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needs and lifestyles we need to offer advanced training for
our employees” commented Harrison J. “Chip” Hummel III,
president and CEO.
Hummel’s will be providing training for approximately 50% of
its workforce. Topics will include “Understanding Customer
Needs”, “Structuring the Planning Process”, “Continuous
Improvement Methodology and Implementation”, “Integrating
TQM with Sales Personnel” and “Human Resource
Certification.”
The dealership credited HR manager Melissa Pine and executive services manager Cindy Mosher for their diligent work
on the successful grant application.

WINNERS’Circle

Carolina Dealers Alfred Williams and
KlingmanWilliams to Merge

Left to Right: State Assemblyman Marc Butler, Harrison J. "Chip"
Hummel III, Hummels' Melissa Pine and Cindy Mosher and State
Senator James L. Seward.

Hummel’s Office Plus Receives $46,000 Training Grant
Congratulations go to Mohawk, New York-based Hummel’s
Office Plus, recipients of a $46,000 training grant from the
New York State Department of Labor’s Advance-NY initiative.
New York State Senator James L. Seward and Assemblyman
Marc Butler visited the dealership last month to announce the
award. “We recognize that in order to continue growing and
providing home and office solutions that meet our customers’

Raleigh, North Carolina-based Alfred Williams & Co. has
announced it has reached an agreement to merge with
KlingmanWilliams, a 20-year-old dealership based in
Charlotte, North Carolina with a location in Greenville, South
Carolina.
The merger creates one of the top five Herman Miller dealers
in the country, with combined annual revenues of more than
$100 million, Alfred Williams said. The companies will be
known as Alfred Williams & Co., except in Charlotte, where it
will be known as Alfred Williams & Klingman.
Founded in 1867, Alfred Williams is one of the oldest office
furnishing companies in the country. In addition to its Raleigh
headquarters, the company has locations in Durham,
Greensboro and Wilmington, NC, as well as in Nashville,
Tennessee.
continued page 4

SBA Report Underscores the
Need for More Political Involvement

There’s a real “half-full,
half-empty” aspect to
government affairs expert Paul Miller’s analysis this month of the
SBA’s latest “State of
Small Business” report (SEE PAGE 27).
While there’s some good news—efforts to
encourage large businesses to subcontract work to small firms; some improvements in small business size standards;
steps to reduce use contract bundling
and more—it’s dwarfed by the problems
that remain to be addressed.
On the procurement front, pass through
sales by firms that are little more than
fronts for big business, the use of large,
non-mandatory Blanket Purchase AgreeFEBRUARY 2008

ments, the Federal Strategic Sourcing initiative and the threat to kick small business out of the GSA depot program all
loom large as barriers to fair and equitable
treatment for independents in the world’s
largest office products market.
Beyond the procurement area, healthcare
premiums continue to increase dramatically, while legislation that could help
small businesses lower costs using group
buys through their trade associations
remains stymied.

What’s the answer?
The first step, obviously, is to get involved.
If the dealer community just sits back and
takes the cynical view that all this is just
business as usual in Washington, we’ll
have no one but ourselves to blame if
there’s no improvement.
We can make a difference, particularly in
an election year. And there’s no better
place to start than at the upcoming
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NOPA-OFDA Legislative Conference in
Washington, DC.
Set for April 1-2 on Capitol Hill, it’s an
event that puts independent dealers and
their business partners in the same room
as the folks who pass the laws and draft
the regulations.
You don’t have to be a professional lobbyist to attend. The association sets up
the meetings and gives you all the background information you need. What they
can’t do—and what only you can do—is
provide the all–important voice of the
voter back home that will always get a
politician’s ear.
So if you’re tired of the same-old, sameold when it comes to Uncle Sam’s treatment of small business, come to
Washington this April and be part of the
effort to do something about it. You’ll find
conference information posted on the
association web site (www.nopanet.org).
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WAY
TO GO
ECi congratulates those
honored as TriMega’s
“Top Performing Dealers” at
the Driven 2007 Convention.

6 out of 8
run software from ECi.

We would especially like
to congratulate the other
two. After all, they had to
work much, much harder
to compete.

ECI

Helping
Companies Grow

INDUSTRY-SPECIFIC BUSINESS SOFTWARE
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Winner’s Circle

continued from page 2

Michigan Dealer Honored by State Governor

Tom Conroy of Warren’s Office Supplies (far right) recently
presented a Brother P-Touch label printer to a local student
business group at a meeting where he spoke about his office
products career.

Warren's Office Supplies, Maine Independent,
Supports Local Student Business Group
In Yarmouth, Maine, Warren’s Office Supplies is providing yet
one more example of the way hard-working independents
contribute to the well-being and quality of life of their local
community through its support of local high school students.
Warren’s Tom Conroy recently spoke to the Student Business
Group at a local high school about his career in office supply
sales and presented the organization with a Brother P-Touch
Label Printer to use in their business program to support the
group.
Conroy's presentation focused on his career in the office
products industry, starting with his days in warehouses and
delivery trucks, to his role today in a lead sales position at the
dealership.
Conroy also discussed his experiences while serving in Iraq.
Conroy joined the Maine Army National Guard and the 133rd
Engineer Battalion in 1972, rising to the rank of First
Sergeant.
The Student Business Group is an after school activity that
combines paid employment and mentoring for high school
students in Yarmouth. Students that maintain a B average or
better are able to participate in running a business on eBay,
selling products donated by local businesses and individuals.
The Brother P-Touch Label Printer will be added to the mix of
products offered for sale.

Four Dealers Win iPods from Reader Survey
Our thanks go to all the dealers who participated in last
month’s INDEPENDENT DEALER reader survey. Your comments and suggestions on additional topics for coverage are
much appreciated and will be a great help in our planning for
future issues.
Congratulations go to the following lucky dealers who were
selected in a random drawing from survey respondents to
receive an iPod for their participation:
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Farmington Hills-based independent The Office Connection
has been awarded a Certificate of Tribute by Michigan
Governor Jennifer Granholm. The proclamation recognizes
The Office Connection’s community contributions and honors
its longevity as it celebrates its 25th anniversary.
Family-owned and operated by Joseph and Karen Minc, The
Office Connection has experienced double-digit annual
growth despite a tough Michigan economy. Ronnie Minc, Joe
and Karen’s son, manages their Illinois division, located in
downtown Chicago.
Dedicated to its Michigan roots, the company is a staunch
supporter of the “Buy Michigan” initiative and a member of
the Michigan Minority Business Development Council.
“We are truly honored and proud to receive this recognition,”
said owner Joseph Minc. “These 25 years have been wonderful, and would not have been possible without the steadfast support of our employees, customers and vendors. To all
of them we say Thank You! We have worked very hard to create a real community here. Our Number One priority is customer service and we pride ourselves on knowing the ‘face
behind the phone.’ We’re eagerly looking forward to our next
25 years!”

AAA Business Supplies & Interiors,
San Francisco Dealer, Acquires Competitor
San Francisco’s AAA Business Supplies & Interiors has purchased the customer list of Commercial Business Suppliers
(CBS), a Concord, CA based dealership. This represents the
sixth such acquisition for AAA.
AAA will be retaining the Concord location, positioning itself
for future expansion of the sales and support team in this
area. Ed Crownholm, president of CBS, will remain actively
involved to insure that the transition goes smoothly both for
CBS customers and its employees.
“AAA and CBS have been serving the Northern California
market for many years, and both companies share similar cultures and a common commitment to world-class customer
service,” said AAA’s Steve Danziger. “We are delighted to welcome such outstanding industry professionals to the AAA
team and look forward to leveraging our combined experience
and resources to benefit our expanded customer base.”

