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Winner’s
Circle
Fifty Years and
Counting for Hadley
Office Products, WI
Dealer
Congratulations are very much
in order for Mark Hadley and his
team at Wausau, Wisconsin-based
Hadley Office Products, which this
year celebrate their dealership’s
50th anniversary.
Hadley’s was founded by Mark’s
parents, Marge and Harold Hadley, in 1965, initially as a dealer of
refurbished accounting and posting equipment.
Mark started working at the dealership while still at college before
starting full-time in 1971. He became president in 1977 when his
dad retired.
Today, the dealership is some 25 hard-working industry professionals strong
and services much of north central Wisconsin with a broad product mix that
features office machines, office furniture and office supplies.
The family tradition begun by Mark’s parents continues strong today, with sons
Mark C. Hadley and Tyler Hadley and Tyler’s wife, Emily, all involved in the
business.

CONTINUED on page 4 >>
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EDITORIAL
Is Your Brand Doing What
It Needs to Be Doing?
When was the last time you took a long hard look
at your brand and the various messages it is sending to the marketplace about your dealership?
Does your name say one thing and your product
mix another? When your sales team goes out, do
they have a clear idea of the company they represent and does what they say align with what your
website and social media, truck wraps, business
stationery and all your other visual symbols are
saying?
More and more, it seems, effective brand management is one of the key factors that separates
today’s best practice independents from the rest
of the crowd.
They’re the ones who really stand out with a
strong, progressive profile. Their people know why
they come to work and how they’re expected to
perform when they get there. And their customers
know what to expect in terms of products and the
overall level of service and value they’ll be getting.
All of that is so easy to write about but so very difficult to achieve.
Fortunately for us, we were able to find half a dozen independents for this month’s cover story who
get it. They recognize the importance of a strong
brand and they are willing to commit the time and
resources needed to put one together.
In each case, it took time and cost money. But it
improved morale and created a greater sense of
purpose and direction internally and it strengthened relationships with existing customers and
provided a more effective platform for pursuing
new business.
If your brand is looking more than just a little tired,
we hope you’ll follow their example and make sure
your business and what it has to offer doesn’t get
drowned out by all the marketing noise that’s out
there.
Today’s independents have a great story to tell but
telling that story effectively begins with a strong
brand that’s structured for today—not for twenty
or thirty years ago. If your dealership doesn’t have
one—and you already know if it does or doesn’t—
now’s the time to do something about it.
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TECHNOLOGY THAT
EMPOWERS YOUR
BUSINESS.

TO LEARN ABOUT OUR NEW TECHNOLOGY
STOP BY BOOTH 236 AT CORE LIVE
Red Falcon – New business system with integrated e-commerce!
OfficeShopper – New mobile shopping app!
FMAudit – Complete solution for managed print services!
Acsellerate Profitability Manager – Automatically identify
more profitable substitute items to sell to your customers!

Mike Evert, Perimeter Office
Customer since 2007

866.374.3221

www.ecisolutions.com

info@ecisolutions.com

ECi, the ECi Red Box and ECi RockSolid are trademarks or registered trademarks of eCommerce Industries, Inc. All rights reserved. *iPad Mini™ is a trademark or registered trademark of Apple Inc.
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WA Dealer Keeney’s Honors MLK Day with Day of Service
In Duvall, Washington, just outside of Seattle, some 30 homeless women and children are finding life just a little more comfortable
thanks to a generous assist last month from Lisa Keeney McCarthy and her team at Keeney’s Office Supply and Office Interiors in
nearby Redmond.
The entire Keeney organization—all 30 of them—spent Martin Luther King Day, January 19, at Acres of Diamonds, a local non-profit
serving homeless women and their children, where they painted apartments, power washed roofs, renovated other parts of the facility, stuffed envelopes and more.
Service projects like this are hardly new for Lisa and her team. This was the third year in a row they had taken MLK Day and turned
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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Avery® Facilities
Maintenance Solutions

"Keeping a large facility operating safely and efficiently is a big job.
Avery offers a variety of practical products like Durable labels
that resist moisture, and Ultralast™ binders that are

tear-resistant, to help me manage and organize day-to-day
operations and communicate critical information clearly."

©2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of Avery Products Corporation.
Personal and company names and other information depicted on samples are fictitious. Any resemblance to actual names and addresses is purely coincidental.

Learn more about Avery innovative solutions, templates and support at

avery.com/print
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it into a day of service for the dealership. Later this year they will
be partnering with wholesaler United Stationers to provide some
400 backpacks full of school supplies to local children in need.
“Like many independents, we view this kind of work as part of
our overall corporate responsibility and a way to give back for
all that we have been given,” says marketing manager Amber
Jackson.
“And the fact that we were all involved made it a terrific team
building exercise that brought us all together for a common purpose,” she notes.

Complete Office Acquires WI Dealer
Emmons Business Interiors and Office
Supplies2U

Complete currently operates locations in California and Wisconsin in addition to its Washington headquarters and with the addition of Emmons/OS2U, it will add offices in Illinois and Iowa
and expects to generate annual sales for 2015 in excess of $110
million.
“We welcome Emmons Business Interiors and OS2U to the Complete Office family,” said Complete Office of Wisconsin president
Ron Beam.
“This acquisition is another step towards Complete Office’s goal
of deepening our commitment within the office furniture and office supplies market.”
Since its inception in 2003 Complete Office has acquired 10
companies throughout Washington, Wisconsin and California.
The company will now employ over 300 employees and 80 account managers throughout the five states they operate in.

