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Winner’s
Circle
Atlanta’s Artlite Celebrates Its 50th Anniversary
In Atlanta, it’s shaping up to be a very special year for the Light family
and the rest of the folks at Artlite Office Supply, as they celebrate their
dealership’s 50th year of service to the local business community.
Artlite was founded in 1964 by the husband-and-wife team of Arthur
and Estelle Light. Art had previously enjoyed a successful sales career
in the jewelry business but like many an independent, he had a strong
entrepreneurial drive of his own, and with the help of an initial loan from a
doctor friend, he and Estelle set up shop in a spare bedroom which literally
had a desk on one wall and shelving for inventory on the other three.
Their dealership has come a long way since then. Now in the hands of
sons, Stuart, Bert and Steve, and daughter, Cindy, Artlite today is some 35
hard-working industry professionals strong and, says Stuart, it has been
enjoying some outstanding success in recent years.
“Business has been very good for us,” he reports. “We are just as competitive
as the big boxes on price and we’ve been winning new business thanks to
our superior customer service and attention to detail.”
A large part of the dealership’s recent growth has come from office furniture,
says Stuart, which now accounts for about 25% of total sales and growing.
It helps, too, to have a strong team of long-time industry veterans. “We’re
very proud of our extended family at Artlite,” says Stuart, noting that the
newest employee at headquarters has been with the company for 18 years
and others can boast as much as forty years or more with the company.
And as the Light family gears up for the next fifty years, the third generation
is already starting to make its presence felt, in the shape of Stuart’s
daughter, Michelle, who is part of the outside sales team.
Our congratulations to the entire Artlite organization for demonstrating one
more time that there’s still plenty of room in the office products industry for
well-run family-owned and operated businesses!

CONTINUED on page 4
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EDITORIAL
OfficeMax Mailing
Tells a Sorry Tale
If you’re looking for insight on some of the key
differences between cultures in the independent
world and with our big box friends, spend a few
minutes this month reading through our Winner’s
Circle and Industry News sections.
Nobody is suggesting for one minute that the
poor guy who received a mailing from OfficeMax
addressed to “daughter killed in car crash” was
anything other than the victim of a dreadful
human error (see page 14). But the response
of the OfficeMax employee he called about the
mailing is illuminating.
“When I called, they basically called me a liar,” he
told the Chicago Tribune. “A manager basically
said, ‘This can’t happen. There’s no possible way
that this happened.’ It got ugly real fast.”
Contrast that sorry tale will our usual quota
of good news dealer stories in the Winner’s
Circle: A small business of the year award for
an Indianapolis dealer from a local chamber of
commerce, “Professional of the Year” honors to a
California dealer from a local contractors group,
a special award for philanthropy for an online
dealer in Austin and more.
In the case of the OfficeMax story, we can’t help
wondering if it might have played out differently
if the folks there had had a little less confidence
in their systems and a little more focus on their
customers as actual human beings rather than
records in a database.
Eventually, to their somewhat belated credit,
OfficeMax did apologize for the mailing, but it
wasn’t before they had accused the recipient of
making it all up and blaming somebody else—a
third-party service provider—for the whole sorry
mess.
Can you imagine ever reading a story like this
involving a business from the independent side of
the industry? Or even if you did, can you imagine
any independent responding in the same way?
Neither can I. Speaks volumes, doesn’t it?
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ECi can expand
my business into
multiple verticals.
“WE’VE EXPANDED INTO SEVERAL
VERTICALS OVER THE LAST 5 YEARS,
SUPPORTED BY SOLUTIONS WE’VE
ACQUIRED FROM ECI.”
–Jeff Schroeder • The Supply Room Companies

ECi lets you do business your way with:
On-premise or
Cloud-based Solutions

Multi-vertical &
Multi-location Support

Fully Integrated &
Customizable E-commerce

Yes, you CAN do business your way!

Business Analytics, CRM,
Mobility & Other Tools

Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc. All rights reserved.

Winner’s Circle continued from page 2
Complete Office Supply in Indianapolis Earns
Local ‘Small Business of the Year’ Honors

The award recognizes a business with 25 or fewer employees
that provides superior customer satisfaction, exhibits community
spirit and provides a positive economic impact. The winner is
selected by a panel of chamber members and former award
winners after being nominated anonymously by another chamber
member.
Complete was founded in 1988 by Alan’s parents, Tony and Roni,
and over the past 26 years, it has been meeting the chamber’s
Small Business of the Year criteria pretty consistently.
Alan himself serves on the Chamber’s Advocacy Committee and
recently helped pioneer the formation of several new business
development groups.
The dealership itself is no slouch in that area, either. Business
was up an impressive 20% last year, reports Alan, and he’s
looking for more of the same in 2014.

Complete Office Supply’s Alan Bird (center) accepts his Small Business of the Year
award from officials of his local chamber of commerce.

Congratulations are also in order for Alan Bird and his team at
Complete Office Supply in Indianapolis after their dealership was
honored last month by their local chamber of commerce as its
2013 Small Business of the Year.

And as far as exhibiting community spirit goes, Alan points to
his dealership’s sponsorship of various youth groups and its
participating in an annual food drive which helped send some
eight skids of much needed product to a local food bank.
CONTINUED on page 6 >>

WE KNOW AUTOMATED
CALL CENTERS STINK.

Call Phoenix and talk to a real person that will help.
Ten minutes on hold. Empty, prerecorded promises. Smooth
jazz spiking your blood pressure. Is your call really important?
We hate call centers, too. When you call Phoenix, you speak
directly to a live person. We know our products inside and
out, so we’re ready to promptly solve an urgent issue or
simply answer a question. You always receive the personal
support we’d appreciate ourselves.

And we know you won’t find it
with our competitors.

(clockwise from top)

SAFE INTERNATIONAL, LLC

Jeff McQueen
Janet Pape
Penny Cooper
Sharon Maish

800.636.0778 | www.phoenixsafeusa.com
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RELIABILITY

See what happens when consistency and value meet.

Saving time. Managing costs. Delivering results. At Enterprise Group, we understand
the importance of paper to your business. As your trusted business partner, we
offer a broad range of products for a variety of end uses and deliver them when you
need them. So when you are looking for consistency, value and reliability—look to
Enterprise Group.

It simply means we carry the right paper for any job—every time.

Follow us on Twitter @egpaper
Like us on Facebook: www.facebook.com/egpaper

For more information, please visit egpaper.com

Winner’s Circle continued from page 4
And if all that wasn’t enough, Complete, with a friendly assist
from wholesaler United Stationers, also contributed some 160
backpacks last year to a nearby public school.
We’ve said it before and no doubt, we’ll say it many times more:
When it comes to providing a positive business role model and
giving back to the community, nobody does it better than today’s
independents!

Local TV Station Honors GA Independents Robin
Baxley and Sandi Shields as ‘Women to Watch’
Robin Baxley and Sandi Shields, co-owners of Best Office
Solutions in Waynesboro, Georgia, had special reasons to
celebrate last month as they were honored by their local NBC
TV station as members of its 2013 class of special “Women to
Watch.”
The TV station runs a regular “Women to Watch” feature on its
local news program to recognize local business women who
have a positive impact on their community and who serve as
effective role models for other aspiring women entrepreneurs.
Robin and Sandi have been qualifying handsomely on both
counts since they founded their dealership in 2010, and as local
TV news anchor Paige Tucker reported, they’ve done so on the
basis of outstanding personal service and a fierce commitment
to community involvement.
“You can buy from anywhere, and we understand that,” Sandi
told the TV reporter. “We like to offer extra service, real people
answering our phones; we like to give everyone a sales rep if
they need it.”

‘Professional of the Year’ Honors for The Office
Boss, CA Dealer
As its tagline proudly proclaims, The Office Boss in Truckee,
California, is “redefining what an office supply store should do”
and evidently, there’s a bunch of customers who are big fans of
the results.
That includes the members of the Contractors Association
of Truckee Tahoe (CATT), who recently elected Marylee
Glace, reprographics manager at The Office Boss, their 2013
“Professional of the Year.”
The Office Boss carries the standard dealer product mix but it
also offers a whole lot more—including large format printing that
meets a critical need for the local contractor community. That
side of the business has been in Marylee’s capable hands for the
past seven years. Our congratulations to her and the rest of The
Office Boss team.

Online Independent Zuma Office Supply Earns
Honors for Good Deeds
After 25 years on the manufacturing side of the office products
business, Greg Pierce had had enough. He was, in his own
words, tired of dealing with big box ethics and wanted instead to
do something he would actually enjoy and that would add more
meaning to life in general.
After carefully reviewing his options, Greg took the plunge and
opened the doors—or at least the website—of Zuma Office
Supply.

Added Robin, “We really care about our customers…and that’s
why we started this business and why we continue to do it.”

Based in Austin, Texas, Zuma is a totally online reseller and it’s a
reseller with a difference. “Zuma was created to give back,” says
Greg and with a minimum of half of company’s profits going to
charities, it certainly does that!

It’s also why Robin and Sandi also both boast an impressive
record of involvement in the community. Both have served as
local chamber of commerce president and Robin just ended her
second tour of duty in that position.

Zuma customers receive a list of selected charities and are asked
to choose the one they would like Zuma to support. Zuma’s
contributions are then allocated on the basis of customer votes,
giving them an important voice in the dealership’s gift giving.

“I love living in a small town and having Augusta near us,” she
told the TV news reporter. “So, I want to make that a positive
thing and remind people that you can live here and have Augusta
right at your finger tips.”

Greg and his team’s good works have not gone unnoticed. Last
month, Zuma was just one of three companies honored by Austin
Gives, a local nonprofit whose goal is to encourage business
philanthropy, at a special awards ceremony.

[WATCH] See the full broadcast of their “Women to Watch”
feature.

“As business owners and operators we have a responsibility
to create positive social change,” says Greg. Based on Zuma’s
record to date, he’s certainly well on the way to doing just that.
CONTINUED on page 8 >>
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Keep important files

organized and
at your fingertips.
Work in progress...now you can see it,
organize it and prioritize it with new filing
solutions from Avery.
For most hardworking multitaskers in the office, it’s likely
that several projects are in the works at one time. It’s often
difficult to keep things neat and organized, yet readily
accessible so gears can shift quickly. Avery has come up
with innovative new solutions that provide great options
for organizing important work, while keeping offices and
desktops neat. One satisfied administrator told us,“It’s
hard to imagine how I kept multiple projects in order
before. With these new tools, everything can be
organized, but within reach – a huge time-saver.“
New Ways to Organize Files
Avery® Slide and Lift Tab File Folders and Hanging File
Folders have incorporated flexibility and simplicity into
a complete filing system. Gone are the plastic or paper
inserts, Avery has replaced them with tabs that slide left
and right to any position on both hanging folders and file
folders so files can be customized to suit individual needs.
Plus, tabs lift to indicate priority or as a reminder.
On the Go or On the Desktop
Projects will stay organized and sub-divided in one place in
Avery’s new Slide & View Expanding File. Five pockets
expand and slide apart for easy access and visibility. It
collapses and closes securely for easy portability. Priority
Pocket File Folders feature a clear pocket on the front of
a file folder to keep important documents or loose items
visible and accessible.
Easy Ways to Organize Desk or Cubicle
When it comes to keeping files within reach, Avery has
come up with two great options. The Adjustable File Rack
expands and contracts to save up to 64% of desk space
when fully collapsed, yet opens fully with five slots to
accommodate numerous files. A convenient Cubicle Wall
File Pocket attaches to cubicle wall with pins and mounting
bar pocket can be easily removed and reattached.

