The

Healthcare Market is

Booming–

Are You
Getting Your Share?

The medical marketplace bought more than
$4 billion in office products last year and is
growing rapidly. How are you doing?
By Jim Rapp

“

A Market That Can’t Be Ignored

It’s all contract business—
I can’t compete.
Doctor’s offices don’t
buy enough.
It’s too specialized
for us.

”

We don’t have the time right
now to look at that market.

As I talked with independents around the
country, both supply and furniture dealers,
I regularly heard these or similar responses.
At the same time, I talked with other
independents who are growing this
business nicely.

What’s going on here?

The healthcare market is exploding due
to the increase in life expectancy and the
aging of the baby boom population.
According to the U.S. Bureau of Labor
Statistics, the number of people in the U.S.
age 55 or older will increase by 19.8
million between now and 2014, and
during this period, one out of every five
new jobs will be in the healthcare field, for
a total of 4.3 million.
If you were going to start in business
from scratch today, where would you look
for the best prospects?
Even the most successful dealers in this
market will tell you that it’s a difficult sell
and very price-driven, but perhaps no
more so than selling to the general office
market. There are different competitors—
medical supply houses, specialty furniture
manufacturers, etc., but you are also up
See HEALTHCARE page 8

My Ten Cents:

Keep Those Cards and Letters Coming!

Usually, the editor’s
column in most trade
publications comes
filled with words of
wisdom and advice
for unsuspecting readers, and a stream of
sentences that start out with “You should
do this ... ” or “What this industry needs is ...”
and it goes downhill from there.
Not this time. The theme of this issue’s
editorial comes down to just two simple words:

Thank You!
THE

Response to the first issue of
INDEPENDENT DEALER last month
could not have been more enthusiastic
and really serves to underscore, very
eloquently, just how long overdue a
publication like this has been for the
independent dealer community.
Thanks too, to all those dealers who
sent in suggestions on topics to cover
in future issues and, in a couple of cases,
volunteered to write a column or
two themselves. We’re already following
up on some of the initial opportunities and
will be getting to the rest just as soon as
time permits.

WINNERS’Circle
D.C. Dealer
Gives Back Through
Entrepreneurship Center
in Jamaica
In 1962, Milton Morris strode proudly across
the stage during graduation ceremonies at
Northern Caribbean University in Jamaica to
receive his undergraduate degree.
Last November, Morris, now president and
CEO of Standard Office Supply in
Washington, DC, was welcomed once again
to a similar stage, this time as part of
opening ceremonies for the Morris
Entrepreneurship Centre, a gift to the
university by Morris and his wife Merrillie,
also a graduate from the school.
Morris came to the U.S. from Jamaica in
1963, and alongside a distinguished career
in academics—he holds a Ph. D. in political
science from the University of Maryland and
has served as assistant professor at
Southern Illinois University, a senior fellow at
the Brookings Institution in Washington, and
senior vice president of the Joint Center for
FEBRUARY 2007

And if you’ve got ideas you’d like to
share with your fellow dealers, come on
down! Yours truly may be doing most of
the writing and editing and trying to sell
the occasional ad to help pay the rent, but
if you’re an independent dealer, this is
your publication first and foremost ... if
you’ve got something to say and are
looking for a place to say it, you might just
have found it here!
While you’re sending stuff our way,
don’t forget about the Classifieds section
of the www.idealercentral.com web site ...
free of charge to dealers if you can use it!
Thanks again for reading and keep
those cards and letters coming!

Good things are happening for independents all across the
country! Here’s a look at some of the special awards, expansion
moves and more that have come dealers’ way recently.

Political & Economic Studies—he and
Merrillie founded Standard in 1984.
Today, the dealership is thriving, with close to
50 employees and a product mix that
includes office furniture, educational
supplies and equipment, and break room
products as well as its core office supplies
business.
And while support of the Entrepreneurship
Centre is clearly a way for Milton and
Merrillie Morris to give back to their alma
mater for their own success, it is also a lot
more than that, says Milton.
“A major part of my academic career was
spent dealing with issues of political and
economic development in developing
countries, and I’ve seen how entrepreneurship can serve as a key tool—not just
for individual well being but for building
societies as a whole,” he explains. “The new
center will provide training and assistance
for budding entrepreneurs throughout
INDEPENDENT DEALER

Jamaica and educate high school students
on the benefits and opportunities open to
them through the free enterprise system.”
Even though it’s barely three months old, the
Morris Entrepreneurship Centre is already
making a difference in the lives of aspiring
young business owners and operators, with
courses on business planning, financial
management and more. And it’s proving
once again that when it comes to giving
back and supporting deserving causes,
nobody does it better than today’s
independent business entrepreneurs!

Staff Promotions at is.group
A round of applause is in order for Charles
Forman, director of dealer business
development,
and
Janet
Eshenour,
marketing manager, at is.group. Both
recently received promotions, Forman to vice
president and Eshenour to director of
marketing.
See WINNERS’ CIRCLE page 4
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“ It has enabled us to grow
without increasing employees.”

“ Repetitive tasks are now automated, so
we can spend time doing other things.”
—Mark Porter, Porter’s Ofﬁce City
Sales

Ensite Pro™ Enterprise Business System: No other software does

Integrated Web Storefront

more to help dealers manage sales, purchasing and operations.

Contracts & Price Modeling
Automated Purchasing

Ensite Pro simplifies your business, driving down costs, reducing labor
requirements, and providing the highest return on investment of any

Accounting

industry-specific business system.

Inventory & Warehouse
Furniture Project Management
Shipping & Deliveries
Machine Service & Dispatch

Find out what Ensite Pro can do for your business.
Reporting

(866) 374-3219 • info@eci2.com • www.eci2.com

SQL Databases
ECI² offers the three leading software solutions for ofﬁce

Microsoft® .NET Technology

products dealers — BritNet™, TEAM-DESIGN! ® and Ensite Pro™
BritNet

™

THE

WINNERS’Circle

Good things are happening for independents all across the
country! Here’s a look at some of the special awards, expansion
moves and more that have come dealers’ way recently.
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Ohio Dealer
Finds New Growth
Opportunities on eBay
Youngstown, Ohio may not have been one of
the country’s most dynamic markets in
recent years, but that hasn’t kept Bill Cross
and his team at Modern Office Products
from posting some solid growth.
Starting this month, Cross and his team will
be pursuing a new revenue stream that he
sees offering major potential as the
dealership launches its own eBay Listing
Center, making it possible for Modern Office
Products customers to use the dealership to
sell product on eBay.
“Most of the focus with eBay so far has been
on the general consumer market, but there’s
huge potential with commercial businesses,”
Cross contends. “We all have customers with
surplus or unneeded products and our
salespeople—who are calling on them
anyway—can now offer a way to take
merchandise or equipment that’s no longer
needed and turn it into cash.”
In addition to the eBay initiative, Modern
recently opened a new Business Services
Center at its distribution center, offering a
broad range of printing capabilities as well
as shipping and packing services. The center
is only two months old and too new to be
making any kind of significant contribution
to sales. Eventually, though, Cross expects
the combination of printing, mailing and
eBay to account for up to 15 percent of
overall sales.
“Even in a soft economy, the business is out
there—we just have to go out and get it, one
customer at a time,” says Cross. Spoken like
a true independent!