Seattle-based Complete Office last month announced it has expanded its footprint in the Wisconsin market with the acquisition
of Stevens Point-based Emmons Business Interiors and office
supplies distributor OS2U.
CONTINUED on page 8 >>
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UNIQUE

AS YOU

Make your mark with personalized stamps
Self-inking 2000 PLUS® stamps deliver amazing personalization potential:
• Transparent base for perfect image alignment
• One touch stamping; just press and print
• Handles infused with Microban to protect against bacteria
• Six sizes to choose from:
- Printer 20, 30, 40 available NOW
- Printer 10, 50, 60 available March 2015
• A standard card (shown at left) is included, or you can go to my2000plus.com
to personalize your ImageCard™. Click on the video to the left to get inspired!
Visit us at www.navitor.com/a/stamps or call 866.628.6868 for more
information on how Navitor can help create custom stamps and much more!
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WA Dealer Chuckals Names
New VP, Hits the Acquisition
Trail Again

At Tacoma-based Chuckals Office Products, Jon Rossman, formerly director of
sales, has been named company vice
president.
Jon joined Chuckals in 2011 as an outside
sales representative and quickly moved
into the sales director position.
He played a key role in Chuckals obtaining a contract with the NCPA purchasing
consortium and also worked closely with
president Al Lynden on the acquisition last
year of fellow local independent Speed’s
Stationers. He has also represented
Chuckals on the board of several local
business organizations and non-profits.

New Chuckals VP Jon Rossman

expect as well as maintain excellent business relationships in our community.”
Also, and less than two months after the
Speed’s acquisition, the Chuckals team
has added yet another dealership, Coast
Office Products in Lacy, Washington, just
30 miles away.
This last deal promised to bring another
10% to Chuckals’ top line with the potential for a whole lot more, says Al.

“We are excited to make this announcement to start off 2015 and to cap off a
great 2014,” said Al. “With Jon’s leadership we will continue to focus on providing
the kind of outstanding customer service
experience our customers have come to
CONTINUED on page 10 >>
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Paper doesn't grow on trees.
It takes work to make paper.
And since GP Paper is
MADE IN THE USA,
this means more work for
more American workers.

MADE IN THE USA
means you can be confident that
we thoughtfully manage how your
paper is made from sustainable forest
practices, to energy efficiency,
to waste reduction.

After all,
we live
here
too.

www.usamadepaper.com

©2014 Georgia-Pacific Professional. All rights reserved. All trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.
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IL Dealer Midwest Office in Expansion
Mode

Reno Branch Location for CA Dealer
Affordable Office Furniture & Supplies

In Springfield, Illinois, Steve DeMarco and his team at Midwest
Office were celebrating yet another expansion last month, following their acquisition of Office Furniture Warehouse (OFW) in
Mt. Vernon, Illinois, about 140 miles south.
The addition of OFW will compliment Midwest’s other branches
in southern Illinois, which include operations in Effingham and
Marion. OFW owners Roger and Linda Cortney are retiring and
Midwest will run the business out of its Effingham branch, Steve
indicated.
“We are very pleased to bring OFW to the Midwest Office family,”
he said. “For the past 31 years, OFW has had an outstanding
reputation in the community and surrounding area and they will
fit very well within our organization and its culture.”
Chances are news of similar deals will be forthcoming from Midwest before the year is over. The dealership is very much in expansion mode, with sales last year up an impressive 15% over
2013.

Things are rockin’ and rollin’ for Mike McCollum and his team at
Affordable Office Furniture & Supplies in Yuba City, California.
Business in Yuba City is “wonderful,” Mike reports and it looks
like he and his team are going to be getting more of the same
CONTINUED on page 12 >>
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The KITS collaborator™ is a registered trade mark and product of KiSP, Inc.

Look who’s selling more office furniture.

Put the power to show and sell more office furniture in your hands right now.
Now you can show your customers a huge range of furniture ideas and pricing, right from your iPad. Show them everything they want to
see with instant access to all the current furniture catalogs from your favorite manufacturers - desks, chairs, tables and complete furniture
systems. Select only the furniture items your customers want; change fabrics and finishes. In seconds you can add and subtract items easily
and intuitively. Everything is fully rendered with stunning photo-realism. Priced, itemized and ready to share with your customer.

Buy it today –
you’ll wonder why you
waited so long.
Request a web demonstration right now >

Simply call or contact our sales department.
Setup takes minutes and then you’re
ready to go. 416 499 2457 ext. 2720
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from their recently opened branch in Reno, Nevada

Saenger as operations manager, a newly-created position.

It’s a two-hour drive from Yuba City to Reno but so far the Affordable team is handling it all just fine. The new showroom opened
at the beginning of December and Mike, who is currently running
things there with his son Justin, says things could hardly have
started off better.

Dale comes to the dealership from New England Office Supply
in Braintree, Massachusetts, where he served most recently as
director of content management and merchandising.

“It took less than a month for people in Reno to start finding us
and we really haven’t missed a beat,” he says.