I Dave Garbus, Huntington Business Products Centre,
Huntington, NY
I Esther Schwier, Bozeman Office Express, Bozeman MT
I Doug Nelson, Nelson Office Supply, Greeley, CO
I John Sorteberg, Commercial Furniture Services,
St. Louis Park, MN
For a look at what our readers are saying about
INDEPENDENT DEALER, click here.
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Red here, the coolest stapler ever to grace an
office space. Skills? Let me put it this way:
I can pound through stacks of paper like a
boxer hitting a speed bag…

What did you expect from
a big book, small talk?
With a dynamic presentation of business product solutions and
special offers, BiggestBook.com has always been a great way for
dealers to connect with their customers. BiggestBook.com has been
completely enhanced—even bigger and better than before! Our new
content includes sharp new photography, copy packed with selling
power, and even more consumer-friendly search and compare
functions. Link your web site to the new BiggestBook.com to deliver
the industry´s best and easiest online experience!
Check out the new BiggestBook.com. When it comes to driving value
to you and your customers, United Stationers backs up our big talk.

BuyOnlineNow.Com
Rochester, Minnesota
I Office Supplies and Furniture
U.S. and Canada Online Dealer
I Founded: 2000
I Bob Herman, President and CEO
Sonja Herman, Director of Sales,
Canada
I Employees: 31
I Sales: $19.7 million
I Partners: S.P. Richards, TriMega
I www.buyonlinenow.com (U.S.)
I www.buyonlinenow.net (Canada)

BuyOnLineNow.com
A Fortunate Accident
Finding Customers

OR
How I Stumbled
Into the Office
Supply Business
It’s always interesting to hear how dealers
got started in business. For Bob Herman,
who founded the highly successful online
dealership BuyOnLineNow.com, it was
born from failure, and a suggestion from
his wife, Sonja.
Herman explains, “With a background in
computers, my partner and I decided to
open an online business selling computer
parts and supplies. That was in 1999. It
was a disaster. We closed it down in less
than a year.
“One night over dinner, my wife Sonja
suggested that we sell office supplies,
using the same database we had developed. I had no industry experience, but
we opened for business in May 2000. In
our first month we had six orders for a
total of $340.”
Herman picked up a few more customers
every month, and in less than a year, business had increased to the point that he
could hire his first employee.
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“When we started, the logical question
was, ‘How do we let prospects know that
we exist?’ said Herman. “We tried a variety of approaches, including various
forms of advertising, but in the end, we
found that being listed prominently on
search engines worked best.
“We don’t do phone, fax or e-mail solicitations. Traditional independent office
supply dealers have nothing to worry
about if their customers are not searching
the web for a supplier, because that’s the
only way they can find us unless they’re
referred to us by a customer.”
It appears that customers are increasingly finding BuyOnLineNow.Com. They
average a quarter of a million visitors to
their site every month.

very high,” he points out.
“With a few exceptions, like Amazon,
Internet sellers do not provide service levels nearly as high as bricks and mortar
businesses. That’s where we shine,”
Herman states. “We do everything in
house, including a seven-person department that develops the software and
operates it on a day-to-day basis. We do
our own product descriptions and include
products that may not be available from
any wholesaler.”
The company now buys direct from
approximately 40 manufacturers, which
accounts for a third of their sales.
Green products are a big growth area,
with 1,800 items now available, and sales
increases of 84 percent in the past nine
months.

Phenomenal Growth

Looking to the Future

The company has experienced double
digit growth every year since opening. In
2006, sales were $12.7 million. Last year’s
were $19.7 million. They’re planning for
2008 sales of $30 million, and have
recently opened a Canadian operation.
How are they able to sustain this kind of
growth? “First of all,” Herman says, “you
have to keep the customers you have. For
many Internet marketers, the churn rate is

“The biggest challenge in the short term,”
states Herman, “is improving the efficiency of the operation, and making it easier
for the customer to conduct business
online.
“In the long term, a lot will depend on how
the Internet develops. It’s still in its infancy. We’re hopeful that we can stay ahead
of the curve, which is moving at breakneck speed.”
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Goodmans Interior Structures chairman Murray Goodman and president Adam Goodman (second and third from
the left in the back row) with the 2007 Eye for the Good Guy winners. Goodman’s Kari Luther is seated right.

Goodmans Focuses on Community
First, Furniture Second
At Goodmans Interior Structures in Phoenix,
Arizona, the company’s vision is squarely focused
on community. “We’re here to change the community and make it better,” says Adam Goodman,
president of the 54-year-old family business. If
that sounds like a lofty goal for a furniture dealer,
so be it. Adam makes no apologies. “The reality of
what we do in each of the four sectors we work
in—government, healthcare, education, and private commercial business—is that we help them
become better organizations.”
In healthcare, Adam explains, Goodmans helps its
clients impact patient outcomes. In education, it
helps students learn by creating better learning
environments. In the commercial sector, it helps
foster innovation and creativity so Goodmans’ customers can be more competitive. And it helps government agencies reduce costs and become more
efficient. “That’s how we look at our business and
the way we come to work every day,” boasts Adam.
Goodmans began employing this vision when
Adam took over as president five years ago. It
seems to have made a difference. During the past
five years Goodmans has grown 63 percent and
been named one of Arizona’s five fastest growing
companies.
FEBRUARY 2008

A community-oriented vision is nice, but it means
nothing without buy-in from employees. “Our people understand that we’re not just chasing a number, like becoming a $100-million dealer. We’re
about changing the community,” says Adam.
“We’re not just pushing a commodity down our
clients’ throats. It’s understanding their objectives
and helping them achieve those objectives.”
Goodmans connection to the community extends
beyond selling office furniture and the related
services. “When I say we’re here to change the
community, it’s not just about how we use furniture,” explains Adam. “It’s also making sure we’re
active in the community and using whatever influence we have.”
Enter the “Goodmans Eye for the Good Guy” program that provides an office makeover to the most
worthy executive director of a local non-profit
organization. The idea dovetails well with the company’s core marketing strategy and the realization
that the work environment has a huge impact on
an organization’s ability to attract and retain top
talent.

Goodmans Interior Structures
Phoenix, AZ
I Management:
Adam Goodman, President
Murray Goodman, Chairman / CEO
I Product and Service Offerings:
Office, Healthcare and Classroom
Furniture, Space Planning and
Design, Project Management,
Installation, Repair, Asset and
Inventory Management, Rentals
I Employees: 250
I 2007 Revenues: $81 million
I Since 1954
I Partners/Product Lines:
Herman Miller, Geiger, Davis,
Nemschoff, Nucraft, Fixtures, Global,
HON, National, La-Z-Boy
I www.goodmans.info

for autism research. That tournament, which also
includes a costume competition, features teams of
architects, designers, and real estate brokers competing on Aeron chairs within a panel system rink
and raises some $40,000 every year. Additionally,
Goodmans donates half a million dollars to local
organizations each year.
“Again it all comes out of changing the community
and making it better,” says Adam. “Once you stake
that claim in the ground you have to back it up. Our
employees hold us accountable for that and make
sure we’re doing what we say we’re going to do.”
If Adam has his way, this vision will never change.
“We have 250 great people who believe in that
vision and are always looking for opportunities to
make things better. When you attach yourself to
something that’s a little bigger than pushing file
cabinets, it’s exciting to be a part of that, and it’s
what gets you out the door.”

For the past seven years Goodmans has also hosted an office hockey tournament that raises money
INDEPENDENT DEALER
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STACK AND MANAGER CHAIRS

Sassy

TM

Experience less burn-out and more get-out! How, you say? How do I
escape this blah backdrop and feel "not at work" even if I am? ...by
activating attitude. And nothing activates more attitude than the
Sassy™ Chair. The Sassy™ Chair offers more than a comfortable seating experience. Between the rippling rebellion of comforting curves
that accommodate the natural shape of the body to the S-waves
adorning the backrest, promoting amazing breathability, this chair is
nothing short of sensational. But be careful. Your Sassy™ Chair might
activate an out-of-work experience...and that would be a shame
wouldn't it?

