “The auction winners got some one-of-a-kind gifts
for friends and family, TUSA and OFS strengthened our ties
with an important group of clients and most importantly, we
were able to raise funds that will directly benefit local
children's charities in the Dallas-Ft. Worth area”

got more than their fair share of
competition, with a Staples store just 21/2 miles away. But that hasn’t stopped
them from growing the business. “Last
year was our best year ever and we’re
on target to do even better this year,”
says Danny proudly. And, he says, it’s
all due to a great team that works hard
and provides superior service.

Ron represents the third generation of
his family to lead the business, which
was founded by the Gordenstein family
as Broadway Office Supply in 1910.

Broadway Office Interiors,
Springfield, MA Dealer,
Inducted Into Local Business
Hall of Fame

Congratulations also go to Reliant
Business Products in Houston, honored
last month as the American Indian
Business of the year for 2007. Reliant
president Steve Woodall, an Enrolled
Cherokee, was on hand at the Native
American Chamber of Commerce’s
eighth annual “Walking Between Worlds”
Gala to accept the award.

Gaining kudos recently were Ron
Gordenstein and his family, owners of
Springfield, Mass.-based Broadway Office
Interiors and among this year’s inductees
into the Western Massachusetts Entrepreneurship Hall of Fame at Springfield
Technical Community College.
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Houston’s Reliant Business
Products Honored as
American Indian
Business of the Year
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If you build it with United Stationersʼ content,

they will come...
Get customersʼ attention.
Make their online experience
simpler and faster. Provide them
with helpful information that gets
them to spend more and come
back again. Seems like a simple
plan, but making it a reality takes
superior content on all the right
products, plus back–up support to
help you deliver on your promises
to customers.

United Stationersʼ new product
content, contained in our
Electronic Commerce Database
(version 2.0), has the richest and
most versatile amount of product
information ever provided to our
industry. And Unitedʼs support
services—marketing, logistics
and more—will help you convert
that content into richer selling
opportunities and higher sales...
again and again.
Thatʼs a blueprint for success.

Ask your technology provider or United Stationers Account
Manager how you can benefit from Unitedʼs new content.

Winners’ Circle
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CEO of Miller’s Office Products, Northern VA
Dealer, Delivers Keynote Address at Women
Entrepreneurs Special Event

competitive prices to large and growing companies. The trust
that our customers place in us is proof that we have achieved
this goal.”

Warehouse Direct and Multi-Products
Distribution, Chicago Area Independents,
Secure Exclusive Purchasing Contract with
Local Museums

Congratulations are also in order for
Patricia (Pat) Miller, founder and CEO
of Miller’s Office Products in
Springfield, Virginia. Miller recently
received a standing ovation for her
keynote speech at the seventh annual
Women Entrepreneurs’ Expo.
At the event, which drew more than
400 attendees for a full day trade fair,
educational workshops and networking, Miller recalled the lessons
Patricia (Pat) Miller
she learned while working at a
country general store back in 1961, and spoke of how she
applied those lessons to build a thriving office products
business that today has revenues of more than $40 million.

Storr Office Environments, Raleigh, NC
Dealer, Honored By Local Business Press
Congratulations to Storr Office Environments, a Steelcase
dealer headquartered in Raleigh, North Carolina, that was
recognized last month by its local business press as one of the
area’s fastest growing private companies. The Triangle Business
Journal named Storr to its annual Fast 50 list, the sixth time the
company has been so honored in the past 13 years.
Rankings were determined by PricewaterhouseCoopers LLP,
who evaluated locally headquartered private companies on a
formula that takes into account both dollar growth and
percentage rate of growth over a three-year period. To be
considered companies were required to have had at least $3
million in revenue in 2006.

Congratulations go to Multi-Products Distribution, a Chicago
area Minority and Woman-Owned Business Enterprise in Roselle,
Illinois, and Warehouse Direct Office Products in Mount
Prospect, who were selected as exclusive office products
supplier by ten of Chicago’s leading museums and attractions.
The ten include the Adler Planetarium, the Art Institute of
Chicago, Chicago Botanic Garden, Chicago Children’s
Museum, the Field Museum of Natural History, Lincoln Park
Zoo, the Museum of Contemporary Art, Museum of Science
and Industry, Peggy Notebaert Nature Museum, and the Shedd
Aquarium.
“Multi-Products Distribution and Warehouse Direct Office
Products put together a very cost effective and environmentally
conscious purchasing program for our cultural attractions,”
said Larry Jeffries, purchasing manager for the Shedd
Aquarium. “The office supplies purchasing program will have a
strong emphasis on products that support our individual green
missions as well as the City of Chicago’s green business
initiatives. Through our collaboration, we will save money while
supporting conservation through reducing consumption, using
recycled products and utilizing reusable shipping containers.”

New Ownership at Perdue Office Interiors,
Florida Steelcase Dealer

“God has blessed us with great people and great clients,”
commented Storr CEO Tom Vande Guchte. “This award is a
tribute to the daily efforts of our people to serve our clients, and
to the loyalty of our client base.”

There’s a new owner at the helm of Perdue Office Interiors, a
Steelcase dealer in Jacksonville, Florida. Vince McCormack,
currently president, purchased the dealership from Tom
McAnallen, owner of the company for the past 20 years.
Founded in 1916, Perdue currently has annual revenues of
approximately $25 million.

Intelligent Interiors Recognized as
“Best of the Best”

Louisiana Office Supply in Baton Rouge
Buys New Building

Also popping champagne recently was Intelligent Interiors, a
Herman Miller dealer headquartered in Addison, Texas, which
was named one of the “Best of the Best” companies by the
Hispanic Business Contractors of Dallas-Ft. Worth. The
dealership was one of 15 companies chosen out of more than
500 members to receive this first annual award. Companies
were judged on criteria that included sales revenue, number of
years in business and business growth, among other factors.

They’re getting ready to pack the boxes at Louisiana Office
Supply in Baton Rouge, Louisiania, following its purchase of
a 130,000-sq. ft. facility just two miles down the road from its
current location. The building, which the dealership bought
for $4.7 million, was the home of a local residential furniture
store that’s going out of business.

“We are very pleased and honored to receive this recognition,”
said Mindy Casas, president of Intelligent Interiors. “We have
worked hard to demonstrate that a minority-owned business
can provide valuable resources, excellent service and
DECEMBER 2007

Louisiana Office Supply plans to move into the building
during the first quarter of 2008. The company will sell its
current 33,000-sq. ft. building and lease out a separate
40,000-square-foot warehouse behind its new location.
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nspiration moves
without missing a beat.
The Rumba nesting tables offer a vivaciously agile, change-me when-you-need-me
solution for real working environments. It's an easy set-up so you can Dance Through
Your Day with no side steps!
safcoproducts.com

SecretsofSuccess
‘If We Make It Simple to Do, the Customer Wants to Do It’
The COS management team: (left to right): Jim
Ireland, Joy Love-Bonner, Skip Ireland, Janet
Dahlke and Jamey Dye.

these functions can be done by COS rather
than the customer, and makes suggestions
on other ways to reduce costs further, such
as online billing and payment.
The customer begins to understand that
the price of the item is only a small portion
of their total cost.

COS Business Products & Interiors
Chattanooga, Tennessee
 Management: Skip Ireland, president
and Jim Ireland, VP of operations
 Supplies, Furniture
 Employees: 43
 Since 1941
 Sales: $20 million
 Online sales: 67%
 Partners: TriMega, S.P. Richards
 Web: www.cosonline.com

by Jim Rapp
Brothers Jim and Skip Ireland are third
generation commercial office products and
furniture people. Their grandfather, Henry
H. Ireland, started the business in an
upstairs loft in Chattanooga in 1941. His
son, Henry H. Ireland, Jr., went to work for
his dad in the late ’40s and took over the
operation in the ’60s. In 1983, sons Jim
and Skip bought the business from their
father.
A third of their business is furniture,
featuring the Knoll line.
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Let Us Do That
“Price is a given today. We have that. So do
our competitors. Online ordering? Same
thing.” That’s Skip Ireland talking. He
continues, “So what do you do to really
make a difference? You make the entire
process as simple and easy for the
customer as you possibly can.
“We take over many of the tasks that a
customer usually performs, from ordering
to getting product to the individuals using
it, to automated billing and anything else
we can do to save the customer time.”
COS not only has a program for each type
of customer—legal, medical, retail, etc.—
but customizes it by individual account.
They call it “Total Fulfillment Services.”
Here’s how it works: The COS rep sits with
the prospect or customer and reviews
every step of the procurement process,
determining the number of hours that each
person spends per year to obtain,
distribute and pay for the products
purchased. Then the rep reviews which of
INDEPENDENT DEALER

“But we don’t stop there,” says Skip
Ireland. “We then talk about additional
savings that can be had through the
purchase of other product lines, from jansan to ad specialties and breakroom
supplies, etc. We point out that the
customer can reduce the number of
vendors, further reducing costs.”