As operations manager, Dale will report to Brown & Saenger CFO
Russ Heins and oversee the purchasing division in Sioux Falls
and also the account management team. He will also manage
the dealership’s web content.

Plans call for some kind of formal ribbon cutting for the next
store in the next six months but right now, Mike and his team are
plenty busy with the business they’ve already been getting.

“Dale adds a great deal of industry knowledge and experience
as well as skills in web content that fit well with targeted areas of
growth at Brown & Saenger” said president Lyle Dabbert.

Dealer Veteran Dale Bloem Joins SD
Dealer Brown & Saenger as Operations
Manager

Added Dale, “I have known and respected Brown & Saenger as
one of the most highly regarded and successful dealerships in
the Independent Dealer Channel and it is a thrill to become a part
of their success.”

Dale Bloem, an industry veteran with nearly 30 years’ experience
as a dealer, has joined Sioux Falls, South Dakota-based Brown &
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PAPER because
it’s another way to buy local.

Local businesses and communities thrive when they support each other. It’s how the
paper industry currently supports over 377,000 manufacturing jobs in North America alone.
To help local businesses and communities in your area grow, ask for paper products made
in North America. To learn more, visit PAPERbecause.com.

The Keller team
(l. to r.):
John Lake
Rhonda Pruett
and Chip Keller

n Key people:
John Lake, furniture manager
Rhonda Pruett, inside sales
n Product mix: Office supplies,
office furniture, jan-san, printing
n Founded: 1998
n Employees: 6
n Business partners: S.P. Richards, ECi
n Online supplies sales: 33%
n kellerofficesupply.com

SECRETS OF SUCCESS: Keller Office Supply, Martinsville, IN
If you’re an independent office products
dealer, success isn’t always about adding
that big new account. Sometimes, you
find yourself measuring success by
how you respond when something bad
happens to your dealership.
Case in point: Chip Keller of Keller Office
Supply in Martinsville, Indiana. Martinsville is a small market—a community of
some 15,000 about 40 miles south of Indianapolis—and Chip knew he was never
going to be one of the industry’s mega
players. But over some 15 years, he had
built up a business that provided a living
and a little bit more for him and his team.
Then, as the Great Recession was getting
underway in 2008, things started getting
nasty.
Not only was the general downturn forcing cutbacks among Chip’s regular customers but he also started seeing a much
sharper decline in business from one of
his major accounts, a local hospital that
had been a steady source of sales for over
ten years.
FEBRUARY 2015

A quick call to the hospital’s head of purchasing confirmed Chip’s worst fears. “He
told us there was nothing wrong with our
prices or our service but they had been
bought by a larger company who had a
supplies contract with someone else and
we were pretty much history,” he recalls.
No one, however, stays long in the independent ranks without a willingness to
fight back in the face of tough business
challenges. Chip is an inveterate networker and Step One of his response was to
boost that side of the business.
“I had always been involved in the community but I started making a point of
going to as many different civic functions
as I could—local chambers, Rotary, etc.—
and trying to meet more prospects,” he
explains.
But the recession was still biting, budgets
were still very tight and new business was
slow in coming.
Things didn’t really start to improve until
Phase 2 of Chip’s recovery plan kicked in.
With the help of INDEPENDENT DEALER
INDEPENDENT DEALER

columnist Marisa Pensa of sales training
company Methods in Motion, Chip took
retail store manager Rhonda Pruett and
re-directed some of her time towards an
inside sales effort.
Rhonda spent about a month working
with Methods in Motion trainers on her
prospecting calls and even though she
had no previous sales experience, she secured 12 new accounts for the dealership
in just the first 45 days.
At the same time, Chip also started expanding his dealership’s product mix. In
addition to adding more janitorial products, he is currently in the process of partnering with a former quick print shop operator to offer a broader range of printing
services.
None of these steps, Chip admits, are going to make up fully for the lost hospital
business overnight but, he says, they are
bringing in some very welcome new sales
dollars and providing Chip and his team
with more than a few good reasons to feel
good about the future.
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P RO FE SS IO NAL POWER SOLUTI ON S

STORMS AND OTHER EXTREME
WEATHER CAN DEVASTATE BUSINESSES.
EVERY YEAR, POWER OUTAGES COST
AMERICAN BUSINESSES MORE THAN

$100 BILLION

1

THIS STORM SEASON,

BE THEIR
SOURCE FOR
TRUSTED POWER
To request your FREE
Trusted Power Sales Kit,
or to learn more about
Duracell Professional,visit

www.DuracellPro.com/Sell
or call 877-277-6235

Proper preparation can be the difference
between success and failure. 40 percent of
businesses without a plan do not re-open
after emergency events.2
Batteries are a critical part of a business
emergency response plan. Before the storm
strikes, fully stock your customers with
Duracell® batteries—the #1 battery brand
preference by professional users.3
IF YOU DON’T SUPPLY THEM, WHO WILL?
U.S. Department of Energy, “The Smart Grid:
An Introduction,” 2013.
FEMA.
3
Kline Study, 2013
1