San Franciso Dealer Celebrates
New Store Opening
If San Francisco’s Patrick & Co. isn’t the
oldest independent in the country, there
can’t be too many more with a longer
heritage. Founded in 1873, the dealership is
still going strong and recently celebrated the
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grand opening of its seventh store.
Located in downtown Oakland, the store is a
compact 2,600 sq. ft. and, says Jamie Patrick,
the latest member of the Patrick family
involved in running the business, is intended
to showcase the more creative side of the
industry.
“Our product mix focuses on the standard
commodity items, but we’re looking to
present products with a little more flair and
breadth of offering,” he explains. The store
also is an outlet for the local transit system’s
monthly passes and that, says Patrick, helps
bring in a steady stream of foot traffic.

Remodeling Jump Starts Retail
Sales for Louisiana Dealer
In Alexandria, Louisiana, Kenny Sayes and
his team at Sayes Office Supply are also
seeing good things in retail, following a store
remodeling at the end of last year.
Working with store planning consultant Don
Larson, Sayes brought in new shelving and a
brand new merchandising program
designed to generate a lot more impulse
buying.
One of the primary goals, he explains, is to
target home office buyers more effectively.
“We’ve put in some of the older printer
cartridges—home office users tend to bring
home the printers from work that get
replaced by newer models—and some new
home office furniture,” Sayes reports.
So far, business at the new look store is up
significantly and with an in-store copy center
due to open shortly, Sayes is looking for a
“huge increase” in retail in the coming year.

Phoenix Dealer Earns
Hot Growth Honors from Local
Business Magazine
Congratulations go to Herman Miller dealer
Goodmans Interior Structures. The Phoenixbased business was recently selected by
INDEPENDENT DEALER

bizAZ magazine as one of its Five Hot
Growth Companies for 2007.
Goodmans won the award, said bizAZ, for its
commitment to innovation and willingness to
perfect its product and services. And we
liked what Goodmans president Adam
Goodman had to say about how he runs the
dealership: “I don’t have any revenue goals.
That to me is the wrong thing to go chasing.
It’s all about zeroing in on making a better
experience for our customers and how we
do that.”

Indy Dealer Profiled in
Local Newspaper
Congratulations also go to Jerry Jones and
his team at Indianapolis-based Cannon IV
for garnering an in-depth company profile in
the Indianapolis Star, the city’s leading
newspaper.
The article reported on how the dealership,
which was founded in 1974 by Jerry and his
father Richard, has evolved over the years
from a printing and computer supply house
to a more solutions-oriented reseller of
printing and imaging hardware and services.
It also highlighted the family-owned and
operated aspect of the business. In addition
to president Jerry Jones, his three brothers,
Jeff, John and Jim, are also active in the
company. "It was my dad's idea to have all of
his boys in the business," Jerry Jones told
the Star’s business reporters. "That's where
Cannon IV comes from. So I recruited all of
my brothers."
While the company has worked off and on
with a local PR firm for the past five years,
Jones points to several recent honors,
including Indiana Chamber of Commerce
Small Business of the Year and a city-wide
award for business ethics as the main
reason for the story. "One of the reasons for
the awards is that we are doing things the
right way and not instinctively pulling the
trigger," Jones told the Star. "We base our
number one priority on core values and
business ethics.”
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PROGRAM APPOINTMENT
GUARANTEES:
1. Target 20 White Collar Employees.
2. All Appointments with Big Box or
Power Channel Clients!
3. All appointments are verified twice by
our team to guarantee the information
is correct.
4. Exclusive to one dealer in a territory.
5. We will replace all Appointments that
do not fit the Program Guarantees.

For more information call
Tom Ketchum at 1-800-433-8991
ext 255 or 949-466-5718
email tom.ketchum@salestactix.com

By Jim Rapp
ROSI Office Products|Salt Lake City
Becky Harlin|President/Owner







Supplies, furniture dealership
Just under $6 million sales in 2006
15 full-time/5 part-time employees
Partners: TriMega, AOPD, United Stationers
In business since 1995
www.rosiop.com

Becky Harlin Believes
 Be 100% honest with everyone –
every day
 Promise only what you can deliver
 Share your profits with your people
 Help your people learn
 Sell to top management first
 Independents can compete with
the giants and make money
 Find your niche and build on it.
“I thought any customer was a good
customer, and I thought that for years,” admits
Becky Harlin, founder and sole owner of ROSI
Office Products in Salt Lake City. “Collecting
customers was my thing but eventually, it really
FEBRUARY 2007

hurt our profits,” she says bluntly.
After several years of expansion, Harlin got
an ugly wake-up. “Business was booming, we
were adding more and more employees and all
of a sudden, expenses in relation to sales were
way out of line.”
Forced to take a look at her total operation,
Harlin was shocked to learn that less than half
of all ROSI’s customers were profitable. Clearly,
action was needed.
“The situation we faced back then wasn’t just
about prices and margins,” she recalls. “We
took a hard look at the loyalty of our customers
and the cost of doing business with them. We
examined order size, their returns ratio and how
much they were single-sourcing with us, as well
as margins,” she explains. “And we asked, what
could we do to make them a better customer
and how could we create a win-win situation for
ROSI and for them?”
Sometimes there just wasn’t a good answer
to that question. “We kept the true customers
who really valued our services and dropped the
accounts who would shop us around and buy
just on price,” Harlin explains.
It wasn’t an easy time for anyone at the
dealership but the change in approach led to
major gains, both for ROSI and its customers.
“Because of our decision we were able to
provide lower prices to our loyal existing
customers, offer a higher level of service and
INDEPENDENT DEALER

put in some new rebate programs,” Harlin
reports.
At the same time, the dealership picked up
more medium and large-sized customers and
increased its average order size, lines per order
and number of SKUs sold. And its percentage
of online orders soared by 72 percent.