Little things that work in a big way.™
Check out these new organizing solutions at avery.com

Avery® Slide & Lift Tab
Hanging File Folders

Avery® Slide & Lift Tab
File Folders

Avery® Slide & View
Expanding Files

Avery® Priority
Pocket File Folders

Avery® Adjustable
File Rack

Avery® Cubicle Wall
File Pocket

Winner’s Circle continued from page 6
CA Dealer The Office Supply Company
Recycles for a Worthy Cause

Hat’s off to one more independent who’s found an innovative
way to support their community!

CA Furniture Dealers Inside Source and Young
Office Merge
Two Northern California office furniture dealers, San Carlosbased Inside Source and Young Office in San Francisco, have
merged to create a new entity called Inside Source/Young.
Principals Dave Denny, Rose Young and Paul Stier made the
announcement. Dave will serve as president of the new company.
Dave founded Inside Source in 1992. An Allsteel dealer in Silicon
Valley since 1995, Inside Source last year was ranked No. 76
among the 100 fastest growing privately held companies in the
San Francisco Bay Area by the San Francisco Business Times,
reporting a 100% increase in revenue from 2010 to 2012.
Young and Stier have each been in the office furniture industry
over 25 years. In 2006, the duo joined forces and began Young
Office in San Francisco in partnership with HNI/Allsteel.
Terms of the deal were not disclosed.

In Houston, City Office Supply President & CEO
Laura Tant Retires After 40-Plus Years
The Office Supply Company’s Paul McManus and one of the beneficiaries of his
dealership’s new recycling program.

In El Centro, California, about a two-hour drive east of San Diego,
Paul McManus and his team at the Office Supply Company are
going to the dogs, but that’s really not such a bad thing!
It’s all part of a new program they’ve come up with to allow their
customers do the green thing while helping their furry friends in
the animal world at the same time.
Paul credits Kurt Karr of Monkeytown Office Supplies in Vinton,
Iowa, for the idea, which couldn’t be simpler: All customers have
to do is let Paul and his team take care of recycling their empty
ink and toner cartridges and 100% of the proceeds will go to the
local Humane Society chapter.
The effort is still very much in its early days but the response has
been overwhelmingly positive. “We probably got more cartridges
in the first two weeks after launching the program than we did all
year in 2013,” reports Paul.
Even more impressive, the posting about the program on the
dealership’s Facebook page has already generated over 100
“likes” and several “Thank you for all you do” type comments.
FEBRUARY 2014

After more than 40 years of serving the greater Houston market
with City Office Supply as president and CEO Laura (McCain)
Tant is stepping down to enjoy a well-deserved retirement.
Laura started with the company in 1973 and became president
in 1976 following the death of her father, Reese Phipps, who
founded the company with his wife in 1950.
Over her decades with the company, Laura guided City Office
Supply to become one of the most experienced and wellrespected, women-owned office product companies in the
region.
She will be leaving the business in good hands with two of her
children, Michael McCain and Colleen Gingrich, who together
have a combined 51 years of experience in the industry and who
will be serving as president and vice president, respectively.
We’re more than happy to join the current staff, customers and
vendors of City Office Supply in wishing her all the very best and
thanking her for her many years of service and leadership with
her dealership and her community.
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On-Time & On-Budget

OP Revelation

TM

Software For Office Product Dealers
You have a right to expect your project to be on-time and
on-budget. While other dealers struggle with overly
complicated software, overruns and cancelled go-lives, we
have the product and the experienced, talented staff to
create success for our partners. Visit us on the web at
http://www.bmiusa.com/industry-expertise/office-supply or
call us today, toll free, for a free consultation at 888-5808382, X206.

Secrets of Success

Office Smart

A Small Town Success Story

Glenn and Diane McDaniel Talk About Their Second Careers in an
Industry They Love
by Jim Rapp

“I spent the first part of my life in the grocery
business,” recalls Glenn McDaniel. “I finally
became chief financial officer for a supermarket
chain and we lived all over the country. But in
1993 I lost my job when the chain sold out to a
Canadian company.”

• Glenn and Diane McDaniel,
founders
• Supplies, furniture,
beverages, promotional,
equipment
• Founded: 1993
• Sales: $4 million
• Employees: 10
• Online sales: 60%
• www.officesmartusa.com

“Through a consulting engagement, I went to
Sierra Vista, Arizona, and in the course of a
conversation with the president of the local
chamber of commerce, he suggested that the
town needed an office supply store. We loved
the town, so we put together a business plan,
found space and opened a retail store.”
“It was the greatest thing that ever happened
to us. Although we made lots of mistakes, we
loved every minute of it. Our industry has the
nicest people in the world!”
Sierra Vista is in a very rural area near the
Mexican border and has a population of fewer
than 50,000.
“We learned early on that you have to sell just
about everything to almost everyone in order
to be successful,” Glenn explains, “so that’s
what we’ve been doing: going after the school
business, adding janitorial, promotional and
beverage products.”
In 2008, they expanded their coverage
area to include Tucson and became strictly
commercial, closing their retail store the
same year.
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Looking forward
to retirement
Last June the McDaniels sold the business to
Wist Office Products in Tempe, Arizona, and
they will be retiring later this year. “I’m pleased
that the Wist family will retain the Office Smart
name and all our employees,” says Glenn. “It’s
the perfect merger of two independents. Wist
has a strong presence in Phoenix and northern
Arizona, as does Office Smart in Tucson and
southern Arizona.”
Glenn McDaniel is well known in our industry
for his work with NOPA and the dealer
groups. He has held various offices, including
president of NOPA. Most recently he has been
involved with the test for cooperation between
Independent Stationers and TriMega in federal
government purchasing.
“We are pulling together as an industry,” Glenn
says, “and I’m cautiously optimistic that we will
have a bigger piece of the pie in 2014.”
Glenn concluded our conversation with
this: “We want to thank all the great people
who helped us along the way. Independent
dealers have a great future. Support NOPA
and all the other organizations that make this
such a great industry.”
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Unlocking Potential in a
$19.4 Billion Industry
The promo product industry is valued at over $19.4 billion; so how does that break
down among those within the industry, and how can one become a part of it?
hether you realize or not,
promotional products (ad
specialties) are a big part of our
everyday lives. They are the pens
at our desk, the t-shirts we wear at the gym, the
tote bags we use to shop and the hats we wear
to support our favorite teams. In essence, these
are useful, decorative, wearable, practical or
entertaining items imprinted with an advertiser’s
name, logo, slogan or message. Because they are
items essential to our lives, they are favored
among advertisers.

WHY DO ADVERTISERS LOVE
PROMOTIONAL PRODUCTS?

The power behind these products is jaw-dropping.
Over 80% of recipients remember the business
that gave them a promotional product and 82%
of recipients keep items they feel are useful.
This brand awareness combined with longevity
equals a very high return on an initial investment.
Promotional products deliver a better cost-perimpression than any other media. The average costper-impression (CPI) equals $.005 – that’s half a
penny. The low CPI of these products makes them
appealing among all types of end-buyers, from large
corporations to small mom-and-pop businesses.

WHO’S BUYING?

One of the biggest factors that plays into the $19.4
billion industry is the across-the-board appeal
as well as the diverse types of products available.
Since a promotional product is virtually anything
that can be imprinted with a logo, there are a lot
of products in a lot of different price points. Some
of the biggest buyers of promotional products are
large corporations, small business, governments,
nonprofit organizations, hospitals and schools. The
education and health-care markets alone accounted
for $4.44 billion last year alone.

WHO’S PROFITING?

The industry breaks down into a five part supplier
chain, starting with the factories that create
products and ending with the buyers who shop
for them. In between these two stages there are
suppliers, distributors and decorators/printers.
When an end-buyer has a need to launch a
promotional item, they consult materials such as
catalogs and e-commerce websites from industry
distributors. When a product is chosen, the
distributor orders it from the respective supplier.
Once the product is ordered, a decorator or printer
imprints the end-buyer’s company logo onto the
item, which is then delivered to the end-buyer.

“

For Newtown Office & Computer Supply, the
value of selling Promotional Products cannot be
overstated. Since 2009, sales in this category have
tripled, and the gross profit is up by 30%! With
margins shrinking in the office supplies category, the
results in the custom products department are most
welcome. 2013 sales project to be 20% higher than
2012. Other than the obvious benefits of higher sales
and profit is how the sale of promotional products
relates to our company’s sales in general. Very often
our initial order from a new customer is a custom
product. Once we have earned the customer’s
trust from this first order, it will lead to additional
business in our other sales categories.

”

Jim C. , Newtown Office and Computer Supply, asi/548261

HOW DO DISTRIBUTORS DO
BUSINESS?

Promotional product distributors are the liaisons
helping end-buyers find products they want
at the price they want to pay. Distributors find
these products by attending trade shows as well
as consulting industry shopping engines. They
then present these products using catalogs,
presentations and e-commerce websites to their
clients. The average distributor sale is $900 per
order with a 40% profit margin. If one customer
orders three times a year from one distributor at
this rate, the annual revenue potential is $2,700
with a potential, annual profit of $1,080 from
a single client. Because of the high return on
investment (ROI) of promotional products, many
companies adopt it as a new business channel.

More and more business owners realize that
adding a promotional product channel to
their day-to-day helps increase profits from
current clients as well as win new business. As
demonstrated by successful retail business models,
shoppers like going to one place for everything.
Additionally, promotional products have also
proven to help businesses earn more revenue
during slower times of the year.
For example, if December is your busiest month
of the year and May the slowest, promotional
products can bridge the gap. May and June is the
time of year when company picnics, walk-a-thons
and award ceremonies occur, and they use many
different promotional products. Another example
would be if the winter is your slowest time, which
is when companies tend to shop for gift and
reward products for their staff and best clients. It’s
safe to say that promotional products never have a
slow season.