Put Your Blah's
in the
the Out-box
Out-box
in

safcoproducts.com

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

S. P. Richards Acquires O Henry
S.P. Richards has signed an agreement to
acquire selected assets from regional
wholesaler O Henry Inc.
Family-owned and operated since 1953,
O Henry serves the Mid-Atlantic and
Southeastern U.S. from its Greensboro,
North Carolina headquarters and is a
member of the Advantage Marketing
Wholesalers (AMW) organization.
S.P.Richards will integrate the business
into several of its locations, including
Greensboro and Charlotte, North
Carolina; Richmond, Virginia, and
Nashville. The transaction is expected to
be finalized by April 1.
Wayne Beacham, chairman and CEO of
S.P. Richards, stated, “O Henry Inc. and
the Frahm family have a highly respected
reputation in our industry. We believe this
is a great blend of culture and values. We
look forward to serving and growing this
market where both organizations have
had a strong presence for many years.
Our combined sales teams are working
together to ensure a smooth transition for
our customers.”
O Henry’s Barry Frahm added, “It is not
only rewarding but appropriate that the
integrity and customer focus that has
been O Henry’s forte for 54 years will be
assimilated into a company that adheres
to the same basic beliefs.”
Commented AMW president Jack
Reagan, “There seems to be some confusion as to what is actually happening at
O Henry. We were notified that O Henry
was ceasing to do business as of March
31, 2008 and was pulling out of AMW. At
the same time SP Richards announced
they had purchased selected O Henry
assets.
“At this time AMW is assessing the situation and evaluating all options.. I have
spoken to many of our key vendors and
FEBRUARY 2008

they remain committed to AMW and the
independent channel. We do feel confident that AMW will move forward and
continue to provide first rate marketing
for the independent dealer and remain a
strong alternative to the nationals.”

Industry Associations Offer
Student Scholarships
If you or any of your people have collegebound students, there are two industry
associations offering scholarship programs that they should know about.
The NOPA and OFDA Scholarship Fund
awards more than twenty new scholarships each year. Any person who is an
employee or related to an employee of an
Association member firm may apply.
Judging is done by a financial aid professional from a major Washington, D.C.
university who takes into consideration
academic success, interest, special abilities, financial need and other factors. The
deadline for applications is March 14.
For more information, visit the
Scholarship Program area of the NOPA
web site: www.nopanet.org.
The Office Products Wholesalers
Association Scholarship program is open
to any student or college-bound individual who is an employee or a relative of an
employee of an OPWA member firm.
Students with a connection to a group
affiliated with the office products industry
may also apply.
Scholarships for 2008 will be offered in
the amounts of $5,000 (in honor of
Toshiyuki Horie of Pentel of America),
$2,500 (in honor of David Anderson of
Richards Pen Shop) and $1,000.
Applications are judged on the basis of
academic success, interest, special abilities, financial need and other factors.
Although the candidate may select the
INDEPENDENT DEALER

career of their choice, judges may give
consideration to careers within the office
products industry.
The deadline for applications is March
10. For more information, visit the
Educational Foundation area of the
OPWA web site (www.opwa.org).

TriMega Closes Out Banner
Year with 2007 Q3 Rebate
Distribution
The TriMega Purchasing Association
announced that it recently delivered
rebates as scheduled for the third quarter
of 2007. The Q3 distribution totaled $5.5
million and was distributed midDecember to the group’s more than 550
dealer members. The distribution brought
the tally of total rebate payments paid in
2007 to a record high of over $29.1 million, nearly 12% over the total rebates
paid out to members in 2006.
TriMega described 2007 as another banner year for the association. The year
included “tremendous growth, enormously successful events and recordsetting performance in a variety of
areas,” TriMega said. Highlights identified
by TriMega included:
I Membership growth over 10%, to conclude a third consecutive year of double
digit growth
I Purchasing program improvements
that leveraged the increased volume of a
growing and more successful dealer
membership
I Launch of new web site functionality
and enhancements, which included a
Furniture micro-site, new Dealer
Message Board System, and a new webbased ACH payment system
continued on page 12
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Office Partners
Celebrates its
When I had the vision of starting a new buying group in February of
1998, I didn’t have a single dealer lined up. I did, however, have
something very important going for me – strong relationships with
people who were willing to take a chance on an individual. With a group
of manufacturers who believed in my direction for Ofﬁce Partners, soon
the dealers followed. This was and still is revolutionary, and could only
happen in our industry, which makes me all the more appreciative for
the partnerships we enjoy with our manufacturers today.
February 2008 marks the 10th anniversary of Ofﬁce Partners, and with it
comes a cause for celebration. Not just for our level of success but for
the years of support we have received from our manufacturers. Without
them none of this would have been possible.
As we embark on a new year, I want to take the opportunity to convey
my deepest gratitude to all of the manufacturers who have played a
part in the evolution of Ofﬁce Partners. So thank you for your collective
support, which has been professionally and personally beneﬁcial. And
thank you to our members, whose ongoing commitment is what keeps
us growing strong.
Here’s to 10 rewarding years together, and continued success.
Yours Truly,

Jim Hebert
President & CEO, Ofﬁce Partners
jhebert@ofﬁcepartners.com
“Some things have to be believed to be seen”—Ralph Hodgson

Ofﬁce Partners
100 Chase Park South
Suite 102
Birmingham, AL 35244
(800) 701-3655

Thank you to all of our
manufacturers who helped make our
vision a successful reality.

Industry News

continued from page 10

I New attendance records at its annual National Convention
and Tradeshow in September

BMI to Offer United Stationers'
Enhanced Content to OP Resellers

I Impressive growth in the first full year of the association’s
TriSupply program, a strategic partnership for private label
products with wholesalers S. P. Richards, United Stationers and
ActionEmco

Dealer technology provider Business Management International
(BMI) has announced that it will incorporate enhanced product
content on nearly 40,000 products distributed by United
Stationers Supply Co. into BMI’s office products e-commerce
platform, OP Revelation.

“2007 will go down in the books as a good year for TriMega and
our members,” commented TriMega president Charlie Cleary.
“A significant percentage of our members saw solid doubledigit growth over the last twelve months by translating their
strengths at providing first-class personal service into tangible
market share gains once again.
“We at TriMega are just fortunate enough to help facilitate this
performance by providing purchasing, marketing and other
dealer support programs to help them not only compete, but as
we saw this past year – prosper,” Cleary added.
TriMega also published its calendar of scheduled rebate distributions for the 2008 year, as follows:
I April 15, 2008: Encompasses Q4 2007 and 2007
year end payments
I June 13, 2008: Encompasses Q1 2008 rebates

BMI said it will integrate United’s e-Content and future e-commerce marketing campaigns into its e-commerce front end, OP
Revelation, and provide integration, training, support and other
services as appropriate.
United’s enhanced content, released in the fourth quarter of
2007, provides vastly improved product attributes, photographs, persuasive copy, and other details, allowing for
improved web search and guided navigation, product comparisons, and other e-commerce benefits.
“For those United resellers utilizing the BMI platform, this effort
will greatly enhance the on-line consumer shopping experience,
including search and product presentation,” said Ed Rodham,
United’s vice president, marketing. “It forges a synergy of BMI’s
respected software solutions with United’s marketing and product expertise.”

I September 15, 2008: Encompasses Q2 2008 rebates
I December 15, 2008: Encompasses Q3 2008 rebates

ECi Offers New Credit Card Solution
for Britannia Users
Dealer technology provider ECi has announced the integration
of its Britannia business system software with NET1 Payment
Solutions, a leading credit card processor and ECi Approved
Vendor. The integration provides dealers using Britannia with
new options and potentially lower costs for credit card processing, ECi said.
NET1’s Web-based gateway provides a direct uplink to the
company’s processing service center from within the Britannia
system, with no set up required on the dealer’s part. Credit card
transactions are automatically routed to NET1 via the Internet
for processing and authorization, eliminating the need for additional third-party software (and the associated costs). This
direct integration is unique among comparable vendors in the
merchant processor field, according to ECi.
“The NET1 gateway will serve as an invaluable enhancement to
our business solutions,” said Britannia product manager Jeff
Jones. “In adding this credit option, we extend the benefits of
greater flexibility, convenience and competitive pricing to our
dealers and the customers they serve.”