It’s hard to say goodbye
“Saying goodbye to accounts that would
never be profitable was one of the most difficult
things I’ve ever done,” says Harlin. “But not
nearly as hard as terminating loyal employees
who we no longer needed.”
Rosi went from a high of ten salespeople
down to four, though she’s added two more
since. She also trimmed other departments.
Over the past several years, the dealership
has reduced its customer count to about 500,
from a one-time high of slightly more than
3,000. At the same time, ROSI has brought in
new customers—all profitable accounts.
In spite of the many dropped customers,
ROSI grew sales in 2006 by slightly more than
six percent. “We’ll be in the double digits in
2007,” Harlin says, “and profitable!”
She’s excited about the future. “We recently
opened a furniture showroom and now offer
complete space planning services. Best of all
we have a team here that is just great.”
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INDUSTRY
NOPA, OFDA Announce
New Boards
The National Office Products Alliance (NOPA)
and the Office Furniture Dealers Alliance
(OFDA) have announced their governing
boards for the coming year.
For NOPA, Juanita Strickland
(pictured) of VIP Office Furniture
and Supply, Hinesville, GA, will
serve as 2007 chair. Joining
Strickland on the NOPA board
this year are:
 John Curtin (past chair)
MyOfficeProducts
Huntersville, North Carolina
 Joe Garrigan (vice chair)
Garrigan's Office Plus
Springfield, Ohio
 Marisa Stevenson
Bulldog Office Products
Pittsburgh
 Karen Bogart
Convenience Office Supply
Austin, Texas
 Wayne Stillwagon
Miller’s Office Products
Springfield, Virginia
 Addison Jones
TSR, Inc.
Ashland, Virginia
 Kim Leazer
Forms and Supply
Charlotte, North Carolina
 Lisa Keeney McCarthy
Keeney’s Office Plus
Redmond, Washington
Also serving on the NOPA board are
representatives from TriMega Purchasing
Association, is.group, ActionEmco, S.P. Richards
Company, United Stationers and AOPD.
Serving as OFDA chair in 2007
will be Bob Kelly (pictured)
Office Environments of New
England (OENE) in Boston.
Other OFDA board members
include:
 Carl Bergauer (past chair)
Tusa Expo Holdings, Inc,
Carrollton, Texas
 Mark Eley, (vice chair)
ID&A, Louisville, Kentucky
 Jack King
Elements IV Interiors
Dayton, Ohio
 Rick Naber, Loth, Inc.
Cincinnati
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 Leonard Alvarado
Contract Office Group
Milpitas, California
 Dennis Bowman
Florida Business Interiors, Inc.,
Lake Mary, Florida
 Ray Thompson
Supply Source Inc.
Williamsport, Pennsylvania
 Mark Vignoles
Service West
Oakland, California
 Barry Coyle
BEC, Inc.
Ojai, California

Also on the OFDA board are representatives
from Global Industries, The HON Company,
Haworth, Herman Miller, Kimball Office, Knoll
and Steelcase.
TriMega Announces
2007 Regional Meetings
“Converge 2007” is the theme for the TriMega
Purchasing Association’s series of regional
meetings for the upcoming year. Each of
TriMega’s five membership regions will host a
meeting, with each one featuring one-on-one
meetings with invited suppliers, as well as an
educational seminar, a dealer roundtable
discussion and regional membership meeting.
The schedule for TriMega’s Regional Meetings
“Converge 2007” is as follows:
 WESTERN
Reno, CA . . . . . . . . . . . . . March 8-9
 SOUTH EAST
Charleston, SC . . . . . . March 22-23
 SOUTH CENTRAL
Houston, TX . . . . . . . . . . April 12-13
 NORTH EAST
Atlantic City, NJ . . . . . . . . . May 3-4
 NORTH CENTRAL
Chicago, IL . . . . . . . . . . . . . June 7-8
For more details, visit www.trimega.org.
ActionEmco Announces
2008 Dealer Incentive Trip Details
Wholesaler ActionEmco has announced
details of its 2008 Independent Dealer
Incentive Trip. Titled “Paradise on the
Peninsula,” the trip will treat qualifying
dealers to a 6-day, 5-night stay at the
elegant Vallarta Palace resort on Mexico’s
Pacific Coast, overlooking the Bahia de
Banderas beaches. Participants will enjoy a
host of leisure activities, as well as
educational seminars and special evening
activities and entertainment. For more
information call 800-968-5200, or talk to
your ActionEmco account executive.
INDEPENDENT DEALER

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

New Version of
TEAM-DESIGN! Released
Team-Systems has released the latest version,
Version 13, of its TEAM-DESIGN! dealer
management solution for office furniture
dealerships and installation companies. TeamSystems said the new release is the fastest
version of the program to date and features a
redesigned user interface that puts more data
onscreen at one time, icon-driven tools bars,
and pop-up calendar windows.
Other enhancements include the ability to
make configuration changes at anytime and
the option to open multiple TEAM-DESIGN!
functions in separate windows. Also new is the
ability through a new Private Supply Network
(PSN) to create and transmit purchase orders
to participating manufacturers and retrieve
electronic acknowledgments without leaving
TEAM-DESIGN! or using any additional
software. Kimball Office and National Office
Furniture are the first manufacturers to take
advantage of this new capability.
S.P. Richards Releases Enhanced
E-content, Announces Sales Data
Aggregation Goals
S.P. Richards Company has released its new
Enhanced E-content for the industry,
featuring an expanded product image
database, quicker and more intuitive product
searches, cross sell and up sell suggestions
and enhanced side-by-side item comparisons. In addition, the wholesaler said it
will seek to develop an aggregated product
sales database that identifies purchase
trends and patterns by customer
demographics including geography, size, and
industry type.
“Understanding what products are purchased
most frequently by certain end user customer
segments, and what items are bought in
relation to each other, will help us to develop
more effective and targeted marketing
vehicles,” said Jim O’Brien, S.P. Richards
senior vice president of marketing.
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HEALTHCARE
against well-known competitors, including,
of course, the national contract and big
box players.
Dealers who are successfully selling to
the healthcare market generally agree that:
 Getting the first order is difficult.
It may take a while.
 Service is very important to this
segment.
 Price is not always a key
consideration.
 Buying decisions are made by
many people.
 Understanding each facility’s
specific needs is critical to
success.
 Limiting your offerings to
traditional supplies can hold you
back.

Know the Territory
Knowing the healthcare territory is
critical to success,” says Ian Wist, Wist
Office Products, Tempe, Arizona.

“Walking in the door and telling the
buyer how great you are in the office
products or office furniture business
won’t get you very far,” he points out.
Wist says their approach is to go in to
a prospect with lots of questions about
their needs, problems they may be
having, etc., and not, “I’m here to tell you
about our fine office products and
wonderful service.”
Wist and other successful dealers I
talked with say that it’s better to present
yourself as someone who understands
their needs and can provide the items
they use every day, including antimicrobial products, medical charts,
exam room supplies, restroom and
cleaning supplies, shredders, and so on.
Of particular importance to these
customers is compliance with HIPAA
regulations—patient privacy laws. Every
rep contacting these accounts should
have a good understanding of these
regulations and how they affect the
products used, Wist says. He also points
out success with one facility will get you

into others.
“It’s a small community and all the
buyers know one another,” he explains.
“For example,” he said, “we picked up
the business from a small hospital
several years ago. The buyer then
moved to a larger hospital. Then that
hospital opened two more facilities.
Now we have all that business.”

But They Don’t Buy Enough!
“We’re in a rural area here, so we have
no large medical facilities to sell to,” says
Charles C. Rhodes, Reidsville Office City,
Reidsville, North Carolina. “We are really
working hard to increase order size with
the many doctors, clinics, and
chiropractors in our area. We recently
started using the 156-page United
Stationers Office Remedies catalog.
Customers like it—they can relate to it
much better than the big book.”
Rhodes’ order size problem is shared
by many other dealers I talked with, and
not just those in small towns.
See HEALTHCARE page 10

Prevents The Growth
Of Bacteria, Mold
And Mildew
Defends Against
Premature Product
Deterioration
Protects For The Life
Of The Product
The Perfect Binder
For Hospitals, Offices,
Food Services,
Medical Offices,
Schools, And
Day Care Facilities

Binders with Antimicrobial protection.