2

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

IndustryNEWS

EPIC 2015 Dates Announced; Conference Agenda Updated
The Independent Stationers and TriMega
dealer groups last month announced the
dates for EPIC 2015, their joint convention
and tradeshow.
The largest U.S. office products dealer
group convention, EPIC 2015 will be held
in Las Vegas at the Cosmopolitan of Las
Vegas hotel and conference center. Dates
of the conference are October 6-8.
“Last year’s conference, EPIC 2014,
brought together 150 of the industry’s top
manufacturing suppliers, as well as new
and emerging products and service providers,” commented Mike Gentile, president and CEO of Independent Stationers.
TriMega president Mike Maggio said, “We
look forward, for the third year, to bringing
our two dealer groups together for one
power-packed industry event.”
FEBRUARY 2015

The agenda for 2015 has been updated
as well, in response to suggestions from
dealer and exhibitor attendees, the two
groups indicated. The seminars, dealer
discussion sessions, membership meetings and trade show events will still be
included in the revised agenda, but with a
new pattern for each day’s activities.
The conference will open with the Welcome Reception on Tuesday, October 6.
Day 2, Wednesday, will feature the Independent Stationers’ Annual Shareholders
Meeting and the TriMega Membership
Meeting, followed by seminars and dealer roundtables. The EPIC Bash will take
place on this evening as well.
Day 3, Thursday, will begin with the General Session and Keynote Address, and
be followed by the EPIC Tradeshow.
INDEPENDENT DEALER

Rounding out the day and conference will
be the traditional EPIC Prize Winner Party
on the Thursday evening.
“We are excited to mix things up a bit this
year, and still be able to bring to our dealer
attendees and exhibitor partners alike the
greatest return on their time for the best
event possible,” said Michael Morris, EVP
of marketing at TriMega.
“Please note these dates on your calendar now, and watch for the official invitations to come out later this spring. It will
again be an EPIC event indeed!”
Visit www.wherebighappens.com for
more information.

CONTINUED on page 18 >>
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did you know...
...TriMega’s Industry-Leading Rebates
put cold hard ca$h to your bottom line!
TriMega pays more rebates than any other industry dealer
group – and pays 100% of all rebates (including management
fees, catalog funds, MDF, etc) to our members every quarter!
With rich rebate programs from our more than 140 OP,
furniture, tech and jan/san suppliers – which include
purchases made both direct and through wholesale*,
TriMega helps our members grow their business proﬁtably!
Rebates are our #1 priority and TriMega pays 100%
of rebates on a quarterly basis – like clockwork –
with complete reporting for tracking and analysis!

a Improve Your ROI
a Grow Your Bottom Line
a Enhance Your Cash Flow

Join TriMega during February
and get FREE dues until June!

*Wholesale rebates not available for all suppliers.

MMt
TriMega’s
MEG!
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BSA to Hold 2015 Forum in
Atlanta, Sept. 29-Oct. 1
The Business Solutions Association (BSA)
announced last month it will hold its 2015
Annual Forum September 29-October 1
at the Loews Atlanta Hotel in Atlanta.
“BSA carefully looked at the other major events of the industry and made sure
these dates are not in conflict with any
of those in determining the dates for the
2015 Forum,” said BSA president Jim
O’Brien.
“This East Coast location is ideal for BSA
members. The Midtown Loews hotel is
within 20 minutes of the Atlanta Airport,
which makes it easy for members to fly in
and out. Atlanta’s Midtown has prospered
under re-development programs, so there
is so much to do and see within the area.”
Added BSA vice president Barry Lane,
“BSA continues its focus on the independent dealer and keeping this distribution
channel healthy and vibrant.The BSA
Forum brings together manufacturers,
wholesalers, buying groups, representatives, third-party providers as well as others involved in our industry. This is will be
one meeting you want to be sure to attend.”

Deadline for North American OP
Awards is March 6
March 6 is the deadline for entries to be
submitted for the 2015 North American
Office Products Awards (NAOPA).
Organized by OPI magazine in association
with wholesaler S.P. Richards, the awards,
now in their sixth year, are designed to
encourage innovation and give recognition to outstanding vendors and dealers
that are working to deliver real value to the
dealer community.
Entry for the awards is open to all vendors
and dealers operating in North America.
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 will take place
during S.P. Richards’ 2015 Advantage
Business Conference (ABC) in Las Vegas,
June 21-25.
Visit www.opi.net/naopa2015 for more
infomation.

Paper Companies and Union Call
for Anti-Dumping Import Duties
Four paper manufacturers and the United Steelworkers union are asking the U.S.
government to impose duties on imports
of office paper that they say are priced
unfairly low, the Wall Street Journal reported last month.
Their claim alleges paper companies in
China, Indonesia, Brazil, Portugal and
Australia are dumping certain types of uncoated paper on the U.S. market, including paper used for computer printers and
envelopes.
The companies also say producers in
China and Indonesia are benefiting from
government subsidies that allow them to
reduce prices, the Journal reported.
The Journal reported Domtar Corp., one
of the companies calling for duties, estimates the U.S. market for the type of uncoated paper involved in the complaint at
$4.5 billion a year.