Tony Monaco

Paul Ventimiglia

Shachihata Names New Senior Sales Execs
Shachihata (Xstamper) has appointed industry veteran Paul
Ventimiglia director of sales for its commercial channel.
Ventimiglia joins Shachihata from Pentel, where he spent 28
years, most recently as national field sales manager of the company’s commercial division. Ventimiglia will be responsible for
servicing the company's commercial customers and will be
assisted by Martin Clemente, field sales manager.
In addition, Tony Monaco has been promoted to director of
sales, retail channel. Monaco joined Shachihata in 2006 after
serving as senior national account manager for Avery Dennison.
"We are pleased to have a person with Paul's talent and experience," said Mike Wilbur, Shachihata’s vice president of sales
and marketing. “He is very knowledgeable of the office products
industry and has a successful track record. Tony is a key person
and will be refocusing our efforts against the retail marketplace.”
continued on page 14
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C-Line Introduces
New Biodegradable Sheet Protectors,
Project Folders
C-Line Products has expanded its line of green office products
with the introduction of biodegradable top loading sheet protectors and project folders. Both items will be available in April.
The new sheet protectors are manufactured with an additional
additive that allows them to biodegrade while leaving no toxic
residue. C-Line says they will decompose in landfills, compost
environments or when buried in soil with no harm to the environment, though they will not biodegrade in the home, office, warehouse or store shelf environment. The clear, polypropylene, 8.5"
x 11" sheet protectors are available in a 10-pack (retail $3.99),
50 count box (retail $11.40) and 100 count box (retail $19.40).
C-Line’s new biodegradable letter-size project folders are manufactured from clear, heavyweight, archival quality polypropylene. They are available in a 25-count box (retail $11.40) or
packaged 5 per pack in a 24-pack display (retail $4.19 per
pack).
continued on page 15
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Industry News
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Mayline Acquires AVA Furniture Group,
Transitional and Contemporary Office Furniture Mfr.
The Mayline Group has acquired the AVA Furniture Group, a San Jose-based designer and distributor of transitional and contemporary office furniture. Founded in 2003 by co-owners Anthony Glaves and Brian McNay, AVA’s product line includes veneer casegoods and office and lounge seating.
The company’s dealer network covers 18 western states based on in-stock availability across a wide range of high quality casegoods and seating product lines.
“We have known Tony and Brian for a number of years and watched as they built a highly successful business,” said Mayline president and CEO Paul Simons. “This transaction allows AVA to build on its past success as the Mayline Group introduces the AVA
casegoods and seating product lines to new distribution channels and to the other 32 states and Canada.”

Kimball Table Line Earns Design Award
The Chicago Athenaeum Museum of Architecture and Design has
presented Kimball Office with a Good Design Award for its
Scenario table line. The Good Design program honors products,
designers, and industry leaders for excellent, competitive, and
enduring design.
“We’re very proud to be highlighted for design leadership by such
a prestigious organization,” said Jeff Fenwick, vice president of
marketing, Kimball Office. “This award recognizes both the innovation that defines our products and the integrated approach we
take in designing them.”

ADVERTORIAL

VendorUPDATE:

Soft-In-Sight
It’s tough to find an industry that hasn’t honed in on
the fact that female purchasing power is greater than
ever, and rising. Companies are changing the way
they design and sell their products and in turn, how
they connect with this buying force. But it’s more
than pink and pearls. Our industry is recognizing the
branding opportunities emerging from a softer
appeal with more visualization and more options.

As a thriving manufacturer, it seems Safco has comfortably mastered identifying their brand under a new umbrella. Recognizing
that the majority of their decision-making customers were comprised primarily of females, Safco never lost sight of whom they
were connecting with as a brand.
Working women are influencing the way the company advertises, and in some respects how it positions itself as a brand. In
fact, over the past few years Safco has strategically transformed
from its industrial image based on changing market trends and
identified buying patterns. Thus began the slogan “Creating Your
Comfort Zone,” displaying Safco’s ability to easily reshape with
industry needs and trends.
And the industry is taking notice. Safco recently began receiving
recognition from publications across the world in acknowledgement of their strategic message targeting female decision-makers.
Their ads are colorful, fun and full of energy. Even the catalogs
underwent transformation from the big clunking reference-type
book you might mistake for the dictionary to several sleek and
savvy product category segments that offer up more room for
visual imagery.
This type of visualization capability encourages customers to
create a working environment that best suits their individual
needs. Custom colors, mobile filing solutions and products that
create a greater sense of balance at work all help the customer
to imagine what their work life could be like.
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Many of Safco's products offer a way for users to adhere to their
own style of filing or to design surroundings that don’t “feel like
work”. Safco’s latest advertising encourages buyers to have an
out-of-work experience; the products themselves have personalities and as a company, Safco encourages buyers to never
negotiate who they are simply because they’re limited by choice.
All that is why Safco has expanded options, options and more
options over the past few years, integrating this ideal into hundreds of fabric selections for seating, limitless combinations of
modular reception room furniture and always accommodating
products to match something you’re interested in.
Aside from the positive sales impact, the soft approach targeting
females in the industry is also having an impact on customer loyalty, and it’s not necessarily to the product either. It’s brand loyalty to a company that “gets me.”
Although the majority of decision-making has shifted comfortably into the hands of working women, not all industry advertisements have gotten there yet. It’s difficult to omit the cliché male
in a business suit shaking hands with another well-dressed businessman over the latest deal made out on the golf course. Truth
is, that still happens, but it’s important to identify who is viewing
your ads, who is designing the room and who exactly is flipping
through the catalog, viewing your products online or checking
out the latest brochure.
For more information on Safco, visit the company’s web site at
www.safcoproducts.com.
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Broadening Your
Product Mix
Every Dealer is Selling More
Non-Traditional Products,
but Only a Few are
Super-Successful.
Here’s How They Excel.
by Jim Rapp

In the January INDEPENDENT DEALER, we reported that almost
every dealer we talked to during the previous month had sales and
profit increases in 2007. When we asked why, a good number said
it was because they were selling more non-traditional products to
existing customers. What products? The most often mentioned was jan/san, followed by mid-grade furniture for
supply dealers, and additional services by contract
furniture dealers.
Other growth areas included Green products,
breakroom supplies, ad specialties, beverage service, medical and educational products.
In our conversations with dealers, we asked why they were adding
product lines. The most frequent responses were in response to
customer requests and because of the products’ availability from
wholesalers.
For those dealers with significant sales increases, their answers
were somewhat different. More often we heard, “We saw this as an
attractive addition to our offerings, we developed a plan to sell these
lines and we trained our people on how to do it.” Some dealers
added, “We added new customers as a result of these offerings.”
continued on page 19
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The people who make the best
stamps in the world...
These are exciting times at Xstamper. Our reputation for quality and being at the forefront of stamp-making technology has never been stronger.
Our ability to satisfy our customer’s needs—by being faster and more efficient is better than ever.
It all starts with a new attitude we bring to work with us every day. It’s called teamwork, and for us that means everyone’s ideas are welcome,
everyone shares in our success, and everyone is dedicated to providing the best products and service possible.
The enthusiasm around here is contagious. We’re attracting the very best personnel, while also
retaining the best, most experienced members of our team. And most importantly, our customers
are noticing.