A Never-Ending Job
“There are many benefits to taking the load
off a customer’s back,” says Skip Ireland,
“including higher customer retention, but
telling the story is a never-ending job. I
cringe when I hear, ‘I didn’t know you did
that. I didn’t know you sold those
products.’ On our web site, our flyers and
in every statement that goes out, we tell
our story. Makes me wonder if other
independents aren’t having the same
problem.”
Asked about the future, Ireland says, “Like
so many other independent dealers, we
had to get better at what we did. I believe
we’ve done that. Now we’ve made a
commitment to stay better. We have a
great opportunity on the furniture side, we
are selling a much broader product line to
our existing customers, and we’re looking
for new ways to ‘make it simple to do’ for
our customers.”
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If you have good news to share - email it to Simon@IDealerCentral.com

In Memoriam:

Dennis Insogna, WorkPlace Furnishings President

Dennis J. Insogna, President and CEO of WorkPlace Furnishings, died suddenly December 2
after suffering a massive heart attack. He was 56 years old.
Insogna was appointed WPF President last year. Prior to that, he was a business advisor for WPF,
member of the WPF board of directors and vice president and general manager at Steelcase
dealer BKM Total Office in East Hartford, Connecticut.
A graduate of St. John’s University, Insogna served as a communications officer in the U.S. Army
before beginning his business career in 1973 with Eutectic Corp., an international manufacturer
of metallurgical products, where he held management positions in sales, training, marketing,
recruiting and distribution. In 1986 he joined Imperial Inc., a division of General Cigar and held
numerous senior executive and sales management positions before joining BKM in 1996.
“In the all too short time that Dennis Insogna was involved with WorkPlace Furnishings, he
provided leadership and direction that took the organization to a new level, both for our dealer
and supplier members,” commented WorkPlace Furnishings chairman of the board Bob Carlson of Marco, St. Cloud, Minnesota.
“He was totally dedicated to WorkPlace and his infectious enthusiasm, management skills and plain hard work were a model for all
of us. We will miss him deeply but the legacy he leaves will inspire all who knew him at WorkPlace to continue to implement his vision
for the organization.”
In addition to his wife Carol, survivors include his two children, Dennis, Jr. and Stephanie, and two grandchildren, Alison and Madigan.
The family has requested in lieu of flowers that contributions be made to the American Heart Association, 1 Union St., Suite 301,
Robbinsonville, New Jersey 08691.

New Study Highlights Impact of Buying From Your
Local Office Products Supplier vs. National Contract
Stationer
Following a series of studies in recent years showing the impact on
communities when retail consumers buy from national chains instead
of local stores, a new report published last month by the Civic
Economics research organization analyzes the impact of the
purchasing choices made by commercial and institutional buyers,
focused specifically on office products purchasing.
Researchers studied the local economic impact for the state of
Arizona area when businesses buy from local supplier Wist Office
Products versus from the contract division of OfficeMax and found a
major difference in benefits to the local economy. Of total revenue at
Wist, fully 33.4% remains to be re-circulated and further support the
local economy, while at Office Max Contract, only 11.6% remains,
barely one-third as much.
continued on page 12
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SOURCE: Procurement Matters: The Economic Impact of
Local Suppliers, Civic Economics, 2007 Download available
at: www.civiceconomics.com/procurement
PAGE 10

How many software packages
do you need to run your business?

One.
Why waste time and money
trying to connect multiple software packages?
Britannia offers a complete solution
for ofﬁce products dealers in ONE powerful package.
Complete ofﬁce products business system
Customizable Web storefront
Retail point-of-sale
Inventory tracking
Fully integrated accounting and reporting
Machine & furniture capability
Industry-leading service and support
Software that grows with your business

Britannia

™

The Independent’s Best Friend
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And, the study notes, OfficeMax maintains a distribution center in the Phoenix
area that serves to keep its revenues recirculating locally. If researchers had
compared Wist with Staples, which has
no Arizona warehouse, the differences
would be far more pronounced.
Researchers find Wist is “highly
competitive, if not superior” to OfficeMax
Contract on both price and services and
suggest “firms and institutions with longterm investments in a given community
might benefit from giving additional
consideration to the enhanced economic
impact of truly local firms.”
Further, Civic Economics says its findings
provide a strong economic rationale for
“reevaluating procurement policies and
screening bidders with an eye toward
enhancing the local or regional economy
at no additional cost to the purchaser.”
To download a copy of the complete
Arizona report, click
http://www.civiceconomics.com/procurement/P
rocurement_Matters.pdf.

Not So Easy Settlement
for Staples in California
Labor Dispute
Staples last month settled a class action
lawsuit brought against it by a group of
store managers in California who charged
Staples violated state wage and hour laws.
Staples said it admitted no wrongdoing in
connection with the allegations but agreed
to pay $38 million to settle the case.
The managers charged Staples “intentionally and wrongfully” designated
salaried assistant managers as "exempt"
to avoid paying overtime and other
benefits. They said “extreme pressure”
was placed on them by upper level
management to compensate for the
shortage of employees created by the ‘no
overtime” policy and lack of hourly labor
dollars.
Attorneys for the managers called the
settlement “one of the largest retail
misclassification settlements in the State
of California.”
DECEMBER 2007

A manufacturer panel discussion on the dealer’s future was among the highlight of the OFDA
Dealer Strategies Conference. Left to right: Moderator Mark Eley of ID&A, Haworth’s Franco
Bianchi, Jim Keane of Steelcase and Kimball International’s Dan Miller.

OFDA Hosts Annual
Dealer Strategies Conference in
Atlanta, Elects New Officers
OFDA’s 2007 Dealer Strategies
Conference & Expo drew some 500
dealers and their business partners to
Atlanta last month for a program that
offered a comprehensive look at key
industry trends and the major
opportunities for dealers to strengthen
their businesses.
In addition to an expo with some fifty
industry manufacturers, technology
companies and other dealer service
providers, the program featured plenty of
panel discussions and roundtables
where dealers could exchange ideas and
information and learn from each other.
Among the meeting highlights was a
manufacturer panel discussion in which
top management from Haworth,
Kimball International and Steelcase
offered their own assessment of the
dealer’s prospects.
While offering a generally optimistic
scenario—Haworth’s Franco Bianchi
told dealers, “We have decided not to
participate in the whining game and bet
instead on a growing industry”—the panel
highlighted several critical challenges
INDEPENDENT DEALER

such as successfully developing genuine market differentiation, attracting and
retaining talented people and implementing effective business continuity plans,
particularly in family-owned dealerships.

Other conference sessions focused on
topics such as healthcare and government market opportunities, working
effectively with the A&D community and
growing services-related revenues.
Next year’s conference will take place
November 12-14 in New Orleans.
Separately, OFDA announced new
officers for 2008. Mark Eley, CEO of
ID&A, with locations in Louisville and
Lexington, Kentucky and Nashville,
Tennessee, has been elected 2008
chairman of the Office Furniture Dealers
Alliance (OFDA). He currently serves as
OFDA vice chairman.
Jack King, president of Elements IV
Interiors in Dayton, OH, was elected
vice chairman of OFDA for 2008.
continued on page 14
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540 Dealers

Sales Up 21%

$29.1M in Rebates

48 New Members

Industry Leading

Thank You... Thank You... Thank You... Thank You... Thank You...
to our dealers for
record growth!
TriMega is the
largest dealer
group in the world
with 540 dealers
in all 50 states!

to our supplier
partners for
helping our
dealers drive
record revenues!
2007 Total Sales
up 21.1%! Dealers
in the group over
one year [same
store sales] are up
11.2%!

to our supplier
partners for
providing the
richest programs
in the history of
the independent
channel! Record
Rebates - $29.1
Million in cash to
our dealers in
2007!

For more information about TriMega Purchasing Association
or for a FREE Information Kit
contact Grady Taylor at gtaylor@trimega.org
or call 847-699-3330
847-699-3330

•

www.trimega.org

to our members
for being our best
recruiting assets –
telling the TriMega
story to other
independents!
48 New Members
added in 2007
to date!

to our dealers
and suppliers for
making TriMega
Purchasing
Association the
leading and largest
organization of its
type in the world!
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Bob Kelly, 2007 OFDA chairman, becomes immediate past
chairman and continues his service in 2008 as a member of
the OFDA Board and director of the Independent Office
Products and Furniture Dealers Association, of which OFDA
is a membership division.

AOPD Adds New Member
The American Office Products Distributors dealer group has
added a new member, Herald Office Systems in Dillon, South
Carolina. Herald’s additional locations in Myrtle Beach,
Charleston, Cheraw, Sumter, Columbia and Florence will help
strengthen AOPD’s presence in South Carolina, the
organization said.
AOPD’s total membership now includes 59 dealers with 127
locations, providing distribution throughout the United
States, Canada, Puerto Rico, and Australia.

“Acquiring ORS Nasco will diversify our product offering and
provide us entry into the estimated $22 billion wholesale
industrial supplies market,” said United’s president and CEO
Dick Gochnauer. “We see many parallels to our Lagasse
business, which has been our fastest growing category.
Lagasse has grown from approximately $80 million to nearly $1
billion over the last 10 years. We believe that ORS Nasco
provides a similar platform for profitable growth.
The all-cash deal, for approximately $180 million, is expected to
close late this year. United said it expects to fund the acquisition
through its existing credit agreement and it should be accretive
to the company’s earnings beginning in 2008.

Britannia Says Software Sales
Hit New High in October

Office Furniture USA Adds 20 New Dealers
The Office Furniture USA organization has added 20 new
dealerships so far this year and says it is on pace to meet or
exceed its greatest expansion effort since 2003, when 24
dealerships were added during the year.
The new dealerships are located in Springdale, Arkansas;
Wilmington, North Carolina; Denver and Colorado Springs,
Colorado; Orlando, Tampa and Lakeland, Florida;
Philadelphia and Pittsburgh, Pennsylvania; Richmond,
Virginia; Youngstown, Ohio; Kalamazoo, Michigan; Memphis,
Tennessee; Birmingham, Alabama; Washington, D.C.;
Oakland, New Jersey; Milwaukee; Los Angeles and Fresno,
California.
In addition, OF/USA said 16 new showrooms have been
opened so far this year. Locations include Boise, Idaho;
Bakersfield, California; Philadelphia and Reading,
Pennsylvania; Waco, Texas; Springdale and Bentonville,
Arkansas; Tampa and Orlando, Florida; Youngstown, Ohio;
Wilmington, North Carolina;, Detroit.; Richmond, Virgnia;
Fresno, California, and Colorado Springs, Colorado.