In the first nine months of last year, the
companies say imports of such paper
from the five countries named were up
40% from a year earlier, even though U.S.
demand for it is declining, the Journal reported.
The Commerce Department and the U.S.
International Trade Commission will have
up to about 14 months to determine
whether trade laws have been violated,
U.S. producers have been harmed and
duties should be levied on the imports.
In addition to Domtar, the companies filing
the latest complaint are Packaging Corp.
of America, Finch Paper and P.H. Glatfelter Co.
International Paper
pate, a spokesman
said the company
countries and relies
global network.

declined to particitold the Journal. He
manufactures in 10
on the flexibility of a

EDexpo Event to Highlight Maker
Movement
Later this month, February 22-24, the Education Market Association (EDMarket)
will be hosting its 2015 EDexpo convention and tradeshow in Atlanta, with a new
feature designed to highlight emerging
opportunities for dealers and manufacturers generated by the growing trend towards hands-on learning.
Makerspaces, as show organizers are
calling it, will include both a special exhibit area and education offering on the
trend.
Sylvia Martinez, co-author of “Invent
to Learn: Making, Tinkering, and Engineering in the Classroom,” will present a
general session on February 21 entitled:
“Makerspaces – The New Trend that Can
Add Dollars to Your Bottom Line” while
EDexpo attendees will get to experience a
Makerspace right on the exhibit floor.
In the space, Atlanta-area Makerspaces
(or Maker communities) will compete to
CONTINUED on page 20 >>
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Get Mobilized With

OP Revelation

TM

Itʼs a fact. The work force is aging and is being replenished by millennials. It
is more important than ever to enable your customers to interact with your
company by using their smartphones and tablets. BMI has taken the same
power and ease of use that our e-commerce site is famous for and extended
that to Iphone/Android Smartphones and Tablet devices. Donʼt lose
business to the Power Channel because your e-commerce site is not
mobile/smartphone ready.
Visit us on the web at http://www.bmiusa.com/office-products-distributionsoftware or call us today, toll free, for a free consultation at 888-580-8382,
X206.
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see who can create the most innovative
education-related project.
Visit www.edexpo.com for more info.

AOPD Reports 2014 Results, Adds
3M’s Todd Carlson to Business
Partners Advisory Council
The American Office Products Distributors national accounts dealer network last
month announced results for the 2014
calendar year. AOPD said it added 55 new
contracts during the year.
It reported “excellent growth” within its
Premier Healthcare GPO contract, with an
increase of 16%. In addition, AOPD said
it was granted another contract extension
for the public sector purchasing cooperative, National Cooperative Purchasing
Alliance (NCPA). Sales under its NCPA
contract posted a 176% increase, AOPD
reported.
AOPD also said it posted a 22% increase
in total AOPD contract sales from 2013 to
2014.
“We are very thrilled with the progress our
dealers are making as AOPD continues
to grow,” stated Bud Mundt, AOPD executive director. “The continued support
of the AOPD business partners and their
branded products continues to strengthen AOPD’s position within the regional
and national account marketplace.”
Separately, AOPD also announced last
month the appointment of 3M’s Todd
Carlson to the Business Partner Advisory
Council of the AOPD Board of Directors.
Carlson, a 20-year veteran with 3M, joins
current Advisory Council members Barry
Lane from Avery, Mike Wilbur from Navitor
and Mike Metchikoff from OPMA, whose
role is to assist and advise the AOPD
Board throughout the year.
Carlson, currently sales operations manager for 3M’s Stationery and Office Supplies Division, replaces former Council
member Terry Marquardt who was recently promoted to a corporate role within 3M.
FEBRUARY 2015

American Purchasing Alliance,
Dealer ‘Group of Groups’ Moving
Forward

ley and Mark Leazer representing AOPD.
Bud Mundt serves as an ex-officio board
member as AOPD executive director.

The board of directors of the American
Purchasing Alliance (APA), a newly formed
dealer “group of groups” announced last
month it has finalized its various legal and
operational documentation requirements
and is moving on to the next steps involved in beginning contract negotiations
with vendors.

Independent Stationers Reports
Positive 2014 Sales Growth, New
Alliance with Jan-San Association

APS was formed last year as a new purchasing platform for larger dealers. It is
sponsored by AOPD as a neutral organization with members from every buying
group.
Its initial participants are the Dealer Supplier Collaborative (DSC) members of TriMega and the Direct Purchasing Catalog
Group (DPCG). The combined APA group
represents nearly 200 locations and nearly $2.5 billion in revenues, according to
AOPD.
Members of the APA contract negotiations team are Doug Whetstone and Gordon Pepper representing DPCG and Greg
Fish and Lyle Dabbert representing DSC.
The group said it will soon be announcing
the appointment of an industry consultant
who will be working with the team.
“AOPD is proud of the dedication
demonstrated by the APA board and the
many hours of hard work they have put
into forming a program that will greatly
benefit the independent dealer participants and the manufacturer business
partners,” commented AOPD executive
director Bud Mundt.
“The APA board has taken big strides in
drafting the important procedural processes and carefully documenting the operational requirements that will serve this
group well in its future development.”
The APA board of directors consists of
Jay Godwin and Yancey Jones representing DPCG, David Kenworthy and George
Wood representing DSC and Pat CrowINDEPENDENT DEALER