For More Information, please call 800.851.2686

07-00032
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Spread the Overhead

From Zero to $6 Million

“One additional item on every order can make a big difference
on your bottom line,” says Rod Lingenfelter, sales manager,
Merrifield Office Plus, Enid, Oklahoma.

A&W Office Supply and Design, Knoxville, Tennessee, got in
the jan/san business almost by accident. When I talked with
then CEO Betty Foister three years ago, she told me how it
happened.

I had talked with Rod three years ago, when he was a sales
rep for Merrifield and was just starting a coffee service business to go along with the dealership’s five retail stores and
growing commercial business.
Today Merrifield has added more than one additional item on
every order. In fact they have just finished the best year ever
in their 27-year history, thanks in no small measure to expanded product offerings.
Lingenfelter explains, “We realized that in order to grow we
couldn’t depend on retail, so we added coffee service. We
provide the equipment, which is expensive, but recover the
cost in the first year. We did a lot of research to find the best
coffee at the best price, and had to have a better price to take
business from established providers. Originally most of our
sales were to our regular customers, mostly small offices.
Today we sell to many large offices and chain retail stores,
providing not only coffee for employees, but everything else
that goes with it—cups, creamer, sugar, paper products, plastic ware, even some non-perishable food items. This,
in turn, has helped us pick up new
customers for supplies, and more
recently, furniture.”
Merrifield has always sold a lot of
school supplies to students and
teachers in their retail stores, and
now they have added these items
to their commercial business.
Like many supply dealers,
Merrifield has grown their furniture business from selling a few
desks and chairs, to offering a
complete line of mid-grade
product, and most recently
offering layout and design
services.

“We started by partnering with a small jan/san distributor that
needed warehouse space, which we provided. The distributor
then sold us a few items for our customers, at a good price.
Then we got lucky. One of our larger supply customers asked
if we would be interested in providing their jan/san needs,
since they were unhappy with their supplier. We said, ‘Yes.’
Then another customer asked. Same problem--bad service.”
Now, three years later, A&W just finished its best year ever,
with $16 million in sales, including $6 million in jan/san.
A&W’s Jeff Silver brings the story up-to-date: “The market for
jan/san and related products is so large that it’s hard to realize that with all our success we own only a tiny portion of our
particular market.
“We also learned that you cannot just dabble in jan/san. We
have access to the Afflink program through is.group, with
United Stationers as our first-call wholesaler. Dealers just getting started have the benefit of a huge selection available from
wholesalers, and buying groups for some items.”
A&W has expanded its offerings to include:
I Cleaning equipment—floor scrubbers, vacuums,
burnishers, wide-area extractors. The price of a large
area scrubber is $5,000 to $10,000.
I Cleaning supplies used with the equipment—
pads, chemicals, etc.
I Swimming pool chemicals for hotels and resorts
I Odor control products
I Commercial laundry products
I Commercial dishwashing products
I Restroom products, including dispensers.
A&W is also a preferred distributor for the commercial
Proctor & Gamble line and are now “going green”
with many chemicals and related products.
“As you might imagine,” Silver concludes, “good
service is an absolute necessity in this business. You
must have products available today, not tomorrow,
and your people must understand how every product
is used.”

“What’s the secret to successfully broadening your
product mix?” I asked
Lingenfelter. His response:
“Do the research—where
are customers buying the
items now, what are they
paying, what kind of service are
they receiving, and just as
important, where can you get
good quality products at the
best prices.”

More Lines, More Services
Contract furniture dealers continue to broaden both
their product lines and the services they offer. The
days of “exclusive dealerships” with just a single
product line are largely long gone, as dealers
increasingly need a broader variety of products
than any single manufacturer can offer.
continued on page 21
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The list of services that dealers provide has grown exponentially in recent years.

Areas of Opportunity
The healthcare market is growing by leaps and bounds but

“The whole client relationship has changed,” says Cary
Matthews of Business Interiors and Environments (BIE) in
Akron, Ohio.
“It used to be that you would start with product and follow up
with services. Today, we lead with design. We have a great
track record of engaging a client in a conversation built
around a plan that best fits their needs, with the understanding that it doesn’t matter what the products are—that will
come later.” BIE offers dozens of product lines and almost as
many services.
“With the addition of new software we have been able to put
an asset management program in place, which gives us the
opportunity to track clients’ inventory, as well as to have
greater control over all the other services that are needed,”
states Matthews.
BIE also offers LEED-certified consulting services, and is well
known for its Green initiatives in northeastern Ohio.
More and more dealers are broadening their offerings by hiring others to do the work that they can’t or don’t want to do
themselves.
Some supply dealers are farming out furniture delivery and
installations. Contract furniture dealers have found that they
can’t do everything themselves, but they can hire others and
still make a profit. Furniture moving is a good example.

Building on Your Name
Some independents have discovered that if you’re wellknown and have a good reputation in your market, you can
sell just about anything if you put your mind to it.
A good example is Jim Droney and his team at Mt. Lebanon
Office Equipment Co. in Pittsburgh, who recently added
postage meters and mailing equipment to their furniture and
supplies business. San Diego Office Interiors, San Diego,
California, started as a furniture dealer with interior design
services, and has developed into a “one source” company that
functions far more as a general contractor, from finding space
to design, planning, and total project management, including
buildout. They even have an architect on staff.
When it comes to office supplies, with 30,000 items available,
why would any dealer want to broaden their product mix?
Because far more than half of the items are slow or no movers
for the typical dealer. Finding ways to increase sales on only a
few of the dogs can be quite profitable.
Bob Herman, BuyOnLineNow.com, Rochester, Minnesota,
says that it’s all a matter of how you present products online.
For example, he not only separates green products from standard items, but also separates in other ways—minimum 30
percent recycled materials, biodegradable, etc. As a result,
sales of green products are growing 8-10% each month and
he’s looking for more to sell.
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many independents are either ignoring it or haven’t been able
to make it work for them. The exception is contract furniture
dealers. Traditional manufacturers now offer many products
designed specifically for medical facilities. Supply dealers sell
traditional office products to medical facilities, but haven’t
been able to do much with disposables or cleaning products,
for example.
There are exceptions. Reidsville Office City, Reidsville, North
Carolina is in a rural area, so they sell mostly to small hospitals and doctors’ offices. “It’s amazing what you can sell when
you simply mention the items,” says Reidsville’s Chuck
Rhodes. “As a result, we do a good business in open shelf filing, waiting room furniture, shredders, exam room supplies,
waste containers, x-ray jackets, hand soap and many other
items,” he adds.
“We make a special effort to sell more of the higher margin
items that every office uses,” says Addison Jones of The
Supply Room Companies in Ashland, Virginia.
continued on page 23