HOW DO I GET INVOLVED?

Including promotional products in your sales mix
is definitely easier than one might think thanks to
ASI® - the world’s largest media, technology and
education organization servicing the promotional
products industry.
For the last six decades, ASI has been facilitating
25,000+ members and helping them succeed by
developing tools and services that promote selling.
ASI has also dominated the market for every
portion of the five part supplier chain, ranking
#1 in education, research services, web solutions,
editorial awards, credit information, trade show
attendance and editorial circulation. What does
all this mean? Simply that by working with ASI,
you’ll be able to quickly and easily become a seller
of promotional products.
ASI distributor membership is a seamless way
to include an extra business channel. By joining
ASI, you’ll be set up with all the tools you need
without an overhead investment. Because the
products already exists and are easily accessible,
thanks to the industry’s leading online sourcing
tool, ESP® and the library of ASI catalogs, you
don’t need inventory or expensive equipment. If
expanding your business is something you’ve been
considering, ASI is where you need to start.

www.asicentral.com/idealerfeb

ASI’s Door is Open
Come in to a new business channel
and a world of success.

BONUS:
$
membership*

100 off

One of the most popular advertising vehicles is promotional products. Because of their low cost per
impression (CPI) and popularity – 80% of promo product owners remember the advertiser – it’s no surprise
that the promo product industry is worth $19.4 billion.
We provide the tools and services necessary to thrive and profit in the promo product industry.
Here’s how we help grow your business:
1 We start you with access to the industry’s #1 product sourcing tool – ESP®
2 We offer you your own e-commerce website that’s easy to use and design, and accepts online payments
3 We provide you with world-class marketing tips and education from experts
4 We host multiple trade shows and networking events across North America throughout the year
5 We create cross-media tools and software that market and sell promotional products

Best of all, you can get started with just a phone call. There’s NO overhead investment,
NO expensive equipment to buy, NO new staff to hire and NO inventory to manage.

Visit www.asicentral.com/idealer
*Offer available to first-time members only.

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

IndustryNEWS
OfficeMax Sends
Junk Mail to Dad
of ‘Daughter Killed
in Car Crash’
Big box retailer OfficeMax gave a whole
new meaning to the term “junk mail” last
month, when it somehow managed to
send a promotion piece to a suburban
Chicago man referencing the death of his
daughter.

“What purpose does it serve anybody to
know that? And how much other types
of other information do they have if they
have that on me, or anyone else? And
how do they use that, what do they use
that for?”

Mike Seay’s 17-year old daughter Ashley
was killed with her boyfriend in a car
crash last year and in the piece of mail he
received from OfficeMax, the address line
below his name read “Daughter Killed in
Car Crash.”

After Seay’s wife showed him the letter, he
called OfficeMax customer support, Seay
told the Chicago Tribune.

“Why would they have that type of
information? Why would they need
that?” Seay asked an NBC reporter
covering the story.

“When I called, they basically called me a
liar,” Seay said. “A manager basically said,
‘This can’t happen. There’s no possible way
that this happened.’ It got ugly real fast.”
Seay told the Tribune he sent OfficeMax a
picture of the letter, and was accused of
fabricating the text. Eventually, OfficeMax

called to apologize but when his wife
asked how they got the information, they
wouldn’t tell her and that made her livid,
he added.
“Emotionally, she’s distraught,” Seay told
the Tribuine. “It’s bad enough worrying
about your children, but when you’ve
lost a child but then you see it written out
how she died — why do they have this? I
understand that it’s out there, but how did
they tie that to me?”
Following widespread media coverage
of the mailing, OfficeMax apologized to
the Seays and blamed the mistake on “a
mailing list rented through a third-party
provider.”

Call for Entries for the North American OP Awards
Entries are now open for the fifth annual
North American Office Products Awards
(NAOPA). The closing date for entries is
March 15 for vendors and March 28 for
dealers.
Organized by OPI in association with
S.P. Richards, the awards are designed
to encourage innovation and recognize
outstanding vendors and dealers who are
working to deliver real value to the dealer
community.

The eight awards categories are:
• Best Product – Core office products
• Best Product – Furniture
• Best Product – Technology products
• Best Product – Cleaning and
breakroom
• Product Innovation of the Year
• People’s Choice Award
• Professional of the Year—Dealer
Award
• Industry Achievement of the Year—
Dealer Award

Winners will be chosen by a panel of respected executives from the independent
dealer, dealer group and trade association
communities, along with representatives
from the North American wholesalers.
The awards presentation and dinner will
take place during S.P. Richards’ annual
Advantage Business Conference (ABC) in
Nashville, June 11-14.
Visit www.opi.net/naopa2014 for more
information.
CONTINUED on page16 >>
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BUILD YOUR

BATTERY PROFITS

+

Duracell® has the customized tools
to help you start building your
battery proﬁts today.
Receive:
+ Free online training
+ Exclusive sales kit
+ Market trends & insights

GET YOUR FREE DURACELL®
SALES TOOLS
Visit www.DuracellPro.com/sell
or call 877-277-6235 to receive
Duracell Professional’s exclusive
battery sales tools.
Start building your battery
profits today.

877-2PROCELL | www.duracellpro.com

Industry News continued from page 14
Independent Stationers Announces New Affiliate
Program with NSSEA, 2014 Regional Meetings
The Independent Stationers dealer group and the National School
Supply and Equipment Association (NSSEA), have announced an
affiliation program designed to let NSSEA members participate in
the U.S. Communities School Supply program recently awarded
to Independent Stationers.
IS executive vice president Charles Forman said, “We are pleased
to announce this affiliation with NSSEA as it further represents
our strategic direction of creating programs and developing
opportunities for dealers to participate in our leading-edge sales
platforms. We believe it is imperative to redefine and overcome
the many challenges facing the independent dealer community
and this alliance expresses that spirit of innovation.”
“We see this as an exciting opportunity for NSSEA members to
access the potentially lucrative U.S. Communities School Supply
program and expand their sales to school districts,” said Jim
McGarry, NSSEA president and CEO. “Becoming an authorized
contract holder is a game-changer for those who want to
become stronger competitors and a viable source for hundreds
of products specified on the contract.”

Separately, IS announced it will be holding a series of regional
meetings across the country next month.
IS said the two-day meetings, branded “No Limit,” will speak
to the many opportunities currently available to the independent
dealer community and are to be held in Washington, DC, Dallas,
Chicago and Las Vegas.
The sales-oriented meetings will be focused on the group’s
federal sales and national accounts programs and will include
sessions for those dealers already participating in each program
and training for dealers who want to learn more, as well as other
sales-related sessions.
The meetings will offer a series of training and roundtable
discussions focused on sales and dealer best-practices sharing
as well as guest speakers on topics such as school supplies,
LED lighting and more. The first day will also include a vendor
tabletop expo and reception.
Dates and locations are as follows:
• Dallas—March 10-11, in conjunction with the NSSEA Ed
Expo convention and tradeshow.
• Las Vegas—March 13-14
• Washington, DC—March 18-19
• Chicago—March 24-25
CONTINUED on page 18 >>
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Amazingly advanced.

THERE’S NO LIMIT TO THE VALUE YOU CAN ACHIEVE WITH OUR
FEDERAL SALES AND NATIONAL ACCOUNTS PROGRAMS
2014 is YOUR year. It’s the year your dealership can experience NO LIMIT to generating sales and
opportunities to grow your business. Independent Stationers can help you to achieve new heights
through our many programs and services.
One of the valuable opportunities Independent Stationers provides our members is to participate in
our 2014 NO LIMIT Regional Meetings. These 2-day sales-oriented meetings include:
Sales training and roundtable discussions

Dealer best-practices sharing

Dealer networking

Vendor tabletop expo

Guest speakers on leading industry topics

And more!

Dallas, Texas

Las Vegas, Nevada

Washington, DC

Chicago, Illinois

Want more information about these regional meetings and Independent Stationers other value-added
programs and services? Contact Tom Ashburn, 317-579-1117, ashburn@independentstationers.coop
www.independentstationers.coop

www.facebook.com/IndependentStationers

Industry News continued from page 16
For more information, contact Independent Stationers headquarters (Ph: 317-845-9155) or visit the Independent Stationers web
site at www.independentstationers.coop.

TriMega Announces Pulse 2014 Regional Meetings

The schedule for TriMega’s regionals is as follows:
• Los Angeles (Universal City), CA: March 13–14 at the
Sheraton Universal
• Atlantic City, NJ: April 24–25 at the Revel Resort & Casino
• Chicago, IL: May 8–9 at the Embassy Suites Chicago
Downtown

The TriMega Purchasing Association dealer group has announced
its regional meeting schedule for 2014.

For complete meeting details and registration information, visit
www.trimega.org/pulse.

Titled Pulse 2014 (www.trimega.org/pulse), the day-and-a-half
long events will take place in three cities across the country—
Los Angeles, Atlantic City and Chicago—and connect TriMega
members throughout the country with approximately 20–25 key
suppliers at each event.

United Stationers and ECi to Continue Web
Collaboration

“We are very excited to be bringing Pulse back for 2014,” stated
Michael Morris, TriMega’s vice president of marketing.
“Last year, we made some fairly substantial changes to the
event—which primarily centered on peer-to-peer content and
amped up networking—and received phenomenal feedback
regarding those changes. We added dealer best practices panel
discussions, converted our lunch into a working lunch discussion
session and introduced something we call idea circles, which are
focused, interactive roundtable sessions. Pulse 2014 will build on
these enhancements to deliver even more value for attendees.”

FEBRUARY 2014

Wholesaler United Stationers and dealer technology provider ECi
Software Solutions announced last month they have reached an
agreement to continue their collaboration to deliver digital ecommerce tools for resellers through 2014.
The agreement paves the way for both companies to continue
building on a strong foundation that aims to improve the consumer
shopping experience on independent reseller websites, United
said.
The agreement extends the availability of United Stationers’
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be a part
of the
pulse

Registration Now Open
for TriMega’s
Insights & Ideas Expos!
TriMega invites all members to come together this
spring to attend one of three insightful, powerful
events to help you stay on the pulse for 2014.
Taking place in 3 cities across the U.S., pulse 2014 will
be your best use of 1-1/2 days this spring. You will...
...get it. Be prepared to gain insights during your
one-on-one time with key suppliers in an organized
prescheduled format where you can't help but...
...feel it. Absorb the new opportunities, new inspirations and new knowledge so you can head back to...
...share it. This is your chance to network with fellow
members and exchange best practices, ideas and tips.

more at pulse 2014!