5740 Hartman Rd., Fort Worth, TX 76119
www.samsill.com

Cover yourself.
Some things should not be shared with your patients.

It's a precaution that should be part of your daily practice.
Smead offers a full line of antimicrobial products that stop the
growth of bacteria, mold, fungus and mildew. They’re FDAapproved, acid-free, and the antimicrobial properties never
wear out. Now that’s something we can all feel better about.

GENUINE SMEAD ANTIMICROBIAL PATIENT CHARTS.

For more information on Smead’s full line of antimicrobial
products, visit our website at www.smead.com/antimicrobial--ID.
www.smead.com
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“We have always sold traditional office
supplies first, then mentioned other
products later,” said Skip Ireland, COS
Business
Products
and
Interiors,
Chattanooga, Tennessee, “but in the last
year or so we have been leading with other
products, such as clothing or any item that
we know from our research has been a
problem for that particular medical facility.”
“For example, we make it easy for them
to buy the uniforms and other clothing
they need, with their names, logos, etc.,
on each garment. We work through
manufacturers and vendors associated
with ASI—the Ad Specialty Institute.”
Ireland says this is not only found
business, but has added customers who
might never have bought office supplies
or furniture from them otherwise.
“For many of these facilities, office
supplies represent their smallest
purchase category,” says Ireland, “so if
you don’t get the add-ons, you’ve got an
unprofitable customer. But add med
supplies, a little jan/san, a little

breakroom supplies, and presto, they’re
in the profit column.”

Know the Customer, Know the
Market
Not all successful dealers in the
medical market have salespeople who
specialize, but it’s certainly helpful,
YOU CAN SELL
 Office supplies and furniture
 Food and beverage service
 Break room equipment
and supplies
 Janitorial supplies
 Medical supplies and equipment
 Medical clothing
 Medical disposables
 Advertising specialties
 Medical filing systems
and supplies
 Equipment: copiers, faxes,
computers, printers, shredders,
telephones
 Furnishings—Design, layout,
installation, maintenance,
and so on
 Specialty Furnishings -bariatric, etc.
 Printing

particularly if you’re going out after new
customers. COS has one such person,
who also helps train others.
“There’s an awful lot to learn,”
contends Bruce Eaton of Eaton Office
Supply, Amherst, New York. “While the
products are the same or similar, the
buyers and the buying practices are not.
“There are a lot of national and regional
purchasing cooperatives that buy on bid.
We recognized long ago that this was an
important market, so we concentrated
on hospitals and have been able to build
this business over time.”
Eaton is the first to admit that it is not
an easy market. “It’s typically low margin,
high service and constantly shopped,”
he says, “and to make matters worse, it
tends to be slow pay.”
“Why is Eaton Office Supply so successful then?” The response: “First, you
try to sell every possible product that you
can be competitive on. Get the customer
to open up the books and let you look at
the whole picture—both traditional and
non-traditional items—jan/san, breakroom
supplies, furniture, and so on.”
See HEALTHCARE page 12

Cardinal EasyOpen and SpineVue binders are

Two Kinder Binders
EasyOpen binders need just one finger and
one touch to open, close and lock their rings.
Better still, EasyOpen binders are engineered
with a delayed-tension feature that means
closing rings won't pinch fingers that happen
to get in the way.
SpineVue binders have a wrap-around clear
pocket on the cover that requires just one
letter-sized paper to label all three binder
sides. Gone is the struggle with cramped
spine holders and skinny inserts. Papers slide
into SpineVue covers effortlessly.

©2007 Cardinal Brands, Inc.

Finger-friendly, EasyOpen rings and easy-load
SpineVue covers have been independently
tested and proven to be significantly easier
to use than standard products. As a result,
they have both received the Ease-of-Use
Commendation from the Arthritis Foundation,
a distinction that means everyone will
appreciate the added convenience.

®

EasyOpen®
Reference Binders

EasyOpen®
ClearVue™ Binders

EasyOpen®
SuperLife™ Binders

Embossed vinyl cover

Clear cover overlay

Lifetime warranty on super tough cover

SpineVue™ Binders
Easy to load covers
D-ring and R-ring

Contact your Cardinal Brands representative, or call 800.282.7261 • www.CardinalBrands.com
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“Second, constantly work on order size.
Small frequent deliveries can kill you. We
offer an incentive for large orders.”

Beyond Waiting Room Furniture
Institutional furnishings have come a
long way in recent years and are still
evolving. Traditional office furniture
manufacturers that we’re all familiar with
now offer a number of specialized
products for this market.
Even the so-called “desk and chair”
dealers can get some of this business if they
choose. Wholesalers have a large selection
available, as do some buying groups.
Contract dealers are in a unique position
to go after this market, because they have
the basic infrastructure needed—design,
installation, warehousing, and maintenance.
In recent discussions with furniture
manufacturers, distributors and consultants, I’ve learned that not a great
number of dealers have really gone after
this particular market segment, yet the
ones that have are quite successful.

There are some real misconceptions
about the make up of the healthcare
market and they can stop dealers
tapping into the opportunity, argues
Brian McLaughlin, an industry consultant
and former Lay-Z-Boy national sales
manager. Some dealers, says McLaughlin,
think the market is mostly hospitals, and
hospital business (they believe) is
not profitable.
“Not true,” he says. “Hospitals
represent less than 40 percent of total
healthcare billings,” he said, “and the
balance is divided among the specialties
—medical office buildings, clinics, surgery
centers, outpatient facilities, nursing
homes, extended stay facilities, and so
on. It’s reached a point where it’s almost
segmented by disease.”
“Examples of special needs are higher
seating chairs for orthopedic and
geriatric clinics, special chairs for
oncology and dialysis patients and
bariatric furniture for larger patients.”
Adds McLaughlin, “It’s about more
than just knowing what products fit each
specific need. To be successful in the

long term, you must be a student of the
healthcare industry. When you call on a
facility, find out the end result they’re
trying to achieve—what’s their mission, or
desired outcome, then work backwards
to the products and services that will
best accomplish that.”

Healthcare is Everywhere
The heath care market goes well
beyond hospitals and medical offices
these days—beyond treating sick people.
The stay-healthy business is growing
even faster, with everything from fitness
centers to spas and assisted-living
facilities—all buying and using thousands
of products and services that
independents provide.
The most successful independents in
the burgeoning healthcare opportunity
appear to be those that spend some time
finding out what each customer needs
and wants, and then give it to them on
the terms and under the conditions they
prefer. But, you gotta know the territory.
Back to page 1

Have a Seat.
(The doctor will be with you shortly.)
HPFI is with you now.