United Stationers to Acquire Industrial Supplies
Wholesaler

eCommerce Industries (ECI2) recently announced recordsetting sales of its Britannia business system software for
October. “October set a new record for the number of dealers
choosing Britannia as their technology solution,” said ECI2
senior vice president of sales Charles Russell.
Three of the dealers were returning customers who had left
Britannia years ago for various reasons, Russell added.

IBA Introduces New Data Mining Application
Innovative Business Associates has introduced IBA Gold, a
new data mining application that allows IBA software users
the ability to analyze sales summary data, with margins and
by different period of times (daily, monthly, three month
average, year to date, and last year). The data can be viewed
at the company, sales rep level or customer level and the
information is updated from the backend files nightly into the
IBA Gold database.

Longbow Consulting Partners with Constant Contact

United Stationers has announced an agreement to acquire ORS
Nasco, a wholesale distributor of industrial supplies. Headquartered in Muskogee, Oklahoma, ORS Nasco sells exclusively to independent distributors and has annual sales of
approximately $285 million.
ORS Nasco offers about 200,000 branded and private label
products from over 600 manufacturers and sells to more than
10,000 independent distributors in multiple channels, including
industrial, MRO (maintenance, repair and operations), safety,
construction, welding, and oilfield services. ORS Nasco
DECEMBER 2007

operates out of eight distribution centers strategically located
across the U.S.

The Longbow Consulting Group, providers of CRM and sales
force automation programs to the industry, has teamed up
with the Constant Contact e-mail marketing service to
enhance its technology-based sales and marketing programs
for dealers. Longbow is offering a free 60-day trial to launch
the new partnership.

INDEPENDENT DEALER

continued on page 15

PAGE 14

Industry News

continued from page 14

Nukote to Open New Manufacturing Facility
Nukote International has announced plans to open a new manufacturing facility to produce remanufactured imaging supplies
for Nukote’s own brand, as well as for a variety of private label brands. The new facility will be located in Monterrey, Mexico.
Its initial size will be 105,000 square feet, and it will expand to 180,000 square feet by the middle of next year. Production is
scheduled to be underway early in 2008.

New Sales and Marketing Appointments at HON
The HON Company has announced two senior management changes which
it said are designed to provide a more specialized view in the areas of sales
and marketing. Don Mead, previously vice president of product marketing and
development, has been named vice president, marketing; and Jeff Lorenger,
previously vice president, general counsel and secretary of HNI Corp., has
become vice president of sales.
Jeff Lorenger

Don Mead

Pentel Launches New Green Writing Instruments Line
Reflecting growing demand for environmentally responsive
products, Pentel of America has introduced RECYCOLOGY,
a new line of writing instruments made of a minimum of 50%
recycled materials by weight. The RECYCOLOGY line
includes 10 new and existing product ranges and offers more
than 50 product options. Many of the products are refillable

to further lessen the environmental impact.
Pentel said it measures the percentage of both post industrial
and post consumer recycled materials in each item, with
each being clearly identified when necessary.
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training | education | coaching

All of your training needs under one umbrella...

United Dealer Training
The United Dealer Training program is a comprehensive training and
educational curriculum that provides our independent resellers the
knowledge and skills necessary to compete in today’s business environment.
I Management workshops
I Selling workshops
I Category workshops

I Marketing workshops
I Customer Care workshops
I Complete Brochure

The United Dealer Training program offers high quality affordable training workshops
specifically tailored to the business products industry. These workshops are designed to
help the independent dealer grow sales by focusing on three key areas: Account
Acquisition, Account Retention/Growth, and Account Resuscitation.
Phil Barnette, Manager United Training, brings over thirty years
of experience in Sales, Sales Management, Marketing as well as
training, development, course design and facilitating to the newly
developed and designed United Dealer Training Program!
Today he spends the majority of his time in front of Public
forums, Private forums, and individual coaching
with those clients who have attended a
workshop and have requested extra quidance.

For a complete listing of the upcoming United Dealer Training workshops, CLICK HERE.
To request additional United Dealer Training workshops in your area, contact your United
Stationers Account Manager or e-mail: udt@ussco.com.

COVER:

Selling the
Education
Market
How Independents Can
Get More School Business
By Jim Rapp
The school market is huge and growing,
yet independents, with a few exceptions, are barely a blip on the radar
screen.
According to the best guesses of
several knowledgeable industry
people, it’s something south of 5
percent. Regardless of the exact
number, one would have to say that,
for independents, it’s one big sea of
opportunity.
Or is it? You may
have already said
to yourself, “Why
bother? There’s
no money in it.”
Yet there is money
in it for a number
of independents,
and according to
some of these
dealers, the
market is

changing in ways that make it easier to
sell into this market.
More and more schools and school
districts are eliminating or scaling back
their own warehouses, and instead,
buying products only as they need
them. That makes service more
important to them and that’s one area
where independents shine. And that’s
only one of many changes taking place
in the education market.

Taking Another Look
El Paso Office Products, El Paso, Texas,
is a major player in the Texas school
supply business. They’ve been successful, says El Paso’s Sandy Grodin,
because they dig deep to find out
“where the gold is buried” with each
school’s purchasing arrangement.
“Each is a little different, even with
schools that operate under a blanket
bid arrangement,” states Grodin. “You
have to get inside, and the best way to
do that is to be a part of the bidding
process.”
Grodin admits there’s little or no profit
on items used extensively—paper,
pencils, pens, crayons, etc. But, he
says, your chances of getting the
profitable, incremental business is next
to zero unless you’re seen as a major
supplier in this market.
“The problem is not that schools don’t
know the local office products dealers.
They do, and many schools buy
traditional office supplies from not only
the independents, but the big boxes
and national chains as well. But that’s
where it ends.”
So what’s the incremental business?
Grodin says it’s “everything else,” like
pencil sharpeners, staplers, art
supplies, teacher’s aids, and literally
dozens of items that may or may not
appear on request for bid forms.
continued on page 18
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“Here’s an example,” he says, “One
school district has between 50 and 80
items on their bulk purchase list. I
seldom get any of that business, but I
got their transparency order—about
$8,000.”
El Paso Office also has a lot of private
school business, plus vocational
schools, junior colleges and related
facilities. “Once you’re seen as a major
school supplier,” Grodin says, “You’re
open to other contract business, just
like the power players.”

Role Reversal
“We’re a school supplier that also sells
office products,” says Brent Stickler,
Southwest School Supply, Ontario,
California.
“I’ve been in this business for 30 years
and I still find it difficult to keep up with
the changes. There is a greater disparity
today in how schools buy supplies than
ever before. At one and the same time,
you have old-line suppliers that don’t
even bother with the Internet that are
selling alongside Office Depot and other
giants that rely totally on the Internet
and provide very little service. And then
you’ve got dealers like us who do both.”
One explanation, Stickler says, is that
many schools find that working off giant
contracts, sometimes state-wide,
creates more problems than any costsavings they may receive.
“A lot of schools have gone from
warehouses to ‘just in time’, even
though a lot of it is still bid business, but
declining,” he states. “This helps us.
Since we now deliver to individual
schools, it also gives us the opportunity
to sell regular office supplies.”
One of the problems dealers face with
“just in time” is that they have to be
ready for the one big delivery before
schools open. “We carry lots of
inventory,” Stickler notes, “because
being out of stock, particularly in
August, will soon put you out of
business.”

It May Take a While
Northern Business Products (NBP) is an
office products and furniture dealer
headquarered in Duluth, Minnesota,
with eight retail and commercial outlets
in Minnesota and Wisconsin.
NBP is a major player in the education
market, but that has not always been
so, says director of purchasing Debbie
Ecklund. She explains, “About four
years ago, we hired several sales staff
with experience in selling to schools,
and they asked, ‘Why aren’t you going
after this market?’ So, we did.”
But they did it carefully. “We put a lot of
planning into it, but we also learned a lot
as we went along,” Ecklund recalls. “At
that time, the wholesalers didn’t have a
lot to offer. Our first year was poor. The
second year was a little better, and last
year, our third year, was very good. We
worked closely with United Stationers in
putting our program together. Their
latest 382-page ‘Best in Class’ catalog
is excellent.”
NBP developed its own requisition form.
Some of their reps worked on the bid
business, while others concentrated on
traditional selling methods, where the
school size or territory didn’t warrant
special pricing.
“It’s rather amazing what you learn
when you get to know the individuals
responsible for ordering school
supplies,” says Ecklund. “Some schools
told me an order for some items may
not be received for a month or more.
Buyers sometimes call us because they
don’t know where to find specific items
teachers request.”
She concludes, “This is not an easy
business to get into. Price is important,
but first you must learn how each
school’s purchasing is done, and
perhaps even more important, how you
can help them solve their supply
problems.
“The biggest thing is service. Packing
and labeling the way each school wants
it, sometimes by teacher. Once they

receive orders this way, and overnight if
requested, schools and school districts
don’t want to go back to the old days of
warehousing and maintaining all those
records.”

A Box for Every Child
If you think packing and shipping orders
by teacher is exceptional service,
consider packing and shipping by
student. That’s what Primary School
Supplies, Sycamore, Illinois, does, and
it’s an idea that’s catching on with other
dealers.

“If you’ve ever watched a
mother walking up and down
the aisles of a Wal-Mart or
other superstore with a
school supply list in hand,
you’ll understand why they’d
rather turn the task over to
someone else,” says
Primary’s Doug Stice. “If the
store is either out-of-stock or
does not carry an item on the
list, it’s on to another store
while the search continues.”
Primary works with independent reps
around the country who call on schools,
selling other products, such as candy or
other fundraising items. The reps put
together the lists by teacher and/or
school and send them to Primary, who
gets the products from manufacturers,
wholesalers, or through the Office
Partners buying group.
Each order is packed individually in a
corrugated box, with the child’s,
teacher’s, and school name on each
box. “Teachers today are particular
about what they want, and some items
can’t always be found in stores,” Tice
noted.
continued on page 19
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The business was started in 1999 and
they now ship their “School Tool Boxes”
to school in 40 states.