Chicago - May 8-9

Atlantic City - April 24-25

Los Angeles- March 13-14

• And

register today!
www.trimega.org/pulse

Industry News continued from page 18
suite of “Smart Services,” including its SmartSearch enhanced
e-content, for dealers using software solutions provided by the
ECi family of companies.
With the agreement in place, United said it and ECi will continue
to collaborate on future enhancements in United’s Smart Services
development pipeline, which includes:
• Improved relevancy with broader brand and price point
variety
• Search usability improvements to match model numbers
with compatible consumables, improved attributes,
TypeAhead, and advanced refining options of search results
• Ink and Toner Finder improvements
• Product videos
“We are very excited to have this agreement in place with ECi,”
said Girisha Chandraraj, vice president, eBusiness at United
Stationers. “It allows us to continue offering our dealers cuttingedge capabilities and works to develop additional enhancements
over time to allow them to win online.”
“Our continued collaboration with United Stationers means that
ECi is able to expand the value delivered to our dealer partners,”
said Ron Books, president and CEO of ECi Software Solutions.

FEBRUARY 2014

“The combination of the ECi platforms, along with the content
and capabilities from United, provide a powerful presence for our
customers. We look forward to continuing this relationship.”

Distribution Management and Supplies Network
Reposition for Growth and Expansion
Distribution Management (DM) has announced a realignment of
its wholesale distribution branch, Supplies Network, under its
umbrella in a move it said was designed to better position the
companies for future growth and new ventures.
DM has provided the operational infrastructure for Supplies
Network since its launch in 1992. In an effort to fuel growth
through diversification, the company launched DM Fulfillment in
2012 offering fulfillment and distribution services to small and
medium-sized businesses.
Supplies Network will now be recognized as a division of
Distribution Management, along with its sister company DM
Fulfillment. This realignment is the result of added focus by
company management, led by CEO Sean Fleming, to fully
utilize the company’s core competencies, strengths and growth-
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Industry News continued from page 20
focused culture to aggressively expand within current markets
and new potential markets, the company said.
Company branding will be updated and rolled out during 2014
to better reflect this new alignment and strategic direction, the
company said.

ECi Acsellerate Releases New Profitability Manager
Software
Dealer technology provider ECi Software Solutions has
announced the release of the Profitability Manager software from
ECi Acsellerate.

of sales-I, who will discuss how the combination of CRM,
customer intelligence and marketing automation software can
make it possible to maximize customer penetration and retention
and help reverse negative buying trends.
For more information or to register, contact Longbow Consulting
Group at 978-750-6882.

Women’s Business Enterprise Hall of Fame Honors
Smead’s Sharon Hoffman Avent

The Profitability Manager is intended to help dealers improve
profitability and save time by automating the process of analyzing
end-user purchase history and recommending more profitable
substitute products.
By streamlining a previously manual and time consuming
process, the Profitability Manager will help dealers consult with
more customers and recommend products that immediately
impact their bottom lines, ECi said.
The Profitability Manager references a proprietary crossreference database to identify available substitute items and also
allows dealers to include their own custom SKUs in the analysis.
ECi said its product is the first on the market to communicate
with dealers’ ERP systems in real time, pulling current costs and
customer price plans and calculating dealer margin increase and
customer savings.
In addition, the Profitability Manager will send desired substitute
products to Acsellerate’s Customer Business Review, making it
easy for dealers to close the loop on their margin enhancement
strategy.

Longbow Consulting Offers Prospecting, CRM
Webinars
Longbow Consulting Group has announced two new webinars
for dealers focused on prospecting and effective use of Customer
Relationship Management (CRM) software.
“Turn More Leads and Prospects into Customers” is a 45-minute
session scheduled for February 19 and March 26 featuring
Longbow’s Neil Saviano, Tim Fleck and Sara Davis.
The webinar will cover ways to generate more new leads using
proven alternatives to expensive, low return cold calling and then
convert them into long term buying customers.
The second webinar, also 45 minutes, will focus on Maintaining
and Building Customer Business with Technology.

The Women’s Business Enterprise Hall of Fame, a national
nonprofit organization that recognizes the contributions of
women entrepreneurs in their communities and their industries,
recently honored Smead Manufacturing president and CEO
Sharon Hoffman Avent as one of its 2013 inductees.
Hoffman Avent was inducted into the Hall of Fame as one of just
ten honorees for 2013.
Sharon Hoffman Avent became president and CEO of Smead in
1998 and has played a key role in establishing the company as
a leader in the office filing products and records management
solutions markets.
In addition to her achievements at Smead, she has also been
active in support of her local community and national non-profits
and charities.
Her many business-related honors include the City of Hope’s
Spirit of Life Award, Business Solutions Association Leadership

This session will also feature Saviano, joined by James Ferguson
FEBRUARY 2014
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Healthy Profits

Do you sell to
Healthcare?
Doctors. Hospitals. Clinics.
Labs. Therapists. Home care.
They all use the CMS-1500
Health Insurance Claim Form.
In fact it’s the most widely
used form in America today.

And now there’s a new
version that all users must
begin using on April 4th.
Don’t be an April fool and
miss this opportunity to
increase sales and profits.
Already selling this form but
not getting it from TFP? Call
me at 281-788-3276 for our
special conversion pricing.
We’ll help you get new sales
and a healthy bottom line.

New Dealer Conversion Pricing

Call 281-788-3276 today to lock in special price.

www.tfpdata.com
info@tfpdata.com
Toll free: 800-482-9367
Fax: 805-981-7161
Orders: 800-526-1040

Industry News continued from page 22
Award, Entrepreneurial Woman of the Year Award from the Women’s Business Development Center (WBDC) and Business Owner of the Year by the National Association of Women Business
Owners.

down for filling a box; bundling carpets, mats and packages, and
securing large trash can liners on 44- or 55-gallon cans.

Industry Veteran John Halen Joins PM Company

Kleer-Fax Partners with Cancer Research Foundation
on New Pink Wallet

PM Company has announced the addition of John Halen,
formerly senior manager of national accounts with Fellowes, to
its independent dealer sales team.

The bands are available in three sizes—12” red, 14” green and 17”
x ¼” blue bands—that come packaged together or separately.

Halen will be working directly with dealers in Illinois, Indiana,
Minnesota and Wisconsin for product training and end-user calls.
Last year, PM worked with over 250 dealers to train and assist
on end-user calls and adding John Halen to the team of Tony
Turner and John Purcell will further help dealers build sales in the
paper rolls and financial supplies categories that PM covers, the
company said.

Alliance Rubber Offers Supersize Band line
Filing and index supplies manufacturer Kleer-Fax has announced
a new alliance with The Carol M. Baldwin Breast Cancer Research
Fund by which sales of its new Pink Wallet will help support
cancer research.
Kleer-Fax’s new expanding Pink Wallet is based on the same
design as the company’s most popular wallet and, like all KleerFax products, is manufactured in the USA. But it is unmistakably
different for its pink expandable gusset, tape, and elastic band.
This product is built to last and can help you organize all of your
important documents, Kleer-Fax said.
A portion of the proceeds of every purchase will go directly to the
Carol M. Baldwin Fund so that the efforts they are making toward
cancer research can be realized.

New from Alliance Rubber is a line of Supersize Bands designed
for large organizational projects in both the industrial market and
for personal use.

“At Kleer-Fax, we are proud that we can use our business as a
way to give back to our community and support worthy causes,”
commented Kleer-Fax president Louis Nigro. “The Carol M.
Baldwin Fund has awarded more than $4 million in grants to
medical researchers and we are proud to support their efforts
this year through our Pink Wallet sales.”
For information, visit www.kleer-fax.com and www.findacure.org.

The bands can be used to hold down lids on overstuffed boxes
and plastic bins during a move or simply to aid in attic or garage
storage. Other convenient uses include holding box carton flaps
CONTINUED on page 25 >>
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New Glass Dry Erase Whiteboard Line and Website
from MooreCo Features Corning Gorilla Glass

ShurTech Rolls Out EZ Start Packaging Tape

In a move it says is designed to reduce unnecessary noise in the
office, the Duck brand unit of ShurTech Brands has introduced a
new line of packaging tape under the EZ Start name that it says
“unrolls quietly and smoothly to help keep the peace in office and
home environments.”
The new line meets all postal regulations and is available in
clear and a variety of decorative, fashionable prints. Rolls are
1.88 inches wide and available in rolls up to 60 yards long with
a suggested retail price of $3-7 per roll, depending on size and
print. For more information, visit www.PackagingTape.com.

Jeff Kressmann Marketing Communications
Launches Marketing Services for Independents
MooreCo, parent company of the Balt and Best-Rite brands, has
announced it will begin offering the next generation of durable
and lightweight glass dry erase products featuring Corning
Gorilla Glass.

Longtime industry communications professional Jeff Kressmann
has launched a new service dedicated to helping independent
resellers market their business advantages in today’s challenging
environment.

The first public samples of these glass whiteboards were
displayed at the Corning booth at the 2014 Consumer Electronics
Show.

The new company, Jeff Kressmann Marketing Communications
(JKMC), will offer resellers brand strategy and marketing
strategy, copywriting for digital and print, video production and
other marketing services to help them increase sales, profits and
customer loyalty.

The new line of glass whiteboards also features prominently on
www.glassboards.com, another recently launched MooreCo
project. The new website focuses on serving the expanding
needs of the glass whiteboard and custom glass dry erase
marketplaces.
“Our Visionary, Insight, and Enlighten lines have been very
popular within their markets, so we are definitely excited to be
able to offer this new line of boards,” commented Greg Moore,
CEO of MooreCo, ”Corning Gorilla Glass has earned an excellent
reputation and we are confident that our customers will benefit
from this collaboration.”

Kressmann, a longtime veteran of United Stationers’ marketing
team, is widely known as the creator of OfficeLine Magazine and
other successful marketing resources for resellers. Now Jeff has
developed his own independent business to help independent
resellers thrive.
“I bring many advantages to solve resellers’ marketing challenges,” said Jeff. “These include:
• An intimate understanding of resellers’ world, including the
competitive landscape, technology challenges, product and
service offers, sales management and training priorities,
management structure, financial imperatives, etc.
CONTINUED on page 26 >>
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• Abundant experience in creating reseller marketing
resources, including catalog marketing campaigns, direct
mail pieces, email strategies, newsletters, training materials,
personalized letters, and reseller-to-consumer videos
such as the successful United Stationers production, A
Distribution Powerhouse.

Solomon Coyle Announces Aligned Furniture Dealer
Financial Benchmarking Survey
The Solomon Coyle research and consulting organization has
announced data collection is now underway for the 2013 Solomon
Coyle Operational Performance and Financial Benchmark Survey.

• Vast industry knowledge resulting in a short learning curve,
plus fast turnaround and cost-competitiveness versus
traditional agencies and marketing companies.