The Independent Stationers dealer group
last month announced it posted positive
growth in many of its member programs
for 2014.
Total sales for 2014 were up 10% over
the prior year, IS said, with direct buys
increasing 17% and office furniture up
27%. All of these sales category increases yielded an increase in rebates to participating shareholders and affiliates, IS
said.
The group said it also grew membership
significantly in 2014, with 52 new shareholders and affiliates added in 2014 and
an additional 7 shareholders and affiliates added in just the first few days of
the New Year.
In addition, the group said it added 25
new suppliers in 2014 for a total of 184
suppliers, with a focus on the growing
categories of facilities maintenance, janitorial, safety and break room products.
Brian Kristenson, IS chairman, said, “2014
has been a very good year for our dealer
group. Growth is always invigorating and I
appreciate the support from our many long
term members. The growth and shared industry experience from our new members
and affiliates, and the enhanced programs
we see with our vendor partners, are very
positive signs for our shareholders. I am
optimistic and welcome our new members and affiliates and look forward to a
very exciting and prosperous 2015.”
Separately, IS also last month announced
a new cooperation agreement with ISSA,
the Worldwide Cleaning Industry Association, which it said will provide IS members
access to several initiatives to help them
CONTINUED on page 21 >>
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grow their cleaning and maintenance
products business.

and Palace Business Solutions in Santa
Cruz, California.

Under the partnership, IS members
can join ISSA through deeply discounted first-time member rates, attend the
2015 ISSA/INTERCLEAN Conference in
Las Vegas and participate in a variety of
educational and training opportunities
throughout the year.

Integrity is the largest independent in
Michigan, Pinnacle said, with locations
in Alpena, Cadillac, Noblesville, Petoskey, Traverse City, Warren, Flint, Fremont,
Grand Rapids and Muskegon.

IS said ISSA will also participate in its
2015 Regional Meetings in Atlanta and
Washington, DC, and will also host a
“Making the Business Case for Cleaning”
seminar at the EPIC 2015 conference in
Las Vegas.

New Members for Pinnacle
The Pinnacle Affiliates dealer group
last month announced the addition of
three new members, Integrity Business
Solutions in Grand Rapids, Gateway
Printing & Office Supply in San Antonio

Gateway is the largest independent in
South Texas, the group said, with locations in Houston, San Antonio, Brownsville, Edinburg and Corpus Christi. The
company is also South Texas’ premier
commercial printer and a leading teaching
supplies retailer, Pinnacle said.
Palace is California Central Coast’s largest independent dealer of office products,
school and art supplies and office/school
furniture, according to Pinnacle, with
a primary market that covers the three
counties that surround Monterey Bay:
Monterey County, San Benito County and
Santa Cruz County.

“This is a pretty exciting time for Pinnacle,
commented Kevin Johnson, CEO of
Warehouse Direct and the group’s
chairman.
“Pinnacle membership continues to grow
and in our nearly seven years of operations not a single dealer has left for another group. Members are reporting increases in market share as well as significant
growth in adjacent product categories.
Additionally, Pinnacle members collectively made many acquisitions in 2014
and I expect more in 2015.”

TriMega’s Next Committee Unveils
Second Edition of Its ‘Elevate…
Your Game’ Training Series
TriMega’s Next Committee, the organization developed by the dealer group to
represent the next generation of industry
CONTINUED on page 22 >>

VISIT SAUNDERS BOOTH #239, UNITED STATIONERS CORE LIVE 2015

7 out of 10 Americans

who are blind are not employed.
Saunders is partnering with non-profit community-based
organizations employing people who are blind, visually
impaired or have disabilities to produce a unique line of
high quality products that are competitively priced.
This is a huge opportunity for you to buy what you need
and serve a higher purpose at the same time.

Jeddie is blind.
But he sees a paycheck
every two weeks.

 WWW.SAUNDERS-USA.COM  TEL: 1.800.341.4674  READFIELD, ME
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talent and future OP leaders, recently announced the launch of its 2015 Elevate
Training Series.
Last year, the group presented the Elevate
Your Game series, a webinar-based training program that focused on technology
topics.
Now, for 2015, training from the Next
Committee will focus on helping TriMega dealers, and their sales teams elevate
their selling skills.
Once a month, the group will offer a training webinar from various sales trainers
from within and outside the industry. In
addition, sessions will feature best practices, case studies and idea sharing from
members of the Next Committee.
Sessions will run approximately one hour
and provide opportunities for participants
to ask questions, exchange ideas and
share their own sales challenges and success stories with the group.
Trainers for Elevate include Jeff Gardner
of Maximum Performance Group, Krista Moore of K. Coaching, Bill Stinnett,
of Sales Excellence, Wayne Breitbarth of
Power Formula and others.
“As our industry continues to undergo
rapid change, the dynamics and demographics of our marketplaces are changing,” remarked Bob Shulman, president of
Suburban Stationers and chairman of TriMega’s Next Committee. “As a result, the
sales process itself has evolved. That’s
why we’re excited to make sales the focus
of our Elevate training series this year. We
are also thrilled to have such an impressive lineup of industry trainers that will be
lending their skills, expertise and passion
to our Elevate sessions this year.”
Elevate Training sessions, presented by
the Next Committee, are provided at no
cost to all TriMega members and to any
and all representatives at their dealerships.

visit http://unbouncepages.com/elevatejan-2015-event-sign-up/.
Individuals interested in participating in
becoming a Next Associate Member can
get additional details and enroll to join at
www.shapingtomorrowtoday.com.