Bariatric

Gangable seating
Hip Chair
Patient Chair

High Point Furniture Industries, P.O. Box 2063, High Point, NC 27261 • 800-447-3462 • www.hpfi.com

Healthcare Product Focus

THE
TRADOS HIP
CHAIR FROM HIGH
POINT FURNITURE INDUSTRIES
features a slightly recessed seat which
is set at a comfortable 26” off the floor
to allow patients to keep their hips
immobile while getting into and out of
it. A fully matched line of Trados
reception seating includes bariatric,
patient and guest chairs. Durable
hardwood construction is highlighted
through your choice of nine finishes
and
hundreds
of
fabrics.
www.hpfi.com

FINGER-FRIENDLY,
EASYOPEN RINGS
AND EASY-LOAD
SPINEVUE COVERS
FROM CARDINAL
BRANDS
have been independently
tested and proven to be significantly easier to use than standard products. As
a result, they have both received the Ease-of-Use Commendation from the
Arthritis Foundation, a distinction that means everyone will appreciate the
added convenience. www.cardinalbrands.com

SMEAD’S ANTIMICROBIAL COLORED EXPANDING WALLETS
WITH ELASTIC CORD protect against the growth of bacteria,
odors, algae, mold, fungus and mildew and are
ideal for use in daycares, schools, home,
high traffic offices, government
buildings, medical and dental
offices. The wallets are part of a
line of antimicrobial products
that has been Smead’s fastest
growing product line in recent
years. www.smead.com

C-LINE’S ANTIMICROBIAL PRODUCTS

SAMSILL’S CLEAN TOUCH
ANTIMICROBIAL BINDERS
are the first and only antimicrobial binders
on the market and prevent the growth of
bacteria, mold and mildew for the life of
the product. The binders are available in
both insertable view and storage with label
holder. www.samsill.com
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are treated with a patented microscopic powder, AgION antimicrobial
compound, in a way that helps prevent the growth and migration of
microorganisms for the life of the product. The line is perfect for use in
hospitals, doctors’ offices, schools, long-term care facilities, food
service operations, commercial uses and more and includes
Antimicrobial Sheet Protectors,
Antimicrobial Cleer Adheer
Laminating Film, Antimicrobial
Project Folders, Antimicrobial
Magazine Covers, Antimicrobial
Peel & Stick Display Pockets,
Antimicrobial X-Ray Jackets
and Antimicrobial Telephone
Pads. www.C-Line.com
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What’s in Store
for Small Business
in Washington?

There’s new leadership in both chambers of
Congress and the small business community is
trying to figure out what it all means for them. The smart
money says not to expect monumental changes, but I do believe small
businesses will have an enthusiastic champion in their corner in Rep. Nydia
Velazquez (D-NY), new chairman of the House Small Business Committee.
The make up of the new
Congress means small business
will have to be realistic about
what can be accomplished. The
Democrats have a 32-seat
margin in the House and a oneseat margin in the Senate.
That means bipartisan negotiations
will be mandatory on some of the critical
issues facing small business or else they will
fall by the wayside and become grist for the 2008
election-year rhetoric mill.
I’m optimistic about what can be accomplished in
the session. As I see it, the small business
community needs immediate action from Congress
on five key issues. The first is health insurance
reform. Since 2000, insurance premiums for small
businesses have skyrocketed 80 percent, creating
increasingly tough choices for small businesses.
If you run a small business today and are facing
premium hikes, do you cut benefits and risk losing
top employees? Do you push more of the cost onto
your people with similar consequences? Or, as rates
continue to escalate, will you be forced to eliminate
benefits all together?
One solution to the healthcare crisis for small
businesses is association health plans. This is
certainly not a new concept and it has received
considerable attention in the last three Congresses.
Simply put, this legislation would allow small
businesses to band together through national
associations to purchase healthcare benefits. This
kind of resource pooling would yield small
businesses anywhere from 8-20 percent savings
each year and finally bring an end to at least some of
the pressure on benefit costs of the past few years.
FEBRUARY 2007

Association health plans won’t solve all of our
healthcare problems but they do represent an
important part of the solution. Small businesses have
waited too long not to see AHP legislation pass this
year. We came close in 2006, when the bill came to
a vote on the floor for the first time ever.
Unfortunately it fell hostage to partisan election year
politics and failed. Let’s
hope this year will be
Key Small Business
different.
The second issue I see
as critical to the small
business community is
contracting relief. Congress
needs to begin changing
Federal Acquisition Regulations to be more small
business-friendly.

Issues

for Congress
 Healthcare reform and
association health plans
 Getting agencies to take
small business procurement
goals seriously

 Small business relief on
Congress needs to hold
minimum wage hikes
agencies accountable for
not meeting their man Congressional oversight of
dated small business
mentoring programs
goals of 23 percent. For
too long agencies have
 A real-world approach to
essentially ignored their
small business size standards
small business goals because they came with no
penalties for not meeting them. There has to be
penalties and with the changes in Congress, now is
the time to do something about it.
It’s not hard. Why not tell agencies that their 2008
budget will be based upon how well they meet their
small business goal? If they only meet 15 percent of
the goal, then their budget will be reduced by 8
percent, for example.
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SMALL BUSINESS
This may sound extreme and it certainly
won’t be popular among government
buyers and big business. But it will
quickly get the desired results and give
everyone an effective tool to measure
agencies.
The third area I see as problematic for
the small business community is
passage of the minimum wage bill. We
all support paying people a decent wage
that they can live on. The problem is that
the number of people being paid less
than minimum wage is not as great as
advocates make out.
Realistically, there are an estimated
500,000 people making below minimum
wage in this country and even experts
agree that a $2 increase over two years
will do little to help them in the long run.
I’m concerned for those small
businesses in rural America who will be
forced to pay this increase. These
companies are least able to withstand a
mandatory $2 increase and are more
likely instead to lay off employees.

Conclusion: If a minimum wage increase
is to have the impact Congress wants, it
will have to come with tax incentives and
exemptions to help for these employers.
More Oversight for Mentoring
Fourth, the small business community
needs Congress to provide real oversight
for so-called small business mentoring
programs. In theory, it all sounds
wonderful. The program gives a small
business the opportunity to team with a
large corporation to help them develop
as a company and learn more about how
to succeed on their own.
Like anything in Washington, however,
the devil is in the details. In all too many
cases, this program has abandoned its
original mission to become little more
than a way for large national players to
use a small business as a tool to gain
more federal business.
Instead of helping, mentoring programs as they operate today are costing
legitimate small businesses millions in
lost revenue that go instead to much
larger competitors positioned as “small
business partners.” This is an abuse of

Increases in Employer Health Plan Premiums Compared to Increases
in Overall Inflation and Workers’ Earnings, 1988-2005
In 2005, premiums for family coverage increased 9.2%. This was the first year of single digit
increases since 2000. This was the second consecutive year that premium increases were
less than they were in the previous year. While lower than in recent years, the 9.2% increase
in the cost of coverage exceeds the overall rate of inflation by nearly 6 percentage points
and the increase in workers’ earnings by over 6 percentage points. Since 2000, the cost of
premiums for family coverage has increased by 73%.
Source: Kaiser Family Foundation