Don’t Do What
the Big Boxes Do
“If you want to make any money in the
school market, don’t even try to
compete with the big boys on their
terms. Do something else.” That’s Gary
Trowbridge talking. He’s a key member
of the family that operates Palace Art
and Office Supply in Santa Clara,
California, and that’s highly successful
at “doing something else.”
Palace operates two very large retail
stores with combined annual sales of $7
million. They also operate a commercial
and furniture business with sales of
about $15 million.
“We got involved with the school
business about eight years ago,” says
Trowbridge. “A local school decided to
close their warehouse, and asked us to
bid on their office supply needs. We
won the contract because we agreed to
take all the office supplies in their
warehouse. “Next we bid on their art
supplies and won that. With that
experience and the knowledge we
gained from it, we started calling on all
the schools in the area, and it sort of
grew from there.”
Trowbridge says it’s impossible to
compete with what he calls the “good
old boy” circle—some manufacturers
and very large distributors that have

historically sold products directly to
buying consortiums or big city school
districts. But that doesn’t mean other
opportunities aren’t available.
Palace’s retail stores are well-known for
their art supplies, with many teachers
and students shopping there. This
reputation helps them sell to schools.
“We do well with our mix of school and
non-school business. The total volume
allows us to buy some products in
quantity, and it also helps us sell higher
margin educational furniture,” he says.
This year Palace has taken on the new
HON school furniture line, which is
doing well. Another nice niche for
Palace is the private school market. “We
learned that some of our competitors
were taking advantage of the smaller
schools, so we offered them the same
prices that we sell to public schools. We
get all that business now,” Trowbridge
reports happily.

Wholesaler Help
In the last few years, wholesalers have
gone all out to provide more educational products for independents. S.P.
Richards offers a 4,400 item catalog,
700 of which are pure school items.
Technology products are highlighted, as
they’re used increasingly as teaching
aids. Content includes products that are
used throughout the entire school,
including general office supplies, arts
and crafts, media, nurse’s clinic,
janitorial, etc.
United Stationers produces a 7,100item, 382-page “Best in Class” catalog.
They’ve significantly increased the
selection under teacher aids and arts
and crafts, two of the fastest-growing
categories. They’ve also added a
number of new and unique products
under the furniture and equipment
section, an area that many dealers have
not exploited.
United also provides dealers with a
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variety of marketing tools, including a
24-page quarterly flyer, an 80-page
“Welcome Back” flyer targeted at
teachers each July, and a sample kit
that dealers can pass out to teachers
when making their calls.
ActionEmco now provides its dealers, in
addition to their regular school supplies,
access to an additional 20,000
educational items through a strategic
alliance with school supply wholesaler
Educators Resource. Dealers are now
able to order supplemental teaching
materials through ActionEmco and the
orders will be shipped directly from the
Educators Resource warehouse. In
addition, ActionEmco will also make
available to its dealers a school supplies
catalog, produced by Creative Catalog
Concepts, containing over 8,000 SKUs.

Opportunities Abound
Office products and furniture dealers
are in a better position today to capture
a larger share of the education market
than ever before. Many schools and
school districts are eliminating their
warehouses in favor of buying as
needed. And teachers are demanding a
wider range of products. They’re
looking for more technology-related
teaching aids, and specialized furniture
to accommodate the new teaching
environment.
The power players have a lot of the
school business, but their insistence on
large quantity purchases, coupled with
poor service, makes it easier for
independents to take it away.
Wholesalers have gone all out to
provide products and promotional
support for dealers.
As every dealer has pointed out in this
article, getting school business is surely
not a walk in the park, but with careful
planning, solid market research and
even more hard work, it can certainly be
rewarding.
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The S.P. Richards Company

2008 Market Share
Development Program
Taking care of the customer…
By Larry Goodman, Director of Marketing

It sounds so simple, but it
is the single most important
contributor to a company’s
success. Business is won,
retained and grown on the
basis of this fundamental
concept.

SHERPA® Reference Systems

LEAVE JAMS TO YOUR MORNING COMMUTE

SHRED JAM FREE

Green=
Keep Shredding

Red=
Too much paper

The revolutionary GBC

®
ShredMaster®
Jam Free Series of Shredders is smart
enough to prevent paper jams. When
the paper entry light is green, you can
shred. If it turns red, stop. Just remove
some sheets and you’ll be moving in the
right direction again.

Jam Free when used in accordance with manufacturer instruction manual.
For more information go to gbc.com
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S.P. Richards continued from page 20

S.P. Richards Company appreciates how hard dealers work
to take care of their customers. That’s why they work hard to
understand their dealers’ business challenges, developing
tools to help dealers fill a vital role – that of the single source
solution for their customers’ business product needs.
To help dealers earn that coveted position, S.P. Richards
offers a focused array of print and online resources including:
 A comprehensive business products reference
catalog that’s built with the end-user in mind—
easy-to-navigate, well-merchandised, and
educational
 Specialty catalogs and flyers designed to build
awareness and sales in key categories such as
furniture, business technology, and cleaning and
breakroom supplies
 Attention-getting customer acquisition tools that
make a great first impression
 Ways to help dealers demonstrate that they value
their customers and appreciate their business
 Marketing vehicles that help differentiate from the
crowd and reinforce a dealer’s unique brand
identity
 Powerful E-content to drive dealer e-commerce
sites
 Balancing competitive price points for end user
customers with solid margins for dealers
 Guidance in putting it all together and managing
the process
continued on page 22
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S.P. Richards continued from page 21
Program Highlights
 Multiple versions of the Full Line Catalog to align with a
dealer’s go-to-market strategy. Larger photos, lifestyle design
elements, more consumer tips and product selection guidance
provide customers a more intuitive shopping experience.
 The new Cleaning, Breakroom and Facility Supplies Catalog
to support a dealer’s business building efforts in this highpotential category. This catalog features popular name-brand
products like Starbucks, Tropicana, Keebler, Dixie, Marcal,
Rubbermaid, Kleenex, Charmin, and Genuine Joe, S.P.
Richards’ proprietary brand value alternative. The Cleaning,
Breakroom and Facilities Supplies Catalog can ensure a
dealer’s customers think of them when it comes to these
profitable product categories.
 The new SmartChoice Catalog, to enable dealer to present
their customers with a well-rounded offering of value
alternatives from Sparco, Compucessory, Elite Image, Nature
Saver, Genuine Joe, and Integra. This catalog represents the
ultimate win-win proposition, allowing dealers to save their
customers money while maximizing their own margins.
 The 2008 Furniture and School Supply Catalogs to support
dealers focusing on these niche categories
 Market-proven support catalogs like the Select Catalog and
the SPR Contract Catalog that serve a variety of functions,
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from augmenting a list price catalog strategy to providing an
aggressive lead piece that immediately establishes a competitive price position on the most frequently purchased items.
 Signature Series Flyers, dynamic oversized flyers that help a
dealer stand out from the crowd and reinforce their role as a
Single Source Solution. Plus, they can reinforce their print
promotional activity while enhancing their customers’ online
experience with the Signature Series Online. This program
utilizes Flash technology to mirror the experience of turning
pages. A dealer’s customers can page through the flyer, zoom in
anywhere for a closer look, and even build and e-mail an order.
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S.P. Richards continued from page 22
 Technology Products Flyer. It’s all about the data
– storing it, sharing it, printing it, and safeguarding it.
This flyer offers end users everything they need—
Inkjet, Laserjet, and Multi-function printers, copiers,
fax machines, digital cameras, peripherals, media,
accessories, consumables, and more.
 Enhanced E-Content. Dealers have made great
strides in recent years driving a higher percentage of
sales through their websites. Even so, the e-content
used to populate their sites and drive search and
navigation functionality has not delivered a superior
end user experience. This is changing as a result of a
major S.P. Richards e-commerce initiative to dramatically enhance end user online experience. Key enhancements
include:
• A simplified indexing structure and an enhanced keyword
search will help customers find what they’re looking for
faster
• SKU-specific images will illustrate the exact item
customers have drilled down to. No group shots or
generic products shots that show incorrect or misleading
information
• Category-specific attribute templates provide a greater
depth of product information and allow customers to filter
search results for products that possess a number of like
attributes. This process, called parametric search, also

enables new site functionalities such as comparison
charting that allow customers to compare multiple
product options side-by-side
• Accessory and complementary item links provide
additional sales opportunities
• Rich media features enable customers to link directly from
a specific product to value-added features such as
product demonstrations, 360º revolving images and
product tours, warranties, material safety data sheets,
assembly instructions, special offers, and more.
For more information on these and many other innovative tools
designed to help you take care of your customers, contact your
S.P. Richards sales representative.