Distribution Management–
Supplies Network Realigns with
MPS Veteran Doug Johnson

United Stationers Launches CORE
Learn Training Program

Distribution Management, parent company of wholesaler Supplies Network,
last month announced a contractual relationship has been secured with RedSage
Group, a company owned by MPS veteran Doug Johnson.

Wholesaler United Stationers last month
announced the launch of a new training
program designed to help dealers and
sales teams reach sales objectives, grow
businesses and strengthen customer relationships.

Johnson, formerly senior vice president
at Distribution Management, will provide
consulting services to support the company’s MPS practice while developing
new opportunities in MPS and adjacent
markets.

Titled “CORE Learn,” the program is a
component of United Stationers’ Center
of Reseller Excellence platform, which
launched early last year.

The realignment provides RedSage Group
the ability to incubate new solutions and
programs for both the industry and Supplies Network, Distribution Management
said.

It is intended to serve as the next generation of the United Dealer Training (UDT)
program United has offered dealers for
almost 20 years, the company indicated.
“The skills and techniques required for
increased sales and profitability in the
business products industry have evolved
significantly over the past few years,”
said Phil Barnette, manager, United Dealer Training. “CORE Learn recognizes this
changing environment and provides resellers with relevant, customized training
programs and processes that will help
sales professionals sell and leaders lead.”
CORE training will be provided through
a variety of different platforms—instructor-led workshops, webinars, podcasts,
on-line video role-plays and online courses.

“Doug is among the leading visionaries in
our industry and will undoubtedly continue to develop innovative solutions in the
print and imaging arena and beyond,”
said Greg Welchans, president of Distribution Management–Supplies Network.
“Doug has been instrumental in building
our successful MPS architecture. This realignment enables our collective efforts to
pursue necessary expansion strategies.
We remain highly committed to our longterm MPS strategy and our MPS resellers,
both current and future. We look forward
to our continued partnership with Doug to
drive innovation and mutual growth for us
and our business partners.”

For more information on CORE Learn,
visit Solutions Central, United’s online resource for sales and marketing tools.

CONTINUED on page 23 >>
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Cardone Joins GOJO as
Commercial Office Sales
Director

looking forward to Bill’s outstanding industry experience and expertise helping them make the most of it.”

PM Company Names Ventimiglia
Business Development Director

Bill Cardone has joined GOJO Industries, maker of skin health and hygiene
products whose brands include GOJO,
Purell and Provon, as commercial sales
director for the GOJO Office Channel.
An industry veteran who began his office products career in 1989
as a field sales representative with Esselte Corporation, Cardone most recently served as VP of commercial sales for ACCO
Brands. Prior to ACCO he held senior sales positions with At-aGlance and MeadWestvaco before its acquisition by ACCO.
As commercial sales director for the GOJO office channel, Cardone will play a key role in growing its business in office products
channels including wholesalers, dealer groups and the independent dealer community at large.
“We’re delighted to welcome Bill Cardone to the GOJO team,”
said GOJO VP of Sales Office Channel, Marlin Wendland. “The
skin health and hygiene market represents a tremendous new
opportunity for independent office products dealers and we’re

Paper roll and cash handling products
manufacturer PM Company has appointed industry veteran Paul Ventimiglia its director of business development. PM vice president John Purcell
made the announcement.
Most recently VP of commercial sales for Navitor, Ventimiglia began his industry career 35 years ago as national field sales manager for Pentel of America.
As director of business development for PM, Ventimiglia will work
at the national level with the industry’s wholesalers and dealer
groups and have direct responsibility for all dealers in a 19-state
territory that ranges from Maine to South Carolina.
“We’re very happy to welcome Paul to the PM team,” commented
Purcell. “He has put together an outstanding record of support for
CONTINUED on page 24 >>
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the independent dealer community over
many years and we will be building on that
record to bring new value and sales opportunities to our own dealer customers.”

Restructuring at Deflecto
Office accessories, chairmat and sign and
literature holder manufacturer Deflecto
last month announced a restructuring it
says is designed to enable the company “to bring the right solutions to market
more quickly by enhancing already strong
customer communication and capitalizing on technological trends to facilitate
growth and creativity.”
Leading a new internal team that will target ways Deflecto products can provide

solutions required by changing workplaces is director of sales Chris Grow. “Our
goal is to keep Deflecto on the cutting
edge of product innovation and customer
service,” Grow said, “and to position the
company for the future of these rapidly
changing applications.”
Also as part of the restructuring, Deflecto hired Kenneth Smith as its new VP of
sales and partnered with Unified Sales Associates in Dallas and Midwest Resource
Group located in the Chicago market.

Frey Gaede to Represent Stamp
Maker J.P. Cooke
Stamp maker J.P. Cooke has announced
that the Frey Gaede independent rep orga-

nization is now representing their products.
Frey Gaede was founded in 1948 and
covers 14 Midwestern states—OH, KY,
WV, IN, MI, IL, WI, MN, ND, SD, IA, KS,
NE and MO.
Frey Gaede also has another division,
Blazer Brusa Sales,that will start with J.P.
Cooke April 1. Blazer Brusa covers 11
Southeast and Southwest states—NC, SC,
GA, FL, AL, MS, TN, AR, TX, OK and LA.
J.P. Cooke is a 128-year-old family business, now in its fourth generation of family
ownership. The company operates as a
national supplier of marking and identification products to independent dealers. For
more information, visit www.jpcooke.com.