Furniture Dealer Opportunities
I Design
I Asset/inventory management
I Rental/leasing
I Refurbishing
I Reconfiguration
I Conference rooms—A/V—Theater
I Electrical/cabling/lighting
I Flooring/carpeting
I Wall panels, raised flooring
I Green applications
I Phone systems
I Decommissioning
I Moving
I Equipment installation
I Warehousing/storage
I On-site management
I General contracting
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Supply Dealer Opportunities
I Furniture—office, school, healthcare
I Ad specialties/promotional products
I Jan/San, cleaning equipment
I Safety products
I Breakroom supplies
I Green products
I Coffee/Beverage service
I Copiers, other equipment
I Printing, copy center
I School, educational supplies
I Medical supplies
I Commercial laundry supplies
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“For example,” he explains, “we remind customers that we
offer the extra service by providing custom products like
stamps, embossers, name plates and badges. Law firms,
accounting, insurance and medical facilities are big users of
these and other custom items. We’ve found that Xstamper
offers fast turnaround service and that’s important to customers and our margin on custom items is 40-50 percent.”
At Sewco, Inc., a dealership with locations in Amarillo.
Lubbock and Midland, Texas, Bob Anders started out using
food items as incentives to grow online business. “Working
with the Office Snax organization, we’d offer items like a box
of popcorn for every $100 order and then we’d switch the premium to cookies, marshmallow treats and even Campbell’s
soup with a nice soup mug to go with it,” Anders explains.
Every time they changed the incentive, says Anders, the dealership would see a spike in online ordering, which currently
generates about 65 percent of total supply sales.
In addition, once customers realized Anders and his team
were also in the food business, additional orders for snack
items started coming in. “More people are spending more and
more time in their offices and that means the food segment of
the office products business can become a substantial market,” he contends. “What started out as incentives for Internet
ordering has become a nice repeat business for food items.”
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Perhaps the King of Broadening Your Product Mix is
Greenville Office Supply, Greer, South Carolina. They don’t
just offer a wide selection of products, says Greenville’s
Charles Scales, they get the order!
“How do you do that?” I asked. Scales’ response: “When our
reps make a call they look around to see what the customer is
using and say, ‘We can provide that’, regardless of the item.”
In addition to office supplies and furniture, Greenville does a big
business in printing, beverage service and promotional products.
There is no question that broadening product lines can
increase any dealer’s sales and profits, but as the most successful say over and over again, it takes more than a little
work—research the market, obtain the product knowledge,
provide the training, get the best prices and develop a longrange plan to get it all done.
One thing is for sure—you’re not going to build much of a business in jan/san, beverage service, bariatric furniture or ad specialties by just letting customers know that you have these
products available, not even if you highlight them in your mailings and online promotions. It takes a long-range marketing
and sales plan, and a buy-in on the part of your salespeople to
give it their best effort.
That’s the message I hear from just about every highly
successful dealer I talk with. Must be something to it!
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The Importance,
Benefits and
Fundamentals of
Providing
by Krista Moore

Feedback
Many business owners and sales leaders may not realize the importance of providing
feedback to their employees to enhance organizational growth and development.
Providing feedback can improve employee morale and reduce confusion regarding
expectations and current performance.
Think of feedback as guidance that will enable your employee to learn as well as improve
the quality of his or her work. You will also see a difference in how feedback enhances
your interpersonal relationship with employees.
There are two forms of feedback that you can provide: positive feedback and constructive feedback. Positive feedback is used to reinforce desired behavior. Constructive
feedback addresses areas in need of improvement. It is important to provide employees
with both forms of feedback in order to improve and maintain quality performance.

Providing Positive Feedback
Let’s explore an example of giving positive feedback. After a successful sales call with
your sales rep, you get in the car and say, “You did a great job!” Way to go!” In your mind,
you might think that you are encouraging them and giving them positive feedback, right?
Consider the following steps as a means to praise as well as reinforce excellent performance. Try this:
I Describe the positive behavior.
“I thought you did a great job on the sales call. You were asking the customer a
lot of important, open-ended questions to understand what they needed, rather
than just talking about price and telling them about our company.”
I Explain why the behavior is positive.
“This was important, because you were able to build rapport; they opened up
and told us a lot of valuable information about their current situation that will
enable us to come back with a winning proposal.”
I Help the individual accept credit.
“Do you understand why this was so great? You really applied some great selling
skills.”
continued on page 25
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Feedback
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I Thank and encourage the individual.
“I just wanted to thank you for your efforts. If you continue to use these selling skills , you will have a lot of
success in getting new accounts and growing your
business!”
Do you see and feel the difference? Which example of positive feedback will give you the best immediate and long-term
results?

appointments a day to bring in the new business we
are expecting of you.
I Help the individual acknowledge the problem.
Do you understand why this is a problem, and that it
needs corrected?
I Develop goals with the individual.
Let’s agree on some goals to get you on more of a
schedule for being in the field during certain times of
the day, and develop a clearer understanding of the
amount of time you should allocate to face-to-face
customer meetings compared to time in the office.
What hours or days and how many do you think is
necessary and what can you commit to? What can I
do to help you?

Providing Constructive Feedback
At K.Coaching, we work with many clients that want to
improve their leadership and management skills. Often we
see managers avoiding crucial conversations or giving negative constructive feedback. Sometimes it may feel better to
just ignore the situation, hoping that it will go away, instead of
addressing the situation appropriately and constructively.
Most likely, the manager will provide short, pointed, unflattering remarks to get a sales rep’s attention.
The next time an employee requires constructive feedback,
consider the opportunity the situation offers you to make a
positive impact on future behavior through direction and
meaningful advice.
Consider the following example: You have a sales rep that is
not spending enough time in the field; you constantly see him
at his desk, seemingly busy, but not meeting your expectations and certainly not visiting enough prospects or current
clients.
You might say, “What are you still doing in the office?” Or,
worse, “Is your car broken?” Maybe you’ll ask, “Don’t you
have any sales calls today?”
Or, like many people often do, you’ll just ignore it, complain
to someone else, or go back to your office and stew about it.
Obviously, none of these responses are constructive, nor will
they communicate your expectations or yield different
results.

I Monitor the individual’s performance.
I’d like to meet with you every Friday at 4:00 to review
your weekly activities and success in this area. I’m
sure that if you keep up this new schedule, you will
meet your sales goals and have a great year!

A Few Tips:
I Managers should only give feedback to improve an
employee’s job performance or work-related behavior.
Feedback should not be given regarding an employee’s
private life unless it affects their ability to work.
I Focus on the individual’s actions rather than their personality.
I Focus on the individual’s future instead of dwelling on
past actions.
I For the greatest impact, don’t delay feedback. Provide
it as soon as possible after you become aware of problem behavior.
I Give accurate details to prevent the individual from
misunderstanding your feedback.
I Learn the individual’s point of view to gain insight into
his or her behavior.

Try this:
I Identify the problem behavior.
I’d like to talk with you a moment, please come into
my office. I have noticed that you have been in the
office, rather than in front of the customer, and this is
a problem. Your responsibility is to spend 50% of
your time on face-to-face appointments with customers and prospects, and you are not doing that.

I Make sure you give feedback in a private setting, especially the constructive feedback.
I Document your feedback, regardless of how insignificant it may seem.
Being an effective manager and sales leader is not easy, but taking the time to practice giving constructive and positive feedback can get you on your way to great progress and success!

I Explain how the behavior is wrong or detrimental.
The reason this is so critical is we are in a very competitive market and your current customers are being
prospected by our competitors. You need to stay
close with them and always be providing value. We
have talked about you having at least two prospect
FEBRUARY 2008

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 through enhancing their management systems, sales training, and leadership development. For more information, visit the K Coaching web sites at www.kcoaching.com,
for coaching and consulting programs and www.opwebinar.com for the latest online
training courses.

INDEPENDENT DEALER

PAGE 25

Customer Reward Programs
PART I: Comparing the

Big Box Offerings
By Tom Buxton
I have always been fascinated by loyalty
programs and belong to several. I am a
Premier Executive with United Airlines,
have achieved Gold Status with Hilton
Honors and am a Summit Member of
Frontier Airlines.
Are you impressed? I am not especially
overwhelmed by these “accomplishments,” particularly when I end up sitting
in a middle seat anyway.
However, I will always choose United or
Frontier as long as they are at all competitive on the route I am flying, because generally I receive some special treatment.
They have me trained and it has cost them
very little.
My familiarity with these types of programs
made me curious as to the relative value of
the Staples, Office Depot, and OfficeMax
“frequent flyer” offerings. Here’s a look at
what my research uncovered.
The three programs—Staples Rewards,
Worklife Rewards, and Max Perks—have
many similarities, including the fact that
none of them are intended for actual commercial customers. The rules (which I read
after I took some No Doz) state that no
“National
Advantage,”
“Business
Advantage,” “Contract Sales,” “State,”
“Municipal,” “Federal Government,” or
“Commercial Customer” can generate
rewards from these programs.
After reading the previous paragraph you
might be saying to yourself, “I don’t need
to worry about this anymore”. However,
you might want to understand the concepts on which these programs are based,
FEBRUARY 2008