FEBRUARY 2007

INDEPENDENT DEALER

what was initially a good program for
small business and Congress needs to
investigate.
Finally, small businesses need better
support from the Small Business
Administration (SBA) and that starts
with throwing out the current size
standards and starting over.
SBA has proposed creating a one size
fits all standard for what constitutes a
small business and that makes very little
sense. In the office supply industry, for
example, any company generating
revenues in excess of $6 million would be
considered a big business. Yet even a $50
million dealership is miniscule compared
to multi-billion-dollar companies like
Corporate Express and Staples.
Once again, Congress needs to step in
and flex its muscle. Creating size
standards unique to various industries will
not be an easy task, but it will be essential
if SBA is going to fulfill its mission. A one
size fits all approach across all industries
would hurt more small businesses than it
helps. It’s that simple.
The bottom line for the small business
community in Washington is this: There
are plenty of hurdles to negotiate in
order to get much-needed support and
relief from this Congress, but there is
also cause for optimism. We have some
key people in positions of power now
who are aware of the big issues and
willing to fight tirelessly to do something
about them. The big question is, Will
their leadership listen to them?
Paul Miller is a founding partner in Miller/Wenhold
Capitol Strategies, LLC, providers of direct and
grassroots lobbying, legislative and regulatory tracking,
advocacy planning and implementation and related
services. Before setting up Miller/Wenhold, Miller
served as government affairs director for the National
Office Products Alliance and the Office Furniture
Dealers Alliance (NOPA/OFDA). In addition to his
lobbying and regulatory monitoring activities, Paul also
provides consulting services to businesses on selling to
the federal, state and local government markets.

Back to page 14
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Where is the Disssccconnect?
By Trish Brock
Ask most dealers about customer service and chances are they’ll tell you it’s a top priority. They never offer
any less than “the best,” you’ll hear, particularly when compared to their larger competition.
But every time I hear a dealer talking about their wonderful service levels, I wonder what those claims are
based on. Are they genuinely customer-driven or are they little more than bragging during the sales
process?
Various reasons contribute to the gap between how companies perceive their offered services and how their
customers experience them.

Consider:

1
2

4

How is great customer service defined in
your company? And how do you know if
that is what you are giving your
customers? How do you measure your
service? And how is this information
shared with your team?

How tuned-in are you to your clients?
Are you giving them what they want or
only what you think they want? Sure, you
or your staff talk with them regularly, but
are the conversations usually about their
current order or resolving a problem? Do
you dictate solutions or ask customers
what they really want?

What is your process for gauging your
customers’ level of happiness? Are you
asking the right questions? And is your
company listening, or are there
explanations (excuses!) when information
is shared that is less than favorable? How
do you leverage the good news and how
do you identify opportunities for
improvement?

5

3

How are customer problems or
complaints handled? Are your frontline
people trained to handle various
personalities? Can your customer service
people make decisions and resolve
issues quickly?

If great customer service is a priority, do
you have all of the tools, mechanisms
and most importantly, the right attitudes
in place to deliver it? How are your
people hired and trained? Do you have
the right technology? How do you
motivate and reward your staff? How well
do you communicate internally as well as
with your customers?

 At your weekly company meetings, ask
each employee to share an example of
how they serviced a customer well in the
previous week. Learning from others and
discussing what the company values will
increase everyone’s attention to service.
To get you thinking about your
own marketplace and the
challenges you face,
here are some ideas that
might refresh your approach to
great customer service:

 Encourage your frontline people to
contribute ideas on how they can better
serve your customers. Listen to them and
bonus great ideas.
 Train and continuously coach your staff.
Great “people skills” will service your
customers (and you) better.
 Embrace diversity. Your staff should mirror
your customer base in gender, race and age,
putting you in a better position to identify
with your customers and their needs.
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 As an owner, meet regularly with your
top 10-20 clients. In addition to showing
your appreciation for their business, they
can be your greatest teachers for areas of
increased value.
 Interview new customers. Understand their
expectations and get fresh perspectives on
what these customers value.
 Know your percentage of lost customers.
If you lost 10% of your revenue to theft,
swift action would take place. How do you
treat a 10% customer loss?
 Get a reality check on your assumptions.
Make sure your customer feedback
contains information your customers want
to share with you, not just short answers to
your questions. Better yet, have an
independent market assessment done to
see if your customers perceive your
business the same way you do.
 Create a customer advisory board to
help you define and create extraordinary
customer service.
 Host regular “lunch-and-learns” where
your customers lunch and you learn.
These are just a few ideas to make your
company name synonymous with service.
Learning more about your customers’ needs
and desires will allow you to better connect, win
and retain your customers through superior,
extraordinary customer service.
Trish Brock is a well-known industry consultant,
with over 25 years of “real world” sales, marketing
and management experience. Her 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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Dealers, Bring 10% To Your
Office Furniture Bottom Line!
Contract Dealers, Increase Your Gross
Profit By 3-5 Points!
My Office Furniture Workshop Will Show You How.
Workshop
March 14th-16th, 2007
Westshore Marriott ñ Tampa, FL

RSVP
March 2nd, 2007
Email:
LHewitt@FreedmansOnline.com
Phone: (813) 470-7079
Fax: (813) 871-3341

Early Registration
February 16th ñ Save $500

Pricing
ï 1st person: $4,995
ï 2nd person within same
company: $2,995

Testimonial Quote:
ìIím sure glad that we made the investment.
Weíll recover that expense within weeks of

Steve Freedman
Founder & CEO
Freedman’s Office Furniture

implementing the first batch of ideas. I think
I learned more at your two-day event than
all the other seminars Iíve ever attended
combined.î
ñ Allsteel Dealer attendee

“Send us an email and
we’ll send you the agenda”
– Steve Freedman

entrepreneur and a manager, as well as a
technician.
The technician produces the product or
makes the sale. The manager keeps
operations and finances running smoothly
and consistently. And the entrepreneur sets
the goals and keeps the business on course
to reach those goals.

“The E-Myth Revisited:
Why Most Small
Businesses Don't Work
and What to Do About It”
by Michael E. Gerber.
By Joe Garrigan, President
Garrigan's Office Plus, Springfield, OH
I got this book years ago after someone
recommended it to me at a DDMS meeting
and I’m currently re-reading it. It’s a great
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book for any small business owner and it
comes full of useful ideas and management
concepts.
The “E-myth” in the title stands for
“Entrepreneurial Myth.” Gerber argues that
most small business owners think and work
like technicians. They are typically skilled at
doing something—sales, for example—and
that’s where they put most of their energy and
effort. Unfortunately, though, they tend to
ignore the big picture aspects of running a
business and get into trouble as a result.
The solution, Gerber says, is for business
owners to balance their personalities. Every
business owner, he argues, needs to be an
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This book may very well be the guiding light
to take the independent dealer to the next
level. The eye opener for me was his
discussion of the need for business owners to
spend their time working ON their business
and not IN their business.
Gerber drives home the need to plan and to
have “systems” in your business, to spend
less time focusing on the work of the
business, and more on learning how to run it
as a business. It’s a must read!
If you’ve got a favorite book you’d like to share
with your fellow dealers, please let us know.
Just drop us an e-mail and we’ll take it from
there!
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Business
Leaving Behind?