(
CLICK HERE TO LEARN MORE
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With ordinary file folders, the slightest tilt sends papers
flying everywhere. Thankfully, Globe-Weis® Secure File
Folders come with a unique flap that captures papers
on three sides so they won’t slide out. Plus, a front
cover that tucks and virtually “locks”papers inside
for even more security.
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Catalog Best Practices:
What are some of the most effective ways to
introduce new catalogs to the marketplace?
We asked S. P. Richards director of marketing
Larry Goodman for his suggestions.
Here’s what he came up with:
 Build and maintain a solid database of who receives catalogs
within your customer base.
 Treat catalogs as an inventory SKU. Create a stock number for the
catalogs so you can keep track of how many are in stock and whether
all customers have received the required amount.
 Develop your catalog distribution game plan well in advance of
receipt of the catalogs
 Sales reps should hand deliver catalogs whenever possible to
those customers deemed most important.
 As part of sales rep distribution, develop a consistent presentation
that your sales team can use to review the new catalog with their
customers.
 Make sure you have a tracking mechanism in place to ensure every customer gets the required number
of new catalogs.
 Drivers should be involved in the process and the necessary number of catalogs should be added to all
orders placed by those customers whose catalogs will not be delivered by their sales reps. If possible this
should be automated, so that the catalog stock number is added to the order and made part of the packing
list and the driver's delivery manifest.
 At a predetermined point, all customers who have not received catalogs via their sale rep or with an order
they placed with the dealer should have the catalogs automatically mailed to them along with an
introductory letter.
 Contests, scavenger hunts, trivia, or other "fun" elements should be introduced to make the new catalog
season a fun event that engages the customer base.
 Development of New Catalog Intro packs, complete with samples, special promotions, etc. are a great
idea.
 The dealer's web site should announce on the home page that the new catalogs are in and draw attention
to whatever "fun" activities the dealer has developed to support the new catalog season. You might also
include an online order form customers can use to request additional catalogs.
Some promotions on new products should be developed to further add excitement
 Use the new catalog season as a particularly effective opportunity to reach out to inactive
accounts and try and bring them back in as customers.
 As part of "office declutterization" drive, dealers should offer to pick up any other catalogs that
may be taking up space at their customer's office.
 Make old catalog collection fun by offering incentives for sales reps, customer service reps and
drivers, with prizes for whoever brings in the most copies, either of your own catalogs or of
competitors.
If you’ve got any ideas of your own that have worked well for introducing new books, we’d love to hear them
... just drop us a line!
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Goals,
Objectives,
and Tactics…
OH MY!
by Krista Fleet

Why is this subject so scary?

All businesses talk about the necessity of goals, objectives,
and tactics, and yet most find the prospect of creating this
framework for sustaining the business and keeping it growing
daunting.
First of all, many managers perceive such comprehensive
planning as a form of “micro-management.” They’re reluctant
to work at the granular level of detail required to establish
activities, milestones, and timelines. More often, managers
believe that they can’t spare the time to work through all the
various aspects of the business required for this type of
planning.
But without an established and clearly understood platform of
goals, objectives, and tactics, your sales team operates
without a roadmap or a destination. And without parameters of
performance, you can’t reasonably reward sales reps for what
they accomplish or hold them accountable for what they don’t.
Let’s imagine that your Saturday morning golf buddies call you
Friday night and say, “Hey, for tomorrow’s golf match, we’re not
going to keep score.” What’s your incentive, then, to go out and
play? What’s your competitive motivation?
Without established objectives, your sales team’s daily work is
not much different from your non-competitive foursome. They
have no clear direction on what to do, no specific tactics for
how to do it, and no objective measurement to gauge their
performance.
What is their incentive and competitive motivation? What kind
of results can you reasonably expect to see from them?
Without clearly defined goals, objectives, and tactics for
yourself and your sales organization, you risk perpetuating a
culture where lack of motivation, accountability, and direction
leads to complacency. In such an environment, how will you
achieve the business results you’re looking for?
Everyone works better with clearly defined goals and
objectives; they feel better about themselves personally, they
DECEMBER 2007

have an explicit understanding of exactly how their day-to-day
activities contribute to the company’s overall vision and
success, and they’re more motivated to achieve those very
visible contributions. And this motivation is further enhanced
when they are rewarded and recognized for their achievement
and their performance.
So how do you get from recognizing the vital, strategic need for
goals, objectives, and tactics to actually creating this structure
for your sales organization?
At K.Coaching, we have administered a sales management
style and system assessment to over 500 independent dealers
nationally so they can assess where they are today, determine
areas for improvement, and develop their framework for
moving profitably forward. Take a moment to answer the survey
below and discover how effective a job you’re doing of
developing company strategy, goal-setting, and accountability.
1. Do you have a clearly defined sales strategy?
 Yes (3)
 Kind of (2)
 No (1)
2. Do you clearly define sales rep goals and
activities?
 Yes
 Not really (2)
 No (1)
3. Do you meet one-on-one with your direct reports
for coaching, mentoring on their personal and
business development?
 Yes, consistently (3)
 Sometimes; I’m thinking about doing it more (2)
 No (1)
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continued from page 25

4. Do you have a written business plan to achieve
your own goals?
 Yes (3)
 I don’t, but I have a plan in my head. (2)
 No (1)
5. Do you have quotas and a method for measuring
and monitoring sales rep performance?
 Yes (3)
 No (1)
6. Do you communicate performance and sales
results to everyone on a regular and consistent
basis?
 Yes (3)
 No (1)
7. Do you have an organized and predictable sales
management system?
 Yes (3)
 No (1)
Total score _______________
7-12- MIA | 13-17- Nice Guy | 18-21- Coach

85% of those surveyed, scored within the “Nice Guy” category.
While on the surface there certainly doesn’t seem anything
wrong with being a “Nice Guy,” as a manager it limits your
ability to generate sustainable business results.
In the “Nice Guy” environment, sales reps typically don’t have
quotas or clearly defined sales objectives and aren’t likely to be
held accountable. Your sales reps most likely consider you a
friend rather than a leader. They tend to be comfortable,
maintain only the status quo, and are unconcerned about their
job security.
“Nice Guys” often avoid crucial conversations or conflict and
so avoid offering constructive feedback or performance
appraisal. The individual sales rep finds neither direction nor
motivation to develop their full potential.
So how can you progress from a “Nice Guy” to a “Coach”? It
all starts with a clear vision for growth and realistic financial
goals. Define and clearly communicate the necessary sales
strategies. Next, take it to the rep level and create objectives
and tactics in collaboration with your team.
Involve them in clearly defining expectations, reasonable
measurements, and mutually agreed-upon parameters for
monitoring performance and achievements. Remember, people
typically feel a greater sense of responsibility and commitment
to reach goals that they have established themselves, rather
than ones that may seem arbitrarily set for them.

We recommend a written tactical plan for each rep:
Example: Sales Rep - Goals, Objectives and Tactics
2008 Goals:
$700,000 Revenue / $196,000 Margin / 28% GP
Objective:
Achieve and exceed your sales and margin goals for 2008.
Tactics:
Have a penetration plan, with specific activity and achievement
goals each quarter focused on a new product category.
 Acquire 20 new accounts in 2008, averaging
$12,000 ea. a year in revenue.
- Prospecting Calls per Week (telephone) - Goal:
20 telephone calls a week to new prospective
customers.
- Prospecting Meetings (face-to-face) - Goal:
Four new prospect appointments per week.
 Retain 95% of existing business, through business
reviews with your top 20 accounts, and other loyalty
building activities.
 Create a time management plan monthly to ensure
the appropriate amount of time is allocated to
managing accounts, selling more to existing accounts
and prospecting for new business.
 Conduct contract review on all contracts below
27% blended margin, at a minimum every quarter.
 Target 10 new accounts each month to offer
samples and introduce private label products to
improve margins.
Once you target realistic goals and establish specific activities
intended to achieve them, you have concrete benchmarks
against which to measure and monitor. And you have provided
your sales team with a roadmap to success.
All of this may appear overwhelming at first, but any movement
you make in the direction of constructing a growth framework
will improve business results. Take things one step at a time.
You don’t want to create a culture shock in your organization,
but you do want to establish a renewed atmosphere of
motivation and commitment, and a shift toward a performancebased environment.
As you approach a new year, review your current sales
management system and leadership style. Determine the areas
where you can enhance your effectiveness and get better
results through others. Start now to make some changes that
could elevate you to become an inspirational leader and coach!
Krista Fleet is President of K Coaching, LLC an executive coaching and consulting
practice that has helped literally hundreds of independent dealers maximize their full
potential and strengthen key business partnerships. For more information, visit the
K Coaching web site at www.kcoaching.com.
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By Steve Turner

For many of us, e-mail has become the focal point of a good part of our
business day. Just a couple of years ago, the number of voice mails we used
to get was much larger and the number of e-mails was fewer. Today, it seems
people tend not to call unless it is to ask, “Did you get my e-mail?”

Clearly, we have learned how to send them, but do we, as successful businesspeople, really know how to manage our e-mail?
Unfortunately, there seems to be no clear handbook on how to become more productive with e-mail or with technology in
general. And as I train more and more people on increasing their productivity, I continue to see common challenges and time
and energy being wasted because of distractions and time wasters. Here are some tips that can help make you more
productive in your use of e-mail.
Tip #1: When responding to e-mails, start
with the newest e-mail first. Have you
ever responded to an e-mail only to find
someone had already addressed it? In
many cases this is because you
responded to an older e-mail.

Tip #5: Use more descriptive subject lines
that let the recipient know what your email is about. A subject line of ‘Project” is
going to get a much slower response
than if you say “Please advise ASAP on
the New Project.”

Tip #2: Focus on one e-mail at a time.
Every time that little e-mail reminder pops
up on our screen, many of us stop what
we are doing and rush over to the Inbox
to see what just came in. You can set up
your program to not bring up those types
of reminder “interruptions.”

Tip #6: Don’t use your e-mail Inbox as a
storage area for all your old e-mails. Once
your Inbox is full, your program’s
performance can suffer greatly. Keeping a
lot of e-mails in your Inbox to have them
“just in case” is not the most efficient way
to be organized. For instance, in
Microsoft Outlook, you can use the
archive feature to judiciously store offline
messages you might want to access later.

Tip #3: Consider deleting or filing the
original e-mail once you’ve responded to
it. When I train people one-on-one, I
invariably see a number of e-mails in their
Inbox that are no longer needed. If you
have responded to an e-mail, you have
the trail through your response. Just
make sure you save any attachments you
may need later.
Tip #4: The mouse is slow. The keyboard
is faster. Use keyboard shortcuts. In
Microsoft Outlook for instance, “CTRL R”
replies to an e-mail, “CTRL F” forwards it.

Tip #7: Learn how to use search tools to
your best advantage. Windows Desktop
search is a great tool for finding things
quickly and it is free. Having a good
search tool to find e-mails quickly can
stop little time wasters from turning into
big ones.