This annual survey focuses exclusively on the contract office
furniture dealer and provides participating aligned dealers with
comprehensive comparative data to measure performance and
improve operations.

• A network of talented professionals with specialized
marketing skills such as web development, email marketing
and video editing as well as many industry contacts.”

Now in its sixth year, the survey is sponsored by leading
manufacturers Allsteel, Haworth, Herman Miller, Knoll and
Steelcase.

“Every business has a unique story to be told,” said Jeff. “Telling
that story consistently and creatively is what builds an emotional
connection with customers, resulting in greater loyalty and
profitability.”

In addition, the High Performance Dealer Alliance (HPDA),
National Dealer Alliance (NDA), National Independent Contract
Dealer Council (NICDC), The Workplace Alliance (WPA) and
the new Solomon Coyle Knoll Dealer Peer Group are also
participating.

Jeff can be reached by e-mail at jeff@jkressmarketing.com,
website: www.jkressmarketing.com, phone: 847-460-8687.

OPI’s Steve Hilleard and Consultant Tom Schinkel
Announce New Agreement
OPI CEO Steve Hilleard and industry consultants Thomas Schinkel
have announced that OPI and Thomas Schinkel & Associates
(TSA) have entered into an informal cooperation agreement
aimed at providing more in-depth support to industry players
who require services in the realm of mergers and acquisitions.
This service can take the form of either buy-side or sell-side
mandates, the two industry veterans said.
“The current pace and extent of change in the office products
industry is, in my opinion, unprecedented,” said Hilleard. “The
challenging market conditions we are seeing, together with
secular declines in revenue from traditional product categories
as a result of digitization, mean a turbulent ride for many industry
participants who do not adapt quickly enough.”

The results of this survey will provide participating dealer
principals with the objective information needed to measure
key aspects of their business, understand their operational
performance as compared to other aligned dealers and develop
a strategy to increase shareholder value, Solomon Coyle said.
“We are very excited to expand this year’s survey to include
dealers aligned with Allsteel, Herman Miller and Steelcase,” said
David Solomon, managing principal of Solomon Coyle. “This
additional support will guarantee our participants can benchmark
their performance against the largest cross-section of contract
office furniture dealer peers and competitors available. The
results of this survey will equip dealers with the tools they need
to make informed decisions, take specific actions to improve
processes and performance and develop a strategy for longterm success.”
There is no cost to participate and all dealers who complete
the survey will receive an individual dealer report card plus the
comprehensive report free of charge.
Contact David Solomon at dsolomon@solomoncoyle.com or
703-574-9100 for more information.

Schinkel added: “We are convinced that several waves of
consolidation and restructuring are needed in order for many
industry players to survive and prosper. This unique partnership
will more efficiently enable affected parties to find a possible
solution to their challenges.”
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PCI Ink and Toner

All the components and raw materials used in PREMIUM COMPATIBLES® / PCI BRAND® products are of the highest quality. PREMIUM COMPATIBLES® /
PCI BRAND® guarantees all of our products to be free of manufacturer defects for one year. All Trademark names are property of their respective owners.
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SalesTactix Delivers on
New Business Development
and Then Some!
First of all, the bad news: No matter
how good your sales and customer
service teams might be, or even if
you have the lowest prices in town,
chances are you will lose somewhere
in the region of 10-15% of your current
customers over the next twelve months.
Fortunately, there’s some very good
news to offset all that gloom and doom.
It comes in the shape of the SalesTactix
new business development program
and as more and more independents
are discovering, it delivers a remarkably
efficient and cost-effective way to more
than offset any customer losses and
lay the groundwork for solid, multi-year
growth.
Just ask Jeremy Bourret at Suburban
Stationers in Middletown, Connecticut.
Suburban started using SalesTactix
about a year ago and, he reports,
the program started delivering new
customers and new sales practically
from Day One.
“Our run rate from SalesTactix in the
first year was about $600,000,” he
says happily. “SalesTactix has become
the backbone of our growth and
we’re using it across the board—from
managed print to janitorial supplies
and breakroom items in addition to our
traditional office supplies, and office
furniture offerings.”
In Salt Lake City, Garth Hood at
Granite Office tells a similar story. “In
2013, our sales were up about 36% and
the year before that, we posted a 48%
gain. SalesTactix probably accounted
for about 60% of that growth,” reports
Garth. “We get 15 new appointments
FEBRUARY 2014

a month from SalesTactix and we
generally expect to convert
somewhere around 6065% of them.”
SalesTactix delivers
a steady stream of
qualified prospects
that is customizable,
depending on the
dealer’s needs, by
size, geography and/or
vertical market. It comes
supported by a sales
process that has resulted in an
average 40% close rate since its
launch some six years ago, reports
SalesTactix president Tom Ketchum.

reports total sales from SalesTactix

“New business development
is absolutely critical for today’s
independents but all too often, the
sales rep’s typical dislike of cold calling
prevents them from generating the kind
of results they need,” says Tom. “The
SalesTactix model was designed in
collaboration with several progressive
dealers to leverage the independent’s
strengths and establish clear points
of differentiation for them in the
marketplace. SalesTactix doesn’t deliver
new customers automatically—there’s
a formal prospecting and conversion
process that comes with the program—
but over the past six years, it has
built up a track record of success for
participating dealers with an ROI that is
truly remarkable.”

of over $4.1 million since the inception

Tom Gormley, president and COO of
Hurst Business Supply & Furniture
Solutions in Lexington, Kentucky, is
among of the dealers who helped Tom
Ketchum develop the program. He

than ever. To learn how you can put it
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of the program in 2007 and the addition
of nearly 290 new customers, of which
close to 190 are still buying from them.
“When we’ve tried new business
development ourselves, we get a close
rate of around 5%; when SalesTactix
does it, they consistently get around
35-40%,” he says. “I can’t tell you why
it doesn’t work for us but we just don’t
have anything like the close rate that
SalesTactix gives us.”
At a time when end user spending
on traditional office supplies is either
flat or trending down, the kind of
support the SalesTactix program can
give an independent’s new business
development efforts is more important
to work in your dealership, check out
SalesTactix at www.salestactix.com
or contact Tom Ketchum directly at
949-466-5718.
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NEW ACCOUNT ACQUISITION PROGRAM
NCREASE

YOUR SALES $250K TO $350K

SalesTactix (STX) calls small to medium size businesses on the dealer’s behalf to set up appointments with current
“Big Box” clients. STX tells the story of a “Local Partner Program” which emphasizes buying locally as well as saving
money. After the appointment is set there is a prescribed Sales Process that the dealer MUST follow to participate.

Ask our
t
abou

y
a
d
90 st
Te !
Drive

“We have been using SalesTactix
for 10 months and our monthly sales
and run rate is $50,000!
That is $600,000 per year.”

“Our run rate from SalesTactix
in the first year was about $600,000.
SalesTactix has become
the backbone of our growth .”

“We have been using
SalesTactix for 6 years.
So far the new business from their
appointments totals $4,122,000”

Ted Gruener-Director of Sales
Office Essentials
Kansas City, St Louis

Jeremy Bourret
Suburban Stationers
Middleton CT

Tom Gormley-President
Hurst Business Supply and
Furniture Solutions, Lexington KY

www.salestactix.com or email Tom at tom.ketchum@salestactix.com

949.466.5718
ad.12014_singlepagev2.indd 1
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NOPAnews

NOPA by the Numbers
When you think about membership in NOPA, consider
the following:
n 20,000,000,000 - Approximate size of the
independent dealer channel
n 250,000,000 - Amount of money in contracts that
NOPA estimates they have helped independent
dealers capture over the years
n 2,000,000+ - Amount of money NOPA has given
in scholarships
n 30,000 - NOPA estimated number of people
employed by independent office products
dealers
n 15,600 - Number of leads generated through
NOPA’s Independent Dealer Locator (IDL) in one
year
n 1,439 - Number of people in NOPA’s Linkedin
Group for dealers and affiliate members

n 450 - Number of meetings NOPA has had with
congressional officials on issues urgent to office
product dealers in the past five years
n 110 - Number of years NOPA has been serving
the dealer community
n 85 - Percentage of office products dealers
surveyed by NOPA who want more “Buy Local”
support from manufacturers

n 59 - Number of government advocacy Issues
highlighted in news from NOPA this past year!
n 24 - Number of eNewsletters sent out each year
n 17 - Number of people on NOPA’s Board of
Governors
n 13 - Number of scholarships awarded by NOPA
in 2013

n 528 - Number of NOPAnet Twitter Followers

n 10 - Number of times that NOPA representatives
have testified before Congress on office products
supply related issues in the past five years

n 1,360 - Number of people receiving each issue of
NOPA’s eNewsletters

n 1 - Number of associations dedicated solely to
serving the office products dealer – NOPA

n 900+ - Number of NOPA members
n 500 - Number of “Buy Local” pins handed out by
NOPA at 2013 industry events

Don’t forget to renew your NOPA membership and
continue to support the ONLY association for office
products dealers!

Helping Fund The Future Since 1962
IOPFDA is now accepting scholarship applications for 2014. Based on merit
and financial need, twelve scholarships are awarded yearly to deserving
students. Association member employees and their
immediate family are eligible to apply.

Download Guidelines
and Application Today!
Deadline: March 15, 2014

www.nopanet.org or call 410.931.8100
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Hope StartS witH US

City of Hope was
my second home
and my second
family while I
was in treatment.
City of Hope takes
care of the patient
completely.
hannah Komai,
patient and supporter

City of Hope’s National Office Products Industry is kicking off the 2014 “Connecting Hope” initiative — and it starts with
you. Join us by making the first donation to City of Hope your own.
In addition to our personal giving clubs, Legions of Hope and Friends for Hope, there are other opportunities for your
donation to be doubled. Your donation of any amount is greatly appreciated.
So please take advantage of these exciting opportunities for your gift to go twice as far in the fight against cancer,
diabetes and other devastating diseases.

Give $300 through Legions of Hope and Irwin Helford, former head of
Viking Office Products, will contribute an additional match through his
$15,000 pledge.

Steve Schmidt
President, International
Office Depot
2014 Spirit of Life‰ honoree

double the power of your
personal gift today. Go to
cityofhope.org/nopi-match,
or call city of hope at
866-905-hOPe.

iRWiN heLFORd

JAmie FeLLOWeS

DEV-21991.SL

Better yet, a $1,000-level Friends for Hope membership receives a
dollar-for-dollar match from Jamie Fellowes, who has given $25,000 in
matching funds.