WHAT
ARE YOU

Our make believe salesperson Al has
an appointment with Lisa, his contact at
a real estate firm he has worked with for
years. He recently attended an office
products show and is bringing with him
samples of new products he wants to
discuss with Lisa.
Two appointments later, Al meets with
Eric, a customer who is looking for file
cabinets for his accounting department.
Al notices the dry marker board in the
conference room is badly stained and
chipped and in need of being replaced
or, at the very least, properly cleaned.
He makes a note to mention it and give
the client some suggestions for cleaning
the board and even replacing it.
Later that afternoon, Al calls on Marie,
the owner of a small accounting firm. He
is bringing her information on a couple of
paper shredders she is considering and
thought this might also be a good time to
talk about upgrading their old black and
white copier to a new color model.
Marie had mentioned some months
earlier she would like to convert to color
but has been waiting for the budget to be
available. Al believes he has a leasing
special that might work well for her.

Never stop looking

customer service rep. He further believes
that the best way to keep an account is
to know it, own it and grow it.
When was the last time your
salespeople actively looked for business
within their existing accounts? How often
are they walking by sales and choosing
instead to wait for the customer to make
the first move?
One of two things will happen when Al
approaches his customers with his
product suggestions: Either he will not
make a sale or he will make a sale and
timing is everything.
What if Al had chosen to be reactive
instead of proactive? If he says nothing,
what’s to stop Lisa from purchasing
some of the new products he wanted
to present later when she sees them in a
big box sale flyer? Maybe Eric ends up
ordering from a mail order catalog
to replace his marker board and Marie
buys a new color copier from a copier rep
who just “popped in” one day and
told her about a very affordable way to
lease equipment.

What’s the worse thing that
can happen when salespeople
proactively look for business
within existing accounts?

Al never stops looking for business. He
does not see himself as an account
maintainer, but rather an account manager.
What’s the difference between the two?
One is reactive and the other is proactive.
Al believes managing an account
means becoming a resource for
customers, not just an order taker or
FEBRUARY 2007

They don’t make a sale.
However, when you go actively looking for
business, you will find occasions when you
not only get a sale, but also earn a “Thank
you” from the customer for anticipating their
needs and finding ways for them to work
more efficiently or cost effectively.
INDEPENDENT DEALER

Managers and owners: Suggest to your
salespeople that they carry a legal pad
with them for the next two weeks and
document every potential selling
opportunity they can find. They don’t have
to go for the sale, just get them in the
habit of seeing what they are walking by
on a daily basis. Then challenge them to
go back to those customers and go for the
business. Have a contest and make it fun.
Whether it’s introducing a new product,
suggesting alternative brands that will
save money or noticing that something
needs to be replaced, updated or
repaired, suggest they learn to be nosy
and look actively for potential business.
Wherever they go, they should be on
the lookout for sales opportunities that
will benefit the customer and their
company. Just think about what it could
do for the salesperson’s income and
company profits if only 20 percent of
those opportunities resulted in a sale!
And by the way, this is all part of the
value added service we talk about and
should be bringing to our customers.
Make the term “account maintaining”
obsolete. Make “leaving business
behind” unacceptable. Encourage your
reps to be creative and make sure
knowing, growing and owning existing
accounts is the norm in your dealership
rather than the exception.
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. For more information, visit her website at
www.AryGroup.com or contact Winnie by e-mail at
winnie@AryGroup.com.
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MANAGING
YOUR

2007

RISK IN

In last month’s issue, I discussed how to
assess your growth opportunities for 2007.
Now it’s time to cover the risk side of the equation, so that you can carefully balance and manage both opportunity and risk.

Have you identified what those factors are and
what their impact could be on your company?
Based upon observations of current dealer
situations, I’ve identified eight general risk factors
for 2007. The first four factors are external, primarily
driven by the economy and market conditions or
unforeseen natural or man-made disasters.
The last four are internal dealer conditions,
important because internal issues typically
prove to be a source of greater risk than
external ones.
1. Economic and/or local market volatility
2. Increased competition
3. Pricing pressures and declining margins
4. Unforeseen natural or man-made disasters
5. Inability to solidify customer relationships
6. Operational effectiveness
7. People/cultural issues
8. Financial constraints
I have found it useful to develop risk analysis
worksheets as a tool to quantify risk. You must
identify your dealership’s particular risk factors
and rank probability and impact as the
worksheet describes.
Caution: A low probability doesn’t mean the
risk factor can be ignored. Low as a probability
might be, if the impact is rated a 5 (high),
precautionary measures must be taken to
prevent a high impact potential crisis.
The following dealer example of a risk
analysis worksheet includes many possible
risks, along with a hypothetical ranking of the
probability and impact of each potential risk
(actual rankings are dependent upon a specific
FEBRUARY 2007

dealer’s situation).
Once you have identified and ranked your key
risk factors, prioritize the factors, integrating the
most important ones into your 2007 business
plan. Prepare strategies and programs to prevent
and manage any high probability or high impact
crisis, and act promptly.

This year should provide some exceptional
opportunities for dealers (see January
Independent Dealer), but not without risk.
Success in 2007 will occur when your best
opportunities are exploited and greatest
potential risks are identified and mitigated.

RISK ANALYSIS
(Ranking: 1 = LOW

INTERNAL    EXERNAL

What could really hurt your business?

3 = MODERATE

RISKS
 Recession
 Unfavorable economic factors affecting ability to
obtain loans

5 = HIGH)
PROBABILITY
SCALE 1-5
3
2

IMPACT
SCALE 1-5
3
4

 Hurricane or possible terrorist attack

1

4

 Local market downturn

3

4

 Potential merger of other independent dealers in
the market

3

4

 Pricing pressures and resulting lower margins

4

3

 Major bad debt

3

5

 Loss of key customer

1

3

 Loss of distinctive added-value from customer
perspective

3

4

 Unacceptable customer service

2

4

 Behind competitors in terms of operational
effectiveness and technology

2

4

 Operational or informational breakdown

2

4

 Infrastructure problems with growth

3

4

 Loss of key sales or management personnel

3

5

 Inability to find sales talent

4

4

 Cultural issues lowering morale

2

3

 Lack of leadership and strategic thinking

2

5

 Inability to take advantage of a key opportunity

3

5

 Excessive costs

2

3

 Illiquidity (cash problems and excessive leverage)

2

4

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.
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?
ASK THE

Expert

If you’ve got a question about running your business,
send it along and we’ll try and find an answer for you.

Doug Parsley at Williams Office Products in Dallas is looking for some hiring tips in a very tough job market.
“We have been trying for several months to hire an inside and outside salesperson but have met with very little
success when it comes to finding acceptable applicants. Perhaps we need to adjust our profile or look in different
places. Would appreciate any suggestions on finding new salespersons, and what their profiles should look like.”