Tip #8: Don’t send an e-mail to more than
one person if it is going to generate a lot
of individual e-mail responses. For
instance, sending an e-mail out to your
sales force saying, “Has anyone ever
heard of this competitor?” will generate a
number of e-mails that simply say “No” or
“I don’t think so.” A better way to phrase
the e-mail might be, “If you have heard of
this competitor, please give me a call.”
Tip #9: Give yourself a time limit to handle
the current e-mail before you move onto
the next. For me, my time limit is about
three minutes. If I can’t come up with my
response within that time limit, I use my
organization system to put it where I can
work on it later.
Tip #10: Don’t send an e-mail when
calling or going to see the person is more
appropriate and more efficient. If you
tried finishing that e-mail a few times and
haven’t been able to, or you seem to be
writing the latest novel in your response,
you are probably better off talking to or
seeing the person directly.

Getting control of your e-mail gives you more time for the things that are truly important. If you have questions or would
like further assistance, please feel free to e-mail me (steve@getturnertime.com). As you might have guessed, my inbox is
pretty clean right now!
Steve Turner, former executive vice president of sales and marketing for Clover Technologies Group, is president of Turner Time Management, a Microsoft
Partner that provides time management tools, techniques and tips to effectively manage e-mails, tasks and projects. For more information, visit
www.GetTurnerTime.com.
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Thanksgiving is Over,

Is it OK to be

Depressed?
By Tom Buxton
“Business is slowing down, too many people are using that terrifying “R” word
(recession) and who knows whether my company’s profitability will rise or fall
next year.”
“Did you see that even companies like Newell Rubbermaid just lowered their
earning guidance for the fourth quarter because of slowing sales?”
“I’m glad that it’s the holiday season so that I have an excuse to feel hopeless.”
Within the past few weeks I have heard variations of these statements from
numerous folks, some of them office products dealers. The current business
climate is challenging and making ends meet isn’t as easy as it once was. It’s
easy to get worn down from all of the challenges you face, both from your
employees and your customers.
Employees want more time off, customers want it cheaper and competitors
want you to fail. So, why don’t we just succumb to the same depression that
the media tells us infects so many during this holiday season?
Well, let’s start with the facts. Business may be slowing down, but unless you
have more than 30% share in your market, it is the big guys like Office Depot
(Did you see their latest quarter?) who should be concerned.
There will always be enough business for independent dealers as long as they
aggressively seek it and don’t give in to feelings of hopelessness.
By the way, who knows if we will really go into a recession? I am aware of no
trusted authority who can assure us of such an outcome. As pundit George Will
advised in a recent Newsweek column, “Everyone should remember the
witticism that the stock market has predicted nine of the last three recessions.”
Let’s look at history as an indicator of why hopefulness may be warranted,
especially during this season. Did you know that the Pilgrims erected seven
continued on page 29
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times as many gravestones as they did huts when they came
to America? Yet, they thanked God for what they had and
unofficially created the least controversial holiday in our year.
Unless you happen to be a turkey, Thanksgiving is a holiday
with no negatives except for the possible threat of a stomach
ache. However, the hope and joy it brings to most families in
our country are immeasurable.
Observe the two major religions that celebrate enormous
events during this season. The Jews celebrate Chanukah to
commemorate the overthrow of the Assyrian King Antiochus
Epiphanes by an outnumbered group of Israelites. Their
remembrance of victories like this and the Passover have
contributed to their survival as a race and a religion against
unbelievable challenges. To them, being hopefully optimistic
(“Next Year in Jerusalem”) is a way of life.

So, around this time of year, whether you are religious or
agnostic, discouraged or excited, failing or successful, think
of the major holidays as an example of those values that our
society celebrates, as a reason to be hopeful and optimistic.
They show us our circumstances do not dictate our destiny,
but our attitudes and beliefs will.
The coming year may bring troubles as well as pain, but if you
focus on the positives, 2008 can be your best year personally
and professionally. I wish you and yours a great holiday
season and a profitable New Year. In the words of Edwin
Guest in his poem, Don’t Quit:
Success is failure turned inside out
The silver tint of the clouds of doubt
And you never can tell how close you are
It may be near when it seems afar,

My background is in the Christian faith, and during this
season we also have much reason to be hopeful. Jesus’ birth
brought great joy and a Living Hope to the earth in spite of the
persecution that King Herod and other rulers after him
inflicted on Christ’s followers. Like the Jews who hope in their
return to the Promised Land, Christians look to a future hope
that is rooted in the past and present.
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So, stick to the fight when you’re hardest hit
It’s when things seem worst that you mustn’t quit!

Tom Buxton is founder and CEO of InterBiz Group, a consulting firm that
works with independent office products dealers to help increase sales and
profitability, For more information, visit www.interbizgroup.com.
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Time to
Bury the

Death Tax
By Representative Kenny Hulshof (R-Mo.)

The death of a loved one should not be a taxable event. From the
standpoint of fairness and from the standpoint of sound tax policy,
I believe the best course of action for our nation is to bury the Death
Tax, once and for all.
That is why I, along with Rep. Bud Cramer, a Democrat from Alabama, introduced H.R.
2380, the Death Tax Repeal Permanency Act of 2007. As its name implies, our bill would
permanently and completely repeal the Death Tax. In the 109th Congress, a bipartisan
majority of my colleagues in the House agreed with this position and passed an identical
bill by an impressive 272-162 margin.
In 2001, Congress passed historic tax relief legislation that let all income taxpayers keep
more of what they earn. This effort included a repeal of the federal Death Tax—a top tax
priority for many small businesses and family farms. Thus, under current law, the Death Tax
is gradually phased-out between now and 2010. This is accomplished by increasing the
amounts exempt from the tax—currently $2 million—while simultaneously reducing the top
rate imposed by the tax, which is currently 45%.
Unfortunately, the Death Tax does not stay dead and buried. Due to an arcane quirk in
Senate rules, it will rise from the grave in its pre-2001 form in 2011, with a top rate of 55%
and some taxpayers subject to a 60% marginal rate. Even with today’s reduced top rate of
45%, these are still exorbitantly high rates of taxation to impose on a lifetime of work.
Repealing the Death Tax is good policy. For starters, the tax is fundamentally unfair. By its
very structure, it punishes thrift and hard work. Conversely, the tax forces taxpayers to
engage in a host of economically inefficient activities to avoid the punitive nature of the tax.
Supporters of retaining the Death Tax will claim that the redistribution of income promotes
economic fairness and social responsibility. I disagree. Instead of rewarding savings and
investment, the tax actually rewards those who spend lavishly and leave no ongoing
business interests or assets to the next generation.
continued on page 31
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A small business owner that tries to pass a family operation to their children will face a
higher Death Tax burden than a person who earned the same amount of money and spent
it lavishly on expensive cars and jewelry.
Some with a vested interest in keeping the Death Tax on the books will cite statistics
claiming that few taxpayers—including small businesses and family farms—are burdened
by the tax. This is the wrong way to view this issue.
The very wealthy have an army of lawyers and accountants at their disposal to avoid the
tax. And for a small business, every dollar that is diverted to estate planning is a dollar that
is not available to invest in a business venture that creates jobs and opportunity.
Those claiming that few taxpayers are impacted by the tax conveniently ignore the Death
Tax’s highly inefficient nature.
Not only does the Death Tax have a very real effect on taxpayers and their behavior, it has
a negative impact on the economy. With a tax like the Death Tax, a family business or farm
has no choice but to divert precious resources to plan financially for the potential impact of
the tax.

Lessening the Bite
Money that could be used to expand a business or hire employees is instead used to lessen
the bite of the Death Tax.
The Heritage Foundation estimates the tax costs the American economy between 170,000
and 250,000 jobs annually. It is worthwhile to note that permanent repeal of the Death Tax
will simplify tax law and facilitate long-term financial planning.
Right now, it is almost impossible to plan with any real degree of certainty for the effects of
the tax. Most glaring is the situation where if a person dies on December 31, 2010, no
Death Tax is imposed. Should they, however, die on January 1, 2011, their lifetime of work
can be subject to marginal tax rates as high as 60%.
By making Death Tax repeal permanent, we can give taxpayers the certainty needed to plan
for retirement and avoid wide disparities in the application of tax law as a result of the day
of one’s death.
But don’t take my word for it. Organizations representing the interests of small businesses
and family farms—such as the NFIB and the American Farm Bureau to name a few—are
vocal supporters of permanent and complete repeal of the Death Tax.
Common-sense dictates that these groups would not support this effort if it were not
having a real impact on the economic well being of their membership.
I have some first-hand knowledge about the Death Tax. I grew up on a family farm in
southeast Missouri. The money my parents earned from the farm supported our family and
helped pay for my college education. After I left home and started my own career and
family, the Hulshof farm in Bertrand, Missouri supported my parents.
After the passing of my parents, I sat across from our family accountant in a cold sweat as
the value of our family farm was totaled on an old adding machine, knowing that our proud
farm tradition was in jeopardy.
Ours is a modest farm, and from my experience, I know that small businesses and family
farms across this land are being negatively affected by the Death Tax.
As a matter of basic fairness, I hope that Congress is able to act on this vital issue in the
near future and give small business and family farms a deserved respite from the punitive
Death Tax.

Elected to Congress in 1996, Kenny Hulshof is currently serving his sixth term as the U.S. Representative serving
the 25 counties in northeastern and central Missouri that make up Missouri's Ninth Congressional District. He is
a member of the House Budget Committee and the House Ways and Means Committee, where he serves on the
Health and Social Security Subcommittees.

DECEMBER 2007

INDEPENDENT DEALER

PAGE 31

TEN Thoughts
on Creating Your
Unique Web Site
By Trish Brock
When it comes to web sites, furniture dealers know how
necessary they are. Because they are complicated and
technical, they’re often left to the experts to build. As a result,
many sites are fairly functional but routine looking, lifeless and
not inspiring. Your web site should broadcast your company’s
brand, culture and uniqueness and reflect your dealer’s
personality, not your web programmer’s.