MPS?
Is it right for you?
By Scott Cullen

Managed Print Services (MPS) may well go down in
history as one of the most hyped services ever to sweep the
office products, office technology and IT VAR channels.
But the reality is that many dealers are doing an excellent
job selling this service, although the ones who get the most
press tend to be on the office technology side of the aisle.
CONTINUED on page 34 >>
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Print
materials.
Electronic
materials.
Regardless of the vehicle,
we take your customers
to where you want them:
your website.
e-marketing

flyers
catalogs
websites

To learn how OPMA can take
the wheel for you, contact us at
616.785.6061, or visit opma.com.
Office Products Marketing & Advertising
4211 North Division
Comstock Park, Michigan 49321
616.785.6061

Cover Story continued from page 32
At the same time, though, there are still
plenty of office technology dealers who
have either yet to enter the business or
are just now getting started with an MPS
program. If you’re an office products
dealer and are feeling left out because
you don’t yet have an MPS offering
or haven’t considered it up until now,
you’re not alone. But be forewarned, the
window of opportunity is shrinking as
rapidly as page volumes.
It’s been a couple of years since I last
wrote about MPS in the office products
dealer channel. I thought it would be
interesting to go back and check in with
some of the office products dealers who
might have been considered early MPS
adopters to find out if they’re still doing
it, if MPS is all it’s cracked up to be,
what are they doing differently now and
what do they know now that they wish
they knew when they first got into the
business?
To round things out I contacted two
definitive sources on MPS: Ken Stewart,
an analyst with the Photizo research
house, and Greg Walters, president of
the Managed Print Services Association
(MPSA), to get their thoughts on whether
MPS is a good fit for office products
dealers.
When I last spoke with John Givens,
founder and chairman of Source
Office & Technology
headquartered in
Golden, Colorado,
he had recently
become a
Canon dealer.
He was riding
high selling MPS
through Hewlett-Packard’s OPS Elite
program. That program has since
evolved into the HP Managed Print
Specialist Resell program, a program
that allows HP channel partners such
as Givens to grow their MPS business
by leveraging HP bundled pricing
and investments in cloud-based MPS
toolsets.
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This program and the ability to sell
Canon and HP hardware allow Givens
to compete in MPS even if he’s
not selling MPS the way he was
in the past. Initially, he
recalls, it was more of
a cost-per-copy (CPC)
approach. Today, it’s more
consultative with a focus
beyond print and copy.
“We help people understand total
cost of ownership and business process
technology solutions to help them
migrate from the paper world to the
digital world,” says Givens. “Involved
in that is print, along with how you
scan, how you locate and deploy
devices, rules-based programming
for the equipment and on top of that,
an electronic content management
solution.”
The office supply background helps
provide Source with an edge, says
Givens.
“We know how customers are using
paper so it’s convenient to be able to
walk in and talk about how much paper
they’re buying from us, why they should
be buying less, how we can help them
do that and how we can improve their
internal business processes,” Givens
explains. “That concept has paid
significant dividends and we have been
able to expand our relationships in office
supply accounts with our MPS offering.”
Asked what he knows now that would
have been helpful when he first got into
MPS, Givens admits it’s difficult to rewind
the tape. “When we thought about
getting into selling more technology
products several years ago I wish we
would have done it maybe 18 months
earlier because we’re finding that with
the channel migration that’s occurring
the more you can do for an account, the
better.”

Three years into offering customers MPS,
Specialty Enterprises in Westminster,
Colorado, is doing just fine. “We think
we’re one of the leaders out
here,” says Dave Cohen,
vice president of sales
and marketing. “We
understand it very
well.”
During the past year
Specialty’s MPS business
has grown from 15% to about 25%
of sales. “It’s a nice piece of business
that works well and we try to convert
transaction sales over to MPS sales
whenever we can,” reports Cohen.
Asked what he knows now about
selling MPS that he didn’t know a few
years ago. “I’m learning every day,”
responds Cohen. “The vendor you
choose, the shipping arrangement, the
service backbone, the help desk—it’s all
important.”
Overall, MPS has been a good fit for
Specialty. “It’s crucial
to our long-term
success in the
industry,” Cohen
maintains.
COS Business
Products
and Interiors in
Chattanooga, Tennessee,
continues to grow its MPS business but
the big difference between then and
now is the competition. “The amount
of people who have gotten into this has
grown exponentially,” says owner Skip
Ireland, who warns that it’s likely more
difficult now for a dealer not currently
offering MPS to get into it. “There’s much
more competition, especially from the
copier guys,” he contends.
Where he used to be the first guy to
talk about MPS when he walked into a
customer or prospect’s office, now he
may be the third.
CONTINUED on page 36 >>
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How does he get customers to pay
attention when they’re probably sick of
hearing about MPS by then?
“I work out my costs, the price per
page and so on and try to present it to
them in different ways from the copier
guys and how they go to market and
market their services,” Ireland explains.
“I still go out of my way to position our
solution; it’s all inconclusive and where
it’s advantageous I’ll add paper. I’ll do
things that I know those guys aren’t
necessarily set up to do.”
Another change in the past
two years is that COS now
sells printers and MFPs. “We
sell a lot more complex devices
than I ever thought we would,” notes
Ireland. “We spend a lot of time not
only converting laser printers to MPS,
but incorporating all output devices,”
he notes. “Our approach is, if it’s a
printed image it needs to be part of the
program.”
Can an office products dealer
compete in the MPS space without the
hardware?
“It’s going to be more difficult,” opines
Ireland. “When I see the Kyoceras of
the world offering decent printers at a
cheap price—and obviously some of
those traditional copier guys provide
devices for the whole gamut—I think
it’s foolish for us if we don’t have a total
MPS solution. When we first started out
you could go out and generate 30-50%
savings, because nobody ever paid
attention to what they were buying or
what they were spending. Now it’s a
much more holistic approach. We might
maintain what we have, but I don’t see
us growing the business without having
all types of devices. It allows us to load
apps and make that larger device an
integral part of the MPS solution.”
What does Ireland know now about
MPS that he wishes he knew when he
first started?
“I spent a year and a half trying to make
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everything perfect, trying to make all the
numbers perfect, the whole presentation
perfect,” he responds. “If I can fix 80%
of the problems I’m light years ahead
and the customer is light years ahead
of where they were. I’ve learned to
customize and accept what I can’t do
or manage well and concentrate on the
parts I can. I thought it would hurt my
business but it doesn’t because nobody
else can do it all either.”
Eakes Office Plus in Omaha
was doing better with
MPS two years ago
than today. It’s
still a big part of
their business,
but things have
changed.
“One reason it’s not as
big is because everybody and anybody is
doing it,” reports Doug Galloway, Eakes’
digital marketing manager. “As you get
more and more competitors it splits the
pie.”
“It’s become commoditized,” adds
Paul McKinney, operations manager.
“MPS used to be a way to set yourself
apart, now it’s just a normal way of life
and you’ve got to find another way to
differentiate yourself.”
Eakes does that by blending software
and document management solutions
into its MPS offering.
“We do a lot with cost control, rulesbased printing, secure printing and
follow-me printing,” says Galloway.
“A lot of these applications are cloudbased and that reduces the upfront
costs and increases the pool of possible
players when there’s little or no upfront
investment.”
Being an office products and an office
technology dealership carrying Sharp
hardware is an advantage for Eakes
over traditional office products dealers,
McKinney argues.
“Supplies dealers, unless they’ve

invested heavily in service technicians
or picked up a copier line, are in a
second position to machine dealers,” he
opines. “The advantage supply dealers
have is they have a lot more individual
relationships and make a lot more
contacts throughout the day, but I see
machine dealers in a solid first place
here.”
Eakes’s supplies reps sell some basic
MPS programs, but McKinney says
they’ve had a hard time making the
transition from a transactional sale to
any kind of contractual sale, which
takes more time and investment. “The
transition is still underway, but I don’t
know if a lot of our supply reps will
ever get there,” states McKinney. “It’s a
different world for them.”
Despite commoditization in the MPS
space, McKinney has no doubt that
MPS is good for Eakes. “We think it’s an
important part of our business and want
to grow it. Once we bring most of those
[MPS] customers under our wing they’re
very loyal.”
The advantage that these dealers have
is that time is on their side since they’ve
already entered the MPS space. What
about those still on the outside looking
in?
Ken Stewart, an analyst with the Photizo
Group, doesn’t think it’s too
late for office products
dealers to get into
MPS. “There’s
still some room,
but the gap is
closing quickly,”
he says.
Stewart feels the
relationships that office products dealers
possess and their local presence are
assets, along with their relationships
with the various buying groups. The
challenge, he says, is service fulfillment.
“They’ve got the supplies side down, but
fulfilling a full length MPS contract is a
CONTINUED on page 37 >>
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different matter,” states Stewart.
It’s also a question of commitment.
“If you’re going to get into this it’s going
to be a 2-3, if not a 5-7 year journey,”
says Stewart.
Stewart concedes it’s not an easy
transition for any dealer to make. That
means the questions to consider are, do
you really want to do it, and do you have
the right relationships?
“Office products dealers seem less likely
to have those relationships than office
technology dealers,” acknowledges
Stewart. “They’ve long had a transitional
relationship with IT, and IT for a long
time has been the Holy
Grail compared to
purchasing. But
that ship is
starting to sail
based on what
we’re hearing

from the IT VARs. The copier guys are
starting to have intelligent conversations
with IT, but the really intelligent ones are
having business discussions with C-level
executives.”
Stewart recommends focusing on
understanding the customer’s business
and identifying their pain points. “You
need to move from a SKU-based
conversation of price points to a
discussion of how you can impact the
customer’s revenue positively in the year
to come,” says Stewart. “I always ask
clients, do you know if your customer’s
revenue went up or down last year,
did they go up or down in customer
accounts, and why. If you don’t know
that then you don’t have the right
relationship with your customer to begin
the conversation. That’s where you start.”
He also cautions against walking in
and talking right away about cost
containment, cost control or cost

reduction. “That’s a double-edged
sword because once you start talking
about price the conversation becomes
price-driven.”
It’s all about value differentiation in
the relationship, which he feels office
products dealers tend to be good at.
“That’s one of the things they need
to focus on and not talk about price,”
says Stewart. “Understand how you’re
positioning MPS although I’m not saying
that cost reduction isn’t something you
can focus on.”
Greg Walters, president of MPSA,
believes office products dealers can
make a go of it with MPS. “But it’s a
basic MPS approach; providing toners
and supplies desk side in a proactive
manner. That’s entry level MPS.”
Walters recommends starting with
current suppliers that are providing toner,
CONTINUED on page 38 >>

PM Company Digital Carbonless
Cut-Size Sheets
In these days of cost-conscious consumers, the ability
to print fewer forms and create less waste is a selling
point! Therefore, within your MPS strategy, keep in
mind the opportunity to sell PM Digital Carbonless cut
sheets to your customers...a great way to gain
incremental sales.
Please contact your PM Company representative for
sample packs that can be left behind for testing.