Consultant Jim Heilborn had this to say:
Answering this question requires a bit of
work to define the type of sales person that
will fit into your organization. Let’s start with
the profile. Some sales organizations have
salespeople who work both inside and
outside. Others, like yours seems to be, have
separate work forces. This is typically more
successful, as the two types of sales people
tend to have different profiles…literally.
When we give candidates a personality and
sales profile (an important part of the preemployment process), we see that they tend
to have very different skill sets and
personalities. This isn’t good or bad; it just
indicates in which area the candidate will
have greater success.
An important first step is to define the
position. Besides reaching the sales and
gross profit objectives you will set together, in
which tasks do you expect the salesperson to
be involved? Review the job description. What
are their basic responsibilities and
accountabilities? What are your expectations? The activities and expectations are
slightly different for each position.
Other areas you may need to review are
training and sales support. While product
training will generally be the same for both
types of salespeople, training for the two
types of salespeople requires different
approaches, starting with cold-calling and
making appointments; neither of which is
typically needed by retail salespeople.
Top producing inside salespeople can use
support, but outside salespeople, if they are
truly doing their job, may need some
FEBRUARY 2007

additional sales support if they are in the field
selling all day.

process that tells you when their résumé has
been posted.

Another key ingredient is your
compensation plan. Inside people tend to like
more security, so a higher base (salary or
draw) with a lower commission rate is usually
acceptable. Outside salespeople take larger
risks so they tend to want a commission rate
that rewards that risk. The top salespeople
get into outside sales because they like the
idea of unlimited income, not just receiving
their base salary.

While somewhat expensive, online sites
have modules that alert you to new
candidates that meet your job profile. The
“shotgun” approach, using newspaper or
online recruiting ads, can be effective, but
they tend to be very costly. Industry
newsletters are more cost effective and may
find people with experience. Recruiters are
one source, but usually a very expensive one.

Once you have clearly
delineated your inside salespeople from the outside team,
you will need to determine who
are account managers and who
are new business developers.
They too have different profiles.
Too often dealers make the
mistake of hiring account
managers when what they really
needed was someone to generate
new business. It is critical to ask
candidates where and how they will develop
business and identify the source of their
previous accounts.
The first part of your question, finding
salespeople, is a bit more difficult. Everyone is
looking for new salespeople and the supply
seems to be getting smaller.
Part of your annual business planning and
budget should be dedicated to recruiting.
Recruiting requires a blend of resources. The
best candidates may become available when
you aren’t looking, so you may want to have a
INDEPENDENT DEALER

Asking your own employees and
manufacturer reps for referrals can be one of
the best, most cost effective sources. Lastly,
don’t forget to have an “employment
opportunities” area on your own web site.
Whatever method(s) you employ, make it a
regular part of the job. Effective recruiting
takes practice.
Jim Heilborn is an independent business consultant
specializing in the office furniture industry. For more
information please visit www.jheilbornassociates.com.
He can also be reached directly at 916-434-.9811 or by
e-mail at jim@jheilbornassociates.com.
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Chuck Fetta of the Office Furniture Warehouse

Long Island Dealer
goes from

BallroomtoShowroom
AND

Former Dallas Cowboys
running back Emmitt Smith
may have waltzed off with first
prize in the Dancing With the Stars TV show, but he’s
certainly not the only one
strutting his stuff.

Back!

Chuck Fetta, currently president and
co-owner of the Office Furniture
Warehouse (OFW) in Islandia, New York,
has found plenty of success of his own
on the dance floor, during a professional career that spans over 25 years.

Chuck Fetta (Right)
with partner Donamarie Portelli and Patrick
Dempsey from the movie "Enchanted."

“I got hooked on dancing back in
college during the late 1970s,” Fetta
recalls. He turned professional just six
months after graduating and joined
the national competition circuit
almost at once, winning honors as
Mid United States Dance Champion
and earning a spot on the popular TV
dance show "Dance Fever."

But much as he loves dancing,
Fetta says it was hard to make a
living at it. After several years, he put
his professional career on hold for the business world and in 1986, opened up his own office furniture dealership on Long Island.
Chuck Fetta and partner Peggy Heeney took part in
national dance competitions for three years.

Since then, the Office Furniture Warehouse has grown into a thriving operation with a veteran staff and a growing customer base.
Sales last year were up 15 percent and, Fetta reports, if January activity offers any indication, 2007 should bring more of the same.
Over the past twenty years, Fetta has brought the same level of commitment to selling office furniture that he gave to dancing. In
addition to running his own business, he has been active in leadership positions with the WorkPlace Furnishings dealer group, serving
as its chairman for two years in the 1990s.
But while Fetta points with pride to his own company’s growth and clearly enjoys his wider industry involvement through WorkPlace
Furnishings, he admits the dancing bug never really left him. Recently, Fetta launched his own web site at www.dancin.com and later
this year, he will be featured as a Principal Dancer in a new dance-themed movie from Disney called "Enchanted," starring Patrick
Dempsey and Susan Sarandon.
“When you do it right, dancing just feels good,” Fetta explains. “It’s a lot of fun, great exercise and a very effective stress reliever—
though as a dealer,” he adds with a smile, “I can’t say that’s anything I’ve ever really needed!”
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It’s Time to Put an End to

Small Business Fronts
AND
Pass-Throughs
IN THE

Government Market

In 2003, according to the Small Business Administration, over $2 billion in contracts listed as going
to small business actually went to large, national corporations that set up so-called “strategic
alliances” to create operations that are little more than fronts or pass-throughs to funnel business
their way.

THELast

Word

In Los Angeles, for example, TriMega member Office
Solutions lost out on a 100% small business set aside
contract for Jet Propulsion Labs in Pasadena, California to
Faison Office Products Company, an Aurora, Colorado-based
dealership that, like Office Solutions, presented itself as a
small business.
Faison, however, is not your typical small business and its
alliance with Corporate Express is far more than merely
“strategic. For example:
 Corporate Express owns 45% of Faison stock.
 Faison and Corporate Express share six
common locations.
 The President of Corporate Express sits on
Faison’s corporate Advisory Board.
 Corporate Express was responsible for generating
an approximate average of seventy percent of
Faison’s revenue over the past five years.
Office Solutions has appealed the award to Faison and its
appeal is currently working its way through the legal system.
Almost every dealer I talk to can come up with examples
like this in their markets. And it’s not just the dealers who are
losing out. Wholesalers suffer because they aren’t getting
the dealer’s orders to fulfill the contract. So do
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manufacturers, as the national players shift more and more
of their mix to their own private label merchandise.
NOPA has taken up the torch on this issue. However, the
association can only do so much without more support—
both financial and through more intensive lobbying, letter
writing and phone calls on the part of independents and
their business partners.
Our opposition is strong and well-funded. And there are
some in Congress who are reluctant to take up this issue out
of concern that it will jeopardize the SBA 8(a) program that
seeks to funnel business to small, disadvantaged
businesses. They need to be convinced that the regulations
can be stiffened without jeopardizing the program itself.
Such an effort will take time, money and a strong
grassroots communications effort. But it needs to be done if
the independent dealer community and their wholesaler and
manufacturer partners are to avoid being shut out still
further from the government market.
Will you help by contacting your own elected officials to
enlist their support in addressing this issue?
Please contact NOPA’s new Government Affairs Director,
Mike Ochs with any intelligence pertaining to similar cases
in your markets. He can be reached at (800) 542 6672.
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