so that you can make a more informed
decision as to whether your company
needs to create some sort of similar program to promote loyalty within your own
customer base.
Here is the problem that these types of
programs create for independent dealers:
They may not apply to our business customers, but the constant ads for the programs featuring headlines like “20% back
in rewards on ALL products from these
best brands” (Staples) must somehow be
addressed by your sales team.
We know that business customers read
newspapers and they probably have less
knowledge than you as to the validity of
these programs for them.
We also know that our sales folks are not
always proactive about addressing pricing
concerns that may arise from customers
who are feeling the necessity to cut costs.
Twenty percent savings from a Staples
advertisement can look extremely attractive to businesses if their current supplier
doesn’t try to address their concerns
through questions or possibly through
their own loyalty program.
Maybe this is why the big box retailers
spend so much time and money on this
type of promotion. To a customer, the big
three look a lot like each other, so there
must be some sort of hook to increase
customer visits. What sort of hook does
your company have?
“Great prices and service” is a bit worn as
a reason for existing. If we are honest,
most dealerships provide reasonable servINDEPENDENT DEALER

ice and next day delivery. How can you differentiate your company this year, without
lowering prices or cutting services?
The first and most obvious answer to this
question is to get your sales force more
familiar with the challenges their customers are facing by asking good questions and providing cost saving (not margin cutting) solutions.
Teach them how to approach their customers in a consultative manner, with the
goal of improving the relationship. If you
don’t know how to teach them yourself,
invest some money this year to improve
your team’s abilities.
The second thing you need to consider is
whether or not the flyers you supply and
the other marketing material you provide
your customers and prospects should be
integrated into some sort of loyalty program. Your business needs a way to
reward loyalty. Whether through a gift program or giving away free coffee cards,
something must be done to hook our customers!
Next month we will explore some possible ideas.
Please feel free to e-mail editor Simon
De Groot (simon@idealercentral.com)
or me (tom@interbizgroup.com) if you
have an idea that has worked well for
your company that you are willing to
share.
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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The SBA and Its
State of Small
Business Report
By Paul A. Miller

Late last year, the Small Business Administration’s Office of Advocacy issued a
report detailing the state of small businesses in this country. Due to its length, this
article will focus only on a few issues that have been critical to independent dealers. The report in its entirety can be found on the SBA’s website at www.sba.gov.
The SBA’s report is a big picture, broad
brush type of overview. It talks about the
role of small business and its importance to the President and his agenda
and claims a number of recent changes
supported by the President have been
implemented to help small businesses.
They include:
 New guidance for large businesses
subcontracting to small firms;
 Improvements in small business size
standards;
 Clarification of the “Novation” regulations relating to small businesses
acquired by larger ones;
 Initiatives toward more transparency
in federal procurement data, and
 Steps to reduce the contract
bundling that can leave small firms out
of the competition.

Success or Spin?
As someone who runs a small business
of his own and who has watched the
office products industry very closely over
the past nine years, I disagree with the
SBA report and its celebration of a
stream of SBA success stories.

I’m not an economist, so I’m willing to
accept their estimates on the number of
small businesses and the jobs these
businesses create each year. But I cannot
accept what they tout as “success.”
I point to large non mandatory Blanket
Purchase Agreements, Federal Strategic
Sourcing and the possible elimination of
small business participation in the GSA
depot program as evidence of where
more could and should be done to help
small businesses.
Certainly, there are some small businesses in the office products industry who
have been successful in the federal market. But when I measure the success of
the SBA and this Administration, I judge
them more on what they have or haven’t
done to help small businesses gain more
opportunities in the federal market.
If I were asked to rate this Administration
on its efforts to help small businesses, I
would have to give them a D+ at best.
The only reason they don’t fail is because
there are a few agencies out there who
do try to help small businesses and they
are the small bright spot for this
Administration.

Where small business
needs help
Again, looking at the office products
industry, I believe SBA and others need
to focus on how they can make current
rules fair and level.
Forget
about
Blanket
Purchase
Agreements. For a small business today,
winning a BPA is less profitable than it
used to be. If you want to help small businesses, then make BPA awards mandatory and penalize any agency that has
one when they buy from someone other
than a BPA holder.
Let’s pass the legislation this industry has
crafted to end pass-through sales. The
government isn’t helping small businesses when it turns a blind eye to a company that serves as a front for big business.
If we want to help small businesses, then
something has to be done to help them
cut through government red tape. It
shouldn’t take a PhD to be able to figure
out how to sell your goods and services
to the federal government. The process
should be easier, not harder and a small
business owner shouldn’t have to spend
all of their time filling out paperwork.
continued on page 28
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If the SBA and this administration really
want to help small businesses grow and
thrive, then let’s take a hard look at
mandatory set-aside programs like
JWOD and determine if they are really living up to their original missions today.
Let’s look at ways to ensure agencies
meet their statutory small business goals.
Right now the statute is meaningless
because there are no consequences for
agencies that fail to meet their small business goals.
Let’s put some teeth behind the statute,
because until you do, it is nothing but a
hollow effort to make people feel good
that they are “helping” small businesses.
Let’s request size standards for small
business that take into consideration the
entire size of an industry. A $6 million size
standard for office products dealers is
clearly too low when the dealer’s competition on the corporate side has annual
revenues in the billion dollar range.
Is it really fair to lump a business with
annual revenues of $10 million with a
company with annual revenues of $2 bil-

lion? If SBA really wanted to help small
businesses, it would look to create size
standards that take these factors into
consideration instead of shooting for a
one-size-fits-all size standard.
Finally, let’s pass legislation that will allow
small businesses to band together
through their trade associations to obtain
affordable health insurance. This is not a
new idea, nor is it the end-all solution to
the healthcare crisis in this country.
But if small businesses are the engine
that run the economy as SBA’s report
claims, then why not allow them the
same opportunities to purchase quality
and affordable health insurance as we do
for large corporations and labor unions?

Conclusion
I don’t want to give the impression the
SBA’s report is inaccurate. I’m just not
convinced that the SBA is doing enough
to really help small businesses. The
SBA’s efforts this past year have gotten
better, but real change will only come

when an administration is willing to stand
up and put its money where its mouth is
by providing the SBA with the money and
human resources it needs to be an effective advocate for small businesses all
across this country.
Small businesses are the engine that
drives this economy, even during downturns. Let’s reward them, not make it
harder for them to succeed. Let’s build
on the small business success the SBA
reports details by having a government
that gives more than just lip service to
small businesses as it currently does.

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.
For more information, visit www.mwcapitol.com.