8.5 x 11 sheets in 1-part,
2-part and 3-part forms

The carbonless sheets feature environmental
awareness including SFI certified sourcing and
vegetable-based, non-toxic imaging inks.
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some of whom have their own MPS
programs. Before one goes
there, Walters says it’s
important for the dealer
to define what their
version of MPS is and
not define it as what
everybody thinks it is.
Doing the research is an
important element when it comes
to determining if MPS is the right
opportunity, Walters contends. The
Internet is full of information as is MPSA,
but as Walters points out, the problem
can sometimes be that there is simply
too much.
Many dealers choose one of the various
turnkey programs on the market offered
by industry wholesalers, dealer groups
and manufacturers. “They’re not a bad
thing,” opines Walters although he
cautions, “A lot of people go to market
with these programs and lo and behold
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you end up with three different people
with three proposals all looking the
same because they’re all selling
the same program.”
With existing programs,
he notes that as long
as you use it to support
your infrastructure while
you as the dealer remain
the face to your customer, then
the cookie cutter approach of these
programs is fine. “As long as it’s in the
back room, it doesn’t matter who it’s
from as long as you’re using it as your
value prop to support your definition of
MPS,” states Walters.
Another option that Walters has seen is
providers using more than one program.
Why?
“It comes down to the customer,” he
replies. “Some will have machines or
fleets of machines that are more easily
read by FMAudit or Printsoft. Instead
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of fighting it, they use FMAudit here,
Printsoft there, and whatever is most
appropriate for the customer over there.
Think of it as a palette of solutions and
using whatever one makes sense for that
customer.”
At the end of the day, can office products
dealers afford not to get involved in MPS
in some way or another? Obviously,
many dealers have stayed on the MPS
sidelines over the past few years with
no discernible harm done. But will that
situation continue?
At equipment maker Toshiba’s dealer
conference last November, a senior
marketing executive for the company
reported that his company saw MPS as
a defensive strategy for dealers to enable
them to stave off the effects of declining
paper and toner consumption. That may
well turn out to be prudent advice for
office products dealers as well.
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Start Blogging for Business
or Get Left Behind
By Wendy Pike

Blogging has come a long way since its humble beginnings as a web
diary or web log. What started out as a creative outlet for writers has
morphed into a powerful marketing tool that can help you engage with
customers and share relevant information.

Have you been thinking about adding a blog to your
dealership’s marketing mix but are wondering if it’s worth the
time and effort? Here are some statistics that may encourage
you.
• 60% of companies with a blog have acquired a customer
from their blog (Source: Hubspot).
• Small businesses that blog get 126% more lead growth
than those who don’t (Source: ThinkCreative).
• Some 346 million people read blogs throughout the world.
Adding a blog gives you the ability to reach millions of
prospective customers (Source: The Future Buzz).
These facts speak for themselves. If you’re not blogging,
it’s time to get started or get left behind. If you need a bit
more inspiration, here are five compelling reasons why your
dealership should be blogging:
n It connects you with customers. A blog is an easy-touse platform for connecting with and sharing timely, relevant
information with your customers.
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n It gives your dealership a voice. Here is your opportunity
to talk about whatever you choose. You can talk about new
products or services, comment on the OP industry or what’s
going on at your company. A blog lets your personality shine
through. Tell your story. Offer more insight into your company
and show people what you are all about.
n It generates traffic. Blogs fuel search engine optimization
(SEO). Search engines love content. With carefully chosen
keywords your blog can show up in searches and drive traffic to
your website.
n It establishes you as an expert. Provide practical solutions
and solve customer problems with your content. Showcase
your expertise on a given subject or your knowledge of the OP
industry or business. People will come back again and again.
n It provides content for other marketing efforts. A blog
gives you something to share regularly on Facebook, Twitter,
Linked In, emails, newsletters, etc. Take advantage of the
opportunity for exponential amplification of your social
networks.
CONTINUED on page 40 >>
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So now you know you need to blog and
you’re convinced but I know many of you
are going to say…
• I don’t have time to blog.
• I’m not a good writer.
• I don’t know how to start.
• I don’t know what to write about.
• Nobody is going to read our blog.
If you don’t have time or are not a good
writer, find someone who is or who will
head up this function for you. Bribe
someone if you have to!
Your next decision is deciding where to
host your blog. Blogger and WordPress
are two of the most popular blogging
platforms, but you can also host your
blog on your website.
We started our blog, The Twisted Pencil,
on WordPress, but have since moved it
to our website to make our site “stickier.”
The next hurdle to overcome is what
to write about. I would suggest looking
at other blogs in the office products
industry. Here are a dozen dealer blogs
and half a dozen supplier blogs to get
you started:
Dealers
n AAA Business Supplies & Interiors
http://blog.aaasolutions.com/
n EZ Office Products
www.ezop.com/category/water-cooler-talk/
n Friends Business Source
http://friendsbs.com/blog/
n Global Office Solutions
http://blog.globalofficesolutions.com/
n Impact Office
www.impactofficepro.com/blog-0/
n Innovative Office Solutions
http://innovativeos.wordpress.com/
n New England Office Supply
http://blog.neosusa.com/
n OEC
www.oecbi.com/blog.asp
n PortersOP
www.portersop.com/blog
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n Shoplet
http://blog.shoplet.com/

your blog, but they would be interested in
the content.

n SunDANCE Office Supply
www.sundanceofficesupplyblog.com/

If you want more ideas and information
about blogging I found these great
articles I wanted to share:

n The Supply Geeks
www.supplygeeks.com/blog

Suppliers
n Fellowes
http://blog.fellowes.com/

n http://offers.hubspot.com/
an-introduction-to-business-blogging
n http://socialmediatoday.com/
stephaniefrasco/1870871/5ways-promote-your-blog-posts

n Pentel
www.pentel.com/blog/

n http://socialmediatoday.com/
angela-booth/1998991/blogging-tipspeople-who-hate-blogging-5-easykeys-success

n Samsill
www.samsill.com/blog

n http://feldmancreative.com/2013/09/
benefits-of-blogging/

n Sharpie
http://blog.sharpie.com

n http://www.thesaleslion.com/qualitiesbest-business-blogs-world/

n USSCO Speaks
http://usscospeaks.com/

Last, but not least, recognize that you
have to commit to blogging, just like any
other sales, marketing or operational
effort. Regularly post—whether it is once
a week or once a day.

n HON
http://honcompany.wordpress.com/

And look for opportunities to include
guest contributors on your blog. We
have had manufacturer reps as well as
customers write articles for our Twisted
Pencil blog.
Also, reach out to your employees and
have your employees create posts. This
lets customers get to know your staff
and gives insight into your company,
its values and people. You might even
discover some hidden talent when you
ask a delivery driver, warehouse person
or customer service rep to write a post.
To get the most bang for your buck
so to speak, make sure to post links
to your blog on all of your other social
media sites and online communities.
And you can repost blogs you feel were
successful.
Blogs have a longer life than Facebook
posts or tweets. Don’t be afraid to
promote posts multiple times.

I have heard owners say that they
blogged a few times but stopped
because they didn’t see any results.
That is almost like saying you went on
a couple of sales calls but didn’t sell
anything so you gave up. Sounds silly
right? I would encourage you not to give
up.
This has been a learning experience for
us at Twist OP. We are still learning and
evolving and we would love to hear from
you—what has worked for you, what
hasn’t and where you find inspiration.
Wendy Pike is president of Twist Office Products
in Wood Dale, Illinois and Roseville and New
Prague, Minnesota. She can be reached by
email at wpike@twistop.com.

Include your blog posts in your email
newsletters or eblasts. Many of these
email subscribers might not be reading
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Are Your
Key Performance
Indicators Really Key?
By Troy Harrison

I recently spoke at a conference in Arizona and at the evening reception before
the education day, I had the occasion to talk with a business owner who told me
very proudly of his performance on his “KPI’s” —his Key Performance Indicators.
He recited survey result after survey result, all very positive. I couldn’t blame him for
being proud. I asked him, “So, what’s your customer retention rate?” “Eighty-five
percent,” he said with a smile.
As you have probably already figured, an 85% retention rate
means a 15% customer loss rate. And if that sounds bad, that’s
because it is bad. However, it gets worse.
His company runs on contracts of three to five years, which
means that in any given year, only 20-33% of his customers are
even empowered to make a decision to stay or leave. Hence,
his real “customer retention rate” hovers somewhere between
25% and 55%.

That represents the percentage of customers who are able to
make a positive decision to stay and who do in fact stay. Oddly
enough, retention rate was NOT one of his KPI’s. It occurs to
me that too many businesses measure the wrong things. Let’s
talk about doing it right.
A true “Key Performance Indicator” should be a real
measurement of how your company, department, or people are
performing at any given moment. By “real,” I mean that it should
CONTINUED on page 42 >>
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be something that you can hang your hat on. Unfortunately,
too many business people (like my example) hang their hat on
customer surveys. That’s not real.
Customer surveys ask about an experience in the abstract; i.e.,
detached from other business decision making criteria. Here’s
an example: I’m a loyal Southwest Airlines customer. I have a
one-hour rule: if Southwest can get me within a one-hour drive
of my final destination, I’ll fly Southwest over another airline
that can get me closer. That’s because Southwest consistently
delivers on my expectations. They get me where I’m going on
time, my baggage shows up (with one past exception) and the
people are pleasant and responsive.
Every now and then, however, I have to go someplace they
can’t take me. One such instance happened about a month
ago.
After I flew, the airline sent me a survey asking about my
experience. I responded honestly—my experience was fine.
Yet, as I’m writing this, I’m in the airport waiting for a Southwest
flight, having chosen Southwest over that airline (as well as
a few others). So, did I lie on my survey? Nope. I don’t lie on
surveys.
However, their survey did not require me to make a purchase to
validate my results. So while I’m sure I helped their “KPI’s,” I’m
still buying from their competition.
Repeat after me: Market research isn’t real until you ask
someone to write a check. I’ve noted before that one of the
most well-researched product launches of the 20th century was
the Edsel, yet the Edsel was a flop. It was a car that sounded
good to buyers until they were asked to buy.
Hence, your KPI’s should be based on real transactions that ask
customers to make an investment—if not in cash, then in time
and credibility. Here are a few examples:
n Customer Decision Rate:
Your Customer Decision Rate (or CDR) should measure
the customer’s desire to buy from you (or continue to
buy from you) in the framework of other potential buying
decisions. As you’ve seen above, my acquaintance’s CDR
landed somewhere between 25% and 55%. 85% is bad;
those numbers are ugly.
Incidentally, this number should be different from your
proposal close rate because it should only pertain to
current customers. Your current customers are the best
barometer of your ability to keep customers happy; new
customers are different.
n Customer Internal Growth Rate:
This should be a measurement of how much, over time,
your customers’ business with you grows. Again, this
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should be separate from your new customer selling efforts.
Are your salespeople able, on a regular basis, to expand
your business within current customers or are those
customers making a decision that you have not earned the
right to do more business with them?
Retailers have a measurement called “Same Store
Growth” that measures how much their existing stores
grow their revenue, independent of new store openings.
This is a parallel to that number.
If you do it right (have a high retention rate and a high
internal growth rate), your Internal Growth Rate can offset
customer losses, meaning that new-customer sales
become pure growth.
n Referrals and Testimonials from Current Customers:
Referrals and testimonials are another measurement of
customer pleasure. While these do not (typically) ask the
customer to invest money, they do ask the customer to
invest their time and credibility. In some cases, this can be
a more significant investment.
n Price Index over Time:
You should be measuring the average prices, or the
average profit, achieved from your ongoing customers
over time.
Most of us are familiar with “rollercoaster” price patterns.
An account is initially signed at a low price, and then the
company increases prices periodically over the term of
the contract. Then, at renewal time, the incumbent must
requote prices at a low level to retain the business. Ideally,
we want the customer’s price and/or profit to consistently
(if slowly) increase over time.
There are, of course, many other KPI’s that you can use.
We haven’t even touched the subject of new customers,
for instance. The ones I referenced are extremely important
because they all involve transactions and price. Transactions
and price are simply ways of quantifying the value of your
relationships with your customers.
If you’re measuring the right things, you’ll get the right
knowledge; if not, you may have great “indicators” without
having real success.
Troy Harrison is the author of “Sell Like You Mean It!” and the President of SalesForce
Solutions, a sales training, consulting, and recruiting firm. For information on booking
speaking/training engagements, consulting, or to sign up for his weekly E-zine,
call 913-645-3603, e-mail TroyHarrison@SalesForceSolutions.net, or visit www.
SalesForceSolutions.net.
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Changing
Conversations
By Krista Moore