Here are some pointers that should help guide you when
working with your web programmer, and to apply when you
build or update your site.

6

Give value and experience. Make it informative of your
industry as well as your company. Post new trends in the
industry, any awards, submitted articles, awarded projects,
press releases, newsletters, new product introductions, local
related events, etc. Make your site the resource you want
your dealership to be.

7

Be accessible. Make it easy to find contact information
so you can be reached via e-mail or phone. Since it is
well known that furniture sales are largely influenced by
personal relationships, use this opportunity to give
information on teams and key staff members. People want to
know who they may do business with.

1

8

2

9

Make sure your site looks like your dealership, and not a
cookie-cutter repeat of a multitude of other dealers. Often
web sites are developed by people different from those who
developed sales materials, and as a result, dealers end up
looking like two different companies. Be sure your corporate
graphics, logo, photos and messaging and overall aesthetics
are consistent throughout all of your communications
vehicles. Don’t miss the opportunity to reinforce your brand.
Keep text minimal. Whatever you say on a printed page,
it needs to be two-thirds less on the web. Minimize
scrolling and don’t make your audience work hard to get your
message. Attention spans are short and people won’t read it.
It has been noted that if a user can’t find what they are
looking for in seven seconds, they leave the site and rarely
come back.

3

Keep text readable. Type should be large enough to read
easily. Don’t use images (ghosting) in the background
with type on top; it’s very hard on the eyes. Make sure there
is enough contrast between the background and the type.

4

Make your site usable and easy to navigate. Be sure the
navigation bar is in the same, easily recognizable place
on each page, so users always know where they are and can
get where they want to go.

5

Keep it active and current, and update information
regularly. Your web site is organic and your opportunity
to interact with your users. Give them a reason to come back
frequently. If your site is old and boring, they may assume you
are too.
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Have a professional design search engine optimization
into your site. Everyone wants to be first on the page
when googled. Have a professional help you optimize your
site to increase your chances of landing there. But beware;
there are a lot of criteria associated with search engine
optimization and it’s important to be realistic about your
expectations. Key words, links to other sites, paying to be
indexed, advertising and the like are only the tip of the
iceberg.
Be clear about the objectives of your site. Have a
strategy in mind. Aside from communicating information
about your products and capabilities and establishing
credibility, what do you want your site to accomplish? Does
it also support your marketing plan and branding efforts? Too
many dealers use their web sites as dumping grounds for
philosophical discussions, lengthy mission statement etc.,
and make their sites bulky and distracting.

10

Make it dynamic! Because furniture dealers are
communicating with a well defined business
audience (vs. the general population), you have a greater
opportunity to create a visually interesting site. People are
accustomed to using web sites now, so be different and have
fun! It’s your chance to make a big, differentiating impression.

Trish Brock is a well-known industry consultant whose cross-functional
consulting group, Trish Brock & Associates, specializes in helping dealer
principals and their management teams solve identity, branding, sales
support materials and web site challenges. For more information, contact her
at 720-277-3035 or tbrock@trishbrockassoc.com.
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Overpromise and Overdeliver
- The Secrets of Unshakable
Customer Loyalty
by Rick Barrera
By Sam Young, president, Liberty
Office Products, Houston, Texas

In July of 2004, I went to the S. P. Richards’ ABC
Conference in San Francisco and heard a speaker with a
message that literally helped to re-invent my dealership.
His name was Rick Barrera and what he had to say about
branding and how you go about building a brand for your
company started me thinking in a completely different way
about how we connect with our customers and prospects.
I realized we really didn’t know too much about what our
customers thought of us back then, or why they bought
from us instead of all the other office products resellers
competing for their business. And I realized that if we
wanted to have a strong and growing future, we’d better
start finding out.
I got hold of Rick Barrera’s book, went to work and three
years later, sales are growing, our customer retention is
strong and, just as important, our people know who we are
as a dealership, what our values are, and the key brand
promises we use to go to market.
There’s nothing magical about Rick Barrera’s book. He’s a
smart guy and there are some points he makes and
suggestions he offers that might not occur to most people.
But there’s also a lot of common sense and sound
marketing principals that we all pretty much know already.
But if you’re looking for a way to strengthen your own
dealership’s position in the market and you’re not really
sure how to go about it, I’d encourage you to spend some
time with this book. You’ll find it will give you a solid
framework for tackling an issue that will play a critical role
in determining the future success or failure of your
business.

Installation made easy. Anywhere.

The First Network of Independent Installation Companies

Over 250 service providers offering trouble-free ofﬁce furniture
installation services throughout North America.
A network of installation professionals
24/7 access to real-time project status
information
Online Quotes, national capability and
experience

Consistent performance and service excellence
nationwide
A one-stop solution for multi-location projects
Moves, reconﬁgs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com
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Uncertainty
in 2008:
Blue Skies or a
Brewing Storm?
By Bill Kuhn

Critical Considerations for 2008

We are entering a year of economic uncertainty. Even with low
unemployment and generally positive corporate earnings, most
economists predict we will have little chance of escaping a
downturn in the next 18 months, with the odds of a mild or deep
recession about equal. Probably the biggest unknown is the
depth and breadth of the downturn of U.S. financial markets.
Looking at the office supply sector, it appears that 2008 will be
soft, with increasing competitive pressure from the big box
players and the continued dilemma of how much dealer service
is worth relative to price.
The furniture sector is facing a tougher 2008. Virtually all
indicators in the office furniture industry are lower. Dealer
growth is still predicted, but at a much slower rate than in 2007.
The office vacancy rate remains flat; however, sub-leased space
is growing (a sign indicating that companies are becoming
cautious). McGraw-Hill projects building construction in 2008
will decline 10 percent in terms of square footage (compared to
an increase of 11 percent in 2007), while BIFMA’s forecast sets
market demand for 2008 at +3.4% compared to +5% this year.
Many dealers indicate fewer major projects on the books for
2008; some are already seeing delays or cancellations. Dealers
can’t afford to ignore these early warning signs, as many did in
2001 through 2003.

Importance of Strategic Thinking
As I’ve preached in the past, it’s critical to think strategically
before you leap into next year’s plan. A lack of strategic thinking
can create an environment full of traps, including:
| Failure to recognize and understand events and
changing conditions in your market.
| Strategies based on flawed assumptions.
| A one-dimensional strategy.
| Inflexible or arbitrary goals.
| Inadequate assessment and prioritization of both risks
and opportunities.
| Inability to fully understand what your customers and
potential customers truly want and value.
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I’ve identified four areas that dealers should carefully consider
as they plan for the coming year. The first two are more specific
to current conditions; the last two are essential for success
every year.
 Planning for cash and liquidity. Cash flow is based upon
properly managing the balance sheet (specifically, working
capital). Too many dealers focus only on the profit and loss
statement and neglect credit and collection policies. When the
industry took its nose dive in the early part of this decade, a
major factor contributing to dealer bankruptcies was bad debt.
If a major recession occurs in the foreseeable future, dealers
who lack financial strength and understanding will once again
risk their survival. Dealers need to prepare (and continually
update) cash forecasts and establish a four-to-six month cash
cushion to weather any adversity.
 Capitalizing on today’s challenging and diverse workforce.
People challenges, particularly recruiting, may well determine
your success or failure. Generations X and Y (also called the
Millennials) are replacing the more traditional and predictable
Baby Boomers. True, they are talented, creative, and have
extraordinary technical skills, but their wants and needs come
first. Top priorities are family and friends; their work situation
ranks a poor third, and they think nothing of having three or four
jobs in a year. Dealers must learn how to be better recruiters,
how to attract, develop, deploy, and retain talent. This challenge
requires strong leaders and managers who can creatively and
productively engage today’s workforce.
 Establishing operational and technological excellence.
Operational excellence is not just low-cost efficiency and
employee productivity; it’s also speed, timely response, quality,
and enhanced technology. It includes knowing your break-even
level (relative to volume) and driving down to that break-even
point. In furniture, that translates to organic business, not
basing your break-even point on possible future major projects.
For contract furniture dealers, it means shortening the order-topayment cycle. In supplies, it includes maximizing the
opportunities with your buying group and wholesalers.
Technological superiority is not only about streamlining
operations, it also involves driving toward better service and
improving communications with customers and suppliers.
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 Enhancing customer relationships. Successful dealers
attribute much of their success to their strong customer
relationships, including frequency of contact and the ability of
all employees (not just salespeople) to satisfactorily address
and answer customer questions and concerns. It’s knowing the
customers as individuals, and helping them address and solve
the problems that are facing their organization. These
successful dealers also have a system for measuring customer
satisfaction and retention.
Despite the uncertainties that may come with 2008, there is no
lack of opportunity. Successful dealers constantly assess
market conditions, identify the best market opportunities,
consider new products and services, and excel in building
customer relationships.

Developing Your 2008 Plan
Start your planning process with strategic thinking. Play “What
if?” with the changing paradigms in your market or a market that
grows or slides. Economic uncertainties mean that you can’t

focus on only one forecast for 2008. You need to construct
multiple scenarios to understand the uncertainties, better
anticipate the future, and be more effective in responding to
future events. Find solutions that will hold up in the face of
different scenarios, and make the best possible decisions you
can today to ensure your future.
Every new year has some uncertainties; 2008 will have a bit
more than its share. However, with astute planning, no matter
what black clouds the 2008 economy brings, it will be a storm
that can be weathered and may even reveal a silver lining or
two. Remember—think strategically; success in 2008 will be
largely dependent upon you.
Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry
consultant, writer, and speaker with over 35 years of industry experience. He
consults with dealer principals and their management teams in areas of
strategic planning, leadership and organizational development, marketing,
financial management, valuation and merger/acquisition. For more information,
contact Bill by phone 303-322-8233, fax 303-331-9032, or e-mail:
BillKuhn1@cs.com.