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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Developing
Multiple Scenarios
to Ensure a Bright Future
by Bill Kuhn
In the December issue of INDEPENDENT DEALER, I suggested
developing multiple scenarios for 2008, and not focusing on just
one possible outcome. While scenarios can’t predict the future,
they can prepare a strategic dealer to act and react in the face of
varying circumstances.
Scenario building is not merely developing multiple forecasts. It’s
a tool to devise alternatives and construct new business models
to address whatever economic, industry, and local market conditions may exist.
Constructing various scenarios will allow you to anticipate the
future and become better at responding to events that you might
not have otherwise anticipated.
Consider your best opportunities
and strategies to minimize risk
Consider your best possibilities for creating opportunity and
expansion, and for minimizing potential risk. Examples might
include scenarios centered around expansion and diversification
into new market segments (education, healthcare, and GSA),
expansion of product lines (such as jan-san, break room supplies, green products, and IT supplies), increased penetration in
local markets (mid-size and small business, new customers, furniture), geographical expansion, or possible acquisitions in existing or adjacent markets).
Scenarios centered around risk might include minimizing or preventing the loss of any key person or any significant customer.
Risk is minimized through proactive, not reactive, actions.
Determine the possible scenarios that are the best to explore and
create models for those three or four that could have the largest
impact on your dealership.
Apply seven steps
In constructing a scenario, follow these seven steps:
1. Identify a focal issue, for example, expansion into the educational market or a strategy to prevent the loss of any key
person in management or sales.
2. List the key factors that affect your focal issue–facts about
the local market, workplace demographics, customers and
their buying patterns, competition, suppliers, key employees, and additional staff.
3. Identify the larger driving forces that influence the key
factors in Step 2. The driving forces might be evaluated in
terms of social dynamics (the changing workforce), economic issues (interest rates and the cost of money), potential
governmental actions, environmental and technological
issues, and other macro-environmental forces that you consider relevant.
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4. Rank the key factors and driving forces listed in Steps 2
and 3 using two criteria: 1) the factors and forces that you
anticipate will be most consequential to the focal issue, and
2) the degree of uncertainty associated with both the key
factors and the driving forces. This will help to determine the
opportunity that is best for you.
5. Develop scenario logics. Once those factors and forces that
are most significant and certain are identified, develop
strategies to deal with them. The strategies must take into
account all of the factors that make up your dealership—
financial strength, marketing power and thrust, supplier relationships, operating skills, quality performance, your people,
brand recognition, and your culture.
6. Look at the implications associated with each scenario.
For example, you may decide that the education market is
the most opportune right now and that healthcare or GSA
can be in the future, but only after you have better prepared
for the expertise and financial commitments necessary to
make those expansions attractive.
7. Finally, be constantly attuned to market indicators and
early warning signs that may require you to adjust your
strategy. The earlier these are identified, the sooner strategic
action can be initiated.
Tips
One of the best books of the subject of scenario building is The Art
of the Long View—Planning for the Future in an Uncertain World by
Peter Schwartz. Our firm has used Peter Schwartz’s approach as
one of our dealer training methods in scenario building.
If you are a medium- to large-size dealer with a number of talented staff (both in and outside of management), consider assigning
two or three teams of three or four people to work through the
seven steps of a focal issue you have identified. We have used
this approach and found amazingly creative and exciting results.
No matter what your dealership size may be, scenario building
will force you to take a harder look at planning, your marketplace,
and the various driving forces that affect your business, both now
and in the future.
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 303331-9032, or e-mail: BillKuhn1@cs.com
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It’s a question that has tantalized millions down through the
years: Who put the bomp in the bomp-a-bomp-a-bomp, Who
put the ram in the ram-a-lam-a-ding-dong?

“Our dealership has been hard work, but it’s been very good to
me and my family,” says Frank. And ironically enough, it also
provided the entry point for his new career.

In Pittsburgh, Pennsylvania, Frank W. Dittig knows.

“I met the radio station manager through the dealership a few
years ago, we got talking and the next thing I know, he’s asking
if I wanted to be on the air,” Frank recalls with a smile. “I went
to the station for a tryout, and once he heard my theme song
and me speaking, the owner said ‘Be here next Saturday afternoon. You’re on!’”

An office products veteran with almost 40 years as owner and
president of his own dealership, D&D Office Plus, Frank has had
another identity of late as Frankie Day, the man who is helping
to “Keep the Oldies Alive” in Pittsburgh.
Monday through Friday from 7 to 10:00 am and Saturdays from
7 to 9:00 am, Frankie co-hosts The Morning Memory Show on
radio station WKFB-AM 770 in Pittsburgh, playing a heady mix
of doo-wop, vintage rock and roll and classic soul.

That smile got a whole lot broader as he and co-host Ralph
“Caveman” Speaks dusted off their classic vinyl from the 50s
and 60s and started spinning the turntables.

While most business people his age have already headed to
places like Florida or Arizona for some well-earned rest and
relaxation, Frank gets up every weekday at 5:00 am and heads
for the radio station. And he loves every minute!

“This has been like a dream come true for me,” says Frank, who
blends the sounds of groups like the Orioles, the Five Satins and
Pittsburgh’s own Jimmy Beaumont and the Skyliners with a
strong message of faith and family values.

As a young man, Frank used to DJ at weekly Sunday dances
and proms for local Catholic schools and he says, he always
remembered that time as the most fun job he ever had.

That’s not too surprising for someone who recently celebrated
his 42nd wedding anniversary and whose three children and
eight grandchildren literally live just two doors to the left, two
doors to the right and just across the street!

His entry into the office products world came not long after,
when he partnered with his father-in-law to open an office
equipment dealership. “I was not mechanically inclined, and
while I could sell the machines, I couldn’t repair them, so I
decided to open up an office supplies and furniture operation on
my own,” he recalls.
Nearly 40 years later, the dealership he founded is still very
much family-owned and operated, with son Frank Jr. and
daughter Angela both active in the business. And last summer,
Frank welcomed grandson Frank W. Dittig II as the third generation of the Dittig family to work there.
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“I am truly blessed to be in a situation like this,” says Frank.
“I’ve got the greatest family in the world, the greatest job in the
world, and I get to play the greatest music in the world. It just
doesn’t get any better!”
And if you don’t know who put the bomp in the bomp-a-bompa-bomp, Frank can tell you. It was Barry Mann and the Halos
back in 1961. Rock on!
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To learn more about Frank’s second career,
go to www.frankieday.com
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Are You Ready to Stop
Dabbling in the Green World?
But look at the issue from a numbers perspective. Let’s say
our industry is a conservative $100 billion in sales and only
10% of the purchasers are green minded. If a green-only
dealer channel could secure 10% of that market, it would
represent a cool and very environmentally healthy $1 billion
a year in sales.
Government demand for environmentally friendly products is
increasing and if a Democrat is elected to the White House,
this trend will only intensify.

THELast

Word

by

Cliff Waldeck

Owner, Waldeck’s
Office Supplies For a Small Planet
San Francisco

It is time for an office products green giant to step up
to the plate. While many companies in our industry
already have a niche “green” department – Office
Depot has its award winning green book, United
Stationers is getting ready to come out with a green
catalog for their dealers–most of us are still just
dabbling in the green world.
No one—not dealer, manufacturer or wholesaler—has
embraced the concept wholeheartedly and laid claim to an
effort to radically change the paradigm of the office products
industry by offering only environmentally friendly products
and developing new products and services to make the
office a cleaner and healthier workplace.
I understand why no one has yet to go all out green. With a
majority of our existing profit stream still coming from nongreen minded customers, it would be financial suicide to
switch to an all green model when the demand just isn’t
there.
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And the timing for independents couldn’t be better! Just
about all the giant players in our industry are showing signs
of major metal fatigue. Big box stocks are falling, with little
new to offer except internal cost cutting efficiencies and
more private branding of commodity products....all pretty
boring!
The time is ripe to topple the giants of our industry with a
new paradigm that makes both economic and environmental sense.
Don’t forget, many green products like remanufactured
laser/ink jet toners, energy-efficient lighting and machines,
paperless document management systems and more actually save money for the consumer.
Add ergonomics, air purifiers and other products that make
for a healthier/cleaner office and increased worker productivity and you have the makings of a very strong, nimble
green entry into the marketplace.
This uber-green giant can take many forms. It could be a
manufacturer devoted to developing new green alternatives
to the market place. It could be a distributor or wholesaler
committed to exclusively providing environmentally friendly
and healthier office products to the workplace. It could be a
“roll up” of many like minded independent dealers, devoted
to a common green goal.
Or, it could start as something as simple as a franchise marketing program like Ken Johnson’s nationwide “All Value
Office Products.” Hey Ken, how about “Green Value?”
In the here and now, all office products dealers should at
least make themselves aware of what green products are
available for the purpose of creating a viable green option for
their existing customer base.
With more and more of those customers recognizing the
importance of environmentally-responsible office practices,
they might just find it putting more green of a different kind
in their pockets!
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