The new year presents us with a time to reflect on the past and prepare for the future.
This preparation usually involves anticipating what will happen in the coming year and
making plans to deal with circumstances and situations in a positive way.
With all the changes continuing to take
place in the office products industry, I
wonder how prepared the independent
dealer channel is.
Amazon is getting stronger than ever, Staples is expanding in the e-market space
and the OfficeMax/Depot merger is filled
with unknowns. And Internet-driven marketing is at an all-time high through the
use of big data, social media and search
engine optimization (SEO) sophistication.
What can the independent do to prepare
for the future, when customers are inFEBRUARY 2014

undated with information from so many
sources and will have more choices than
ever before?
How can independent office products
dealers stand out? How can they build
loyalty in such a competitive environment? How can they win new business
when it is so difficult to gain a prospect’s
attention?
Most dealers can cite a list of differentiators—customer service, local presence,
one-stop shopping, ease of ordering,
etc.—but only hope that the customer is
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listening and understands and appreciates these differences.
One thing is for sure: In today’s changing
sales environment, independent dealers
cannot continue going to market with the
same sales processes and approaches that they’ve used in the past. The old
ways don’t have the impact they once did.
So what needs to change? At K.Coaching, we’ve been asking ourselves these
same questions in order to better help
office products independents create their
CONTINUED on page 44 >>
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go-to-market strategies for 2014.
Time and time again what resonates with
us is the importance of change. If you
don’t like the direction of the industry, and
aren’t happy with the economy or what
the competition is doing, then you need
to change.
If we want things to change around us,
then we need to look inward and determine what we need to do to bring about
that change.
To prepare for the office products industry
of the future, we challenge you to step up
to the next level of conversations, in order
to build stronger partnerships and more
trusting relationships with your accounts.
I’d like you to consider the types of conversations you are currently having with
your customers and how making certain
changes to those conversations can ensure continued customer loyalty.
Begin to move away from price-focused
conversations to one that positions you
as more of a loyal, trusted advisor. Amazon, retail stores, discount warehouses,
email marketing flyers, telemarketers are
NOT trusted advisors.
Where are you on the following scale, and
what can you do to improve?

Level 1:
Professional Visitors. The Professional
Visitor’s call is one where you “just want
to say hello and see if there is anything
that I can help you with.” Professional Visitors are good at stopping by with regular
milk runs to customers but maintain only
a surface-level understanding of the customer’s business.
The Professional Visitor is seen as a
friendly, low-level sales rep and unlikely to
ever gain access to the “C” suite or gain
access in larger accounts.
The future is not very bright for the Professional Visitor. Whether they are visiting
over the phone or in person, they are likely
to be perceived as bothersome and not
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valued by the younger generation of commodity buyers.

Level 2:
Low Price Providers. These individuals
tend to believe that the only reason customers buy from them is because the customer is only interested in the lowest price.
Low Price Providers speak at a transactional level and are often dismissed by big
picture thinkers.
Low Price Providers may be successful
with the sales approach of getting copies
of invoices or a list of items to quote on.
However, Low Price Providers will have to
maintain a very high level of call activity to
find continued success in the future. They
will find themselves competing against
more and more other Low Price Providers. In addition, customers increasingly
are doing their own price comps on the
Internet.

Level 3:
Product and Services Tellers. This individual believes his job is to keep the customer informed. He tends to do 80% of
the talking and is eager to give information about the features and benefits of his
company’s solution.
Product and Service Tellers speak their
company’s language proficiently and rely
on the prospects to translate what it all
means to them.
Customers often perceive these sales
reps to be tone deaf or uncaring when it
comes to their needs.
Customers also often consider these
types of interactions as a great waste of
time. Their view: If all they want is information on products and services, they
can find it easily on the Internet.

Level 4:
Solution Providers. Solution Providers
ask questions and try to understand the
customer’s needs. They tend to think
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through an effective account strategy
plan in advance of conversing with the
customer.
Solution Providers speak the prospect’s
language and can articulate value in a
manner that resonates with the customer.
Being a Solution Provider is a key differentiator when it comes to winning new
business and creating loyal customers.

Level 5:
Trusted Advisors. These individuals have
earned themselves the status of partner in
their customers’ businesses.
A Trusted Advisor truly understands and
cares about the customer and his business. Trusted Advisors are seen as resources who can accelerate business
impact and results, and they and their
customers have a true partnership and
are working towards a common goal. Clients rely on Trusted Advisors to let them
know what they need.
When you consider these five levels and
the types of the interactions they embody, you can see how the nature of
customer engagement progresses from
mere order taking to genuine business
partnership.
That bond of partnership gets stronger
as the degree of customer engagement
deepens and consequently, the competition finds it much more difficult to penetrate such a relationship.
As you plan for the year ahead and the
challenges it brings, consider how you
can transform all your customer interactions into Level 5 conversations.
Krista Moore is president of K.Coaching, Inc, an
executive coaching and consulting practice that has
helped literally hundreds of independent dealers
maximize their full potential through enhancing
their sales strategies, sales training and leadership
development. For more information, visit K.Coaching’s
web site at www.kcoaching.com.
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Time to
Update
Your Sales
Management
By Tom Buxton

It is always an honor to receive
positive comments on a column
from readers and this past month,
when I wrote about the need to
“update,” many of you were very
kind.
It was extremely encouraging to hear that
others have faced challenges selling their
homes—and to answer one reader, yes
the story I told was true. More importantly,
I was delighted to hear from those of you
who buy into the need for our businesses
to be constantly “updated.”
When I was asked to expand on a few
of last month’s ideas, I was happy to
oblige, because there is one area I
discussed, specifically pertaining to sales
management, that has been very troubling
to observe.

In my prior life as the sales leader for a
large division of Corporate Express, I
remember my boss’s clear warning about
certain excuses.
He said that if a sales manager told him his
team was poor, it was more of a reflection
on the sales manager than on the team.
He often asked managers who made
such statements, “Have I told you that
you couldn’t replace under-performers?”
or “What do I have you for, if we aren’t
growing?”
In my experience, these questions have
not been asked enough by owners of
independent dealerships.
Many companies are shrinking or may
“get lucky” because of a huge one time
order and remain flat, but in too many
cases actual growth has not occurred for
years.
Whose fault is this?
We can blame the economy, the weather,

the culture or most often “those darn
reps,” but guess what? Those are just
excuses! We can’t change the weather or
the economy, but sales leaders do have
the ability to change the culture and,
where necessary, change their reps.
When sales leaders don’t make the
changes needed to generate the right
results we need to replace them with
someone who can grow the business for
us.
If our sales managers aren’t focusing on
growing the business and making sure
growth happens, then they are just nice
people who ensure smooth deliveries and
clean floors.
I can think of many current examples of
sales managers who grew their business
by double digits in 2013 but let me focus
on just two to show you what can be done.
Both the lady and the gentleman in
question lead their teams into the field,
CONTINUED on page 46 >>
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train consistently and when necessary
upgrade their talent pool.
I wish you could see how their team
responds to them; they are so inspirational
that everyone around them wants to
match their intensity.
Are there problems? Of course! There
will always be tensions, challenges and
even the occasional loss of business,
but great sales managers plan for those
eventualities before they occur.
They demand that everyone use a CRM
to track success, because reps are
notoriously disorganized. (If you are a rep
reading this, ask yourself how well your
current system really works.)
Great sales managers hold regular sales
meetings to pass along accolades and
new information. They also find time to
meet privately with reps, as well as to
ride along and win business together with
most members of their teams.
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Partnerships and long-term friendships
can be built through such interactions, but
whether or not the reps learn to love their
manager, any good leader will command
their respect.
Respect is based upon the trust that both
parties know the goals of the company.
Sales and margin growth are mandatory
and great reps/sales managers are
determined not to let each other down or
the others on their team.
Yes, I know it sounds a bit like a football
team, but isn’t that what we should aspire
to be? A sales organization needs to be
attempting to carry out the same play
and the sales manager is sometimes like
the quarterback and sometimes like the
coach.
Does your sales leader resemble the type
of player/coach I described? If he or she
does, thank them often and pay them well.

nothing but excuses from your sales
leader remember that when anyone points
at others, four fingers are aimed right back
at the real problem.
As long as you have allowed them to
make the changes that they believe are
necessary to improve the team and the
results have not followed, the blame is
squarely on their shoulders.
If you don’t do something to fix the
situation and “update” your go-to market
leader, your company or division will begin
to die. This most important of “updates” is
quite simple. Will you fix it?
Tom Buxton, founder and CEO of the InterBizGroup
consulting organization, works with independent office
products dealers to help increase sales and profitability.
For more information, visit www.interbizgroup.com.

If your sales aren’t growing and you hear
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