Are You Prepared for 2008?
 Are you aware of the latest industry trends?
 Do you recognize and understand current and upcoming events in your local market?
 Have you identified and prioritized your best market opportunities?
 Can you identify threats to your business and possible warning signs?
 Have you prioritized risks to both your market and your company?
 Do you know what your current and potential customers truly want and value?
 Have you taken steps to enhance and build strong customer relationships?
 Will you have sufficient cash in 2008 either to grow or to survive a serious recession?
 Do you have a plan in place to attract and retain talented baby boomers and millenials?
 Do you have the systems and technology to achieve operational excellence?
 Have you constructed the most likely scenarios that could confront your organization?
 Have you visualized what your organization will look like at the end of 2008?
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Superstar Sales
Professionals Have
Discipline
By Winnie Ary

Having the right attitude, reasonably good selling skills and the
desire to do well is not always enough. When salespeople having
great potential fail, the common denominator is often a lack of
discipline.
Discipline is critical in all aspects of life. Fail to water the lawn and
it may die. Eat too much and you gain weight. Neglect to regularly
change the oil in your car and you’ll create engine problems. You
don’t need any special skills to water the lawn, eat less or get your
oil changed. What is needed is discipline.
One common symptom of “lack of discipline” that I often see is a
salesperson spending quality selling time on customer service and
administrative tasks. When salespeople find themselves working on
proposals, checking e-mails, researching product or following up
on a customer request, they should ask themselves one question.
“Is it necessary that I do this right now?”
Good time management requires discipline. When salespeople tell
me they do not have time to make prospecting calls or touch base
with customers they have not heard from in a long time, I ask them
how much money they’re making.

Missing goals
Salespeople who spend significant amounts of time on
administrative tasks often fail to make their goals. And it requires
discipline to turn that situation around. Salespeople must learn to
start early, stay late and even skip lunch to handle administrative
tasks and better control their productive selling time.
I will be the first to agree that some customers are demanding and
want answers or information right away. However, it’s been my
experience that expectations of instant responses are the
exception not the norm.
When salespeople find themselves caught up in to many
administrative tasks, it is usually due to lack of discipline rather
than excessive customer demands.
I’ve heard every excuse from “I don’t trust anyone to do it right” to
“My customer needs this right away.” Some of those excuses may
well be valid. But the fact remains that the salespeople who make the
most money are generally the ones who do not use productive selling
time to do clerical administrative tasks. And discipline is the key.
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Another area where salespeople often lack discipline is scheduling
contact with customers and prospects.
Without a systematic contact management effort, salespeople are
almost guaranteed to drop the ball when it comes to maintaining
customer and prospective customer relationships. Making sure that
does not happen takes discipline, not skill.

Contact management is critical
Regardless of the approach—whether it’s just a box of index cards
or a sophisticated computer software program—systematic
contact management, both for customers and prospects, is critical
to sales success.
Remembering what was discussed, mailed, demonstrated and
committed to is almost impossible if the salesperson is not keeping
good notes and scheduling follow-up activity.
When I started my own business 18 years ago I had no clients, no
leads and a stack of yellow pages for seven major cities that I used
for making cold calls. I prospected daily and my notes were critical
to remembering what transpired and keeping track of when to
make contact again. My sophisticated system consisted of two
yellow legal pads and a recipe file box filled with index cards.
Back then, we did not have the PCs and software programs we do
today. It was the discipline that was important, not the tools used.
I consistently meet salespeople who are adamant about having
their clothes clean and pressed, their hair cut and styled, and their
car washed before calling on customers. Yet many of those same
salespeople fail to meet their sales objectives because they are not
equally disciplined about managing their time and keeping good
records on customers and prospects.
Many of us will soon be putting together our New Year’s
Resolutions for 2008. This year, add one more to the list. Add,
“Developing more discipline” to your list and see what kind of
impact it will have on your bottom line next year.

Good Luck and Good Selling.
Winnie Ary is a nationally recognized consultant, author, trainer and professional
speaker who has helped literally hundreds of independent dealers improve their sales,
sales management, customer service and leadership capabilities. In addition to her sales
training and coaching, Winnie also offers back-up telephone interviewing with candidates
dealers are considering for sales positions. For more information, visit www.arygroup.com
or contact Winnie by e-mail at winnie@arygroup.com.
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Georgia Dealer Finds a Way
to Keep Flying High
He may look like just about any other independent dealer
but make no mistake, David Culverhouse is a high flyer.
Literally. When he’s not at the helm of his dealership,
Savannah, Georgia-based Office Services, Culverhouse is
most likely sitting in the cockpit of his Cessna Skylane,
cruising along to Atlanta, Dallas or wherever else his
business or pleasure may take him.
Culverhouse has spent just about his entire professional career
in office products. He went straight into the industry after
graduating in 1979, starting out with a dealership in Florida and
working six years with United Stationers as an account
manager before he joined Atlanta’s Ivan Allen Co. in 1995.
Culverhouse stayed with Ivan Allen until its acquisition by
Staples in 2000 and by then, he was ready to go into
business for himself. Today, Office Services has a
headcount of 14 and growing, and Culverhouse can look
back with pride on seven years of success as an
independent entrepreneur.
But if running his own business is Culverhouse’s passion,
there’s a close competitor for his attentions lurking some
7,000 feet up in the skies. “I’d always been interested in
flying,” he recalls, “and about ten years ago, I decided to
do something about it.”
Culverhouse started out with just some test flights to see if
he’d like it. The bug bit, those initial flights led to more, then
some serious lessons and renting a plane for a year, before
Culverhouse took the plunge and bought a plane of his
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own. Over 100,000 miles later, he says he’s usually in the
air at least three times a week.
Atlanta is just an hour and ten minutes away and
Culverhouse usually makes that flight at least once a
month. Washington, DC is a mere two and a half hours and
Dallas just three and half. And when he’s ready for a long
weekend, it’s only a three-hour flight to the Bahamas.
Culverhouse himself lives and works just 15 minutes from
the local airport in Savannah and with skyrocketing gas
prices and all the inconveniences of business travel today,
using his own plane has become increasingly appealing.
“It certainly beats driving and with Atlanta becoming one of
the busiest airports in the country, being able to fly in and
out of smaller facilities makes life a lot more pleasant,” he
says with a smile.
It helps too, from a management standpoint. “The lessons
you learn as a pilot can be very useful when you’re running
your own business,” Culverhouse explains. “In both cases,
you need to keep focused on what you’re doing and pay
close attention to what your numbers are telling you.
Otherwise, you can get into trouble very quickly.”
So far, at least, maintaining focus has not been too much
of a problem for David Culverhouse. And if the odd period
of unexpected turbulence hits—on the ground or in the
air—you certainly get the impression he’s more than ready
for it.
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An Open Letter to
My Customers
Sure, I’ll have a very low gross profit on your account for a while,
but as you start buying different off-contract items (new technology
is a wonderful thing), my profitability on your account will eventually
grow to acceptable levels.

THELast

Word

by

Dave Parsons

Co-Owner- Frohwein Office Plus
Coralville, Iowa
I’m sorry this took so long to reach you, but it’s been in my desk
drawer for oh, about 15 years. I’ve been afraid to mail it, thinking –
until now - that maybe it’s more than you want to know.
First, let me say thanks for hanging in there with me and my
office supply business all of these years. I want to assure you that
you’re getting a competitive price, better service than the bigboxes provide and you’re pumping your dollars back into the local
economy.
What’s that, you say? You have a quote from MegaBux Office
World that it guarantees to save you <insert random large number
here> percent on your office supply purchases?
I see this all the time, but you don’t. It will help if you understand
two things. The First Thing is that you will always get a better price
from anybody who doesn’t already have your business.
I don’t care who you’re buying from now, I can hand you a quote
that will undercut their pricing on the items you use the most.
Contrary to what companies like MegaBux would have you think,
independent dealers are buying inventory at very close to the same
prices as they are, thanks to co-ops (think Ace and True Value in the
hardware industry).
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When you receive a lowball quote from a company like MegaBux,
your first thought is probably, “Gee, Dave has been ripping me off
all this time!” Actually, I’ve been charging a fair price, but MegaBux
is willing to sacrifice almost all of its GP up front (as I am) to get a
new account. I can guarantee that within a year they will have
tweaked your pricing to the point that they will be making more off
your business than I ever did, and you’ll never notice.
That’s the Second Thing. I’m not calling anyone a crook, but the
competition between the big-boxes is such that they have become,
shall we say, “creative” at over-promising whatever they need to so
you will start buying from them. But (surprise!) the flip side of
unrealistically low pricing on a relatively small number of items is
that you’ll pay a lot more for everything else.
Don’t take my word for it. A company called GOPD (www.gopd.com)
maintains the largest database in the office products industry. They
found one leading big-box whose discount off list price was less
than 10% on a full 40% of their items. The big boxes all change
pricing on hundreds of items daily on their web sites, and charge
more than list price on literally thousands of items (this is
documented).
And why not? They never said they wouldn’t, it’s not illegal (don’t
ask me about ethical), and nobody displays list price on their web
sites any more. My company doesn’t charge more than list for
anything—yet—but it’s hard to play the big discount game with one
hand tied behind your back.
The bottom line is that YOU get to choose who you do business
with. Why not write your checks to people like me who live here and
work here, and who look you in the eye when we see each other at
various business, social and charitable events in our community?
You are a lot more important to us than you are to MegaBux, and
at the end of the day you will have paid about the same amount for
your office supplies.
I feel better now. Thanks for reading through all of this, thanks for
understanding, and thanks for being my customer. We’re all in this
together.
Sincerely,

Dave Parsons
Your Local, Independent Office Products Dealer
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