In Memoriam: P. Carey Brazell of Myers Brazell & Associates
In addition to building one of the leading
independent rep firms in the South, Brazell
held leadership positions with a number of
industry associations in the course of his
career, including NOPA/BPIA, OPRA and
the Southern Travelers Club.
He was the recipient in 2009 of the Business Solutions Association’s annual Leadership Award, BSA’s highest honor, in recognition of his many contributions to the
industry.

Carey Brazell (left) received BSA’s 2009 Leadership Award, the association’s highest honor, from then BSA president
Joe Templet.

P. Carey Brazell, principal for many years
of the Myers Brazell & Associates independent rep group in Atlanta, died in Columbia, South Carolina, January 27. He
was 78.
Brazell began his industry career while attending the University of South Carolina,
working part-time in the warehouse of a
local office product dealer, Columbia Office Supply.

firm in 1963, covering the Carolinas, Virginia, and part of Tennessee.
When Ted Myers retired around 1982, he
bought the company which was subsequently renamed Myers Brazell.
Among the companies represented by
Myers Brazell over the years were At-AGlance, BIC, C-Line, Hunt, Energizer, Eurotech, Avery, Rubbermaid, Quartet and
several others.

Survivors include his wife, Patricia
Bozardt Brazell; daughters, Debbie (Chip)
Melton of Cramerton, North Carolina and
Cindy (Katie Phelps) Brazell of Atlanta;
granddaughters, Maria Melton, Christa
(Luke) Wackerhagen, and Jenna Melton;
great-grandsons, Brett and Sammy; as
well as several nieces and nephews.
Memorials may be made to Garden City
Chapel and Retreat, 316 Dogwood Drive,
N., Murrells Inlet, SC 29576 to Ambassador Camp, 1595 Old Lumberton Road,
Winterville, NC 28472 or to Right from
the Heart Ministries, 1507 Johnson Ferry
Road, Suite 100, Marietta, GA 30062.

He joined the Ted Myers & Associates rep
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Deadline for 2015 IODFA Scholarship Applications is March 16
March 16 is the deadline to submit applications for a 2015 IOPFDA Scholarship award.
Started more than 50 years ago by an initial $5,000 donation
from Jennie Zachs, the founder of the C-Thru Ruler Company,
the IOPFDA Scholarship Fund has given more than $2.5 million
in scholarships to deserving families of office products and office
furniture dealers over the years.
The fund, which is supported entirely through individual and
member contributions, awarded a total of 41 scholarships to deserving young college students in the 2014-2015 academic year.
Scholarship applications are judged by an independent panel
and scored on the basis of applicants’ academic success, outside interests, extracurricular activities, community service and
financial need.

Any person who is an employee or related to an employee of
an IOPFDA member firm may apply. Membership status will be
verified.
Candidates must have graduated from high school or its equivalent before July 1 of the year in which they would use the scholarship. They must have an academic record sufficient to be
accepted by an accredited college, junior college or technical
institute.
Students already in college or graduate school may also apply.
Previous scholarship winners are not eligible.
For more information, download a 2015 Application today!
Please direct any questions to info@iopfda.org.

Helping Fund The Future Since 1962
The IOPFDA is now accepting scholarship applications for 2015.
Last year, a record 41 scholarships were awarded to deserving
students based on merit and financial need. Association
member employees and their immediate family
are eligible to apply for the scholarships.

Download the Guidelines
and an Application Today!

Visit www.iopfda.org or call (410) 931-8100
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New Congress
Means New
Opportunities and
Challenges for
Small Business
By Paul Miller, NOPA Director of Legislative and Regulatory Affairs

The elections are over and the time for governing has begun.
The day after every election sees the same familiar dance. The winners come out
and (in most cases) talk about the need to work with the other side on critical issues,
while giving the old poke in the eye that elections have consequences.
The losers do a very similar dance, talking about the willingness to work together
while making it clear they will not be run over either.
These Kumbaya moments last for about 72 hours and then the partisan sniping
begins again.
While this year, the dance of the political parties was no different, what is different is
the mood of the electorate. Voters are watching very carefully what each party does
or doesn’t do. Each move will be viewed as an audition for control of Congress and
the White House in 2016.
Both sides know a lot is at stake for the next several election cycles and the next
two years will decide who voters trust most to govern.
None of this, however, means Congress is going to set the world on fire with its bipartisanship or pass a record number of bills.
We will still have partisanship. We will still see key issues struggle to get votes or
even Committee action.
But I am optimistic about the opportunity this new Congress presents for small
businesses. Each election cycle we hear about the importance of small businesses,
yet when it comes to acting on these campaign promises, both parties have fallen
far short. This Congress could be different.
The new Congress offers small businesses a real opportunity to put their stamp on
issues like tax reform, immigration reform, the minimum wage, estate taxes, federal
contracting and healthcare.
While not all will see new laws from this Congress, small business owners can still
play an important role in helping to craft the blueprints for what will pass. We are
already seeing this at work with recent action on two small business issues.
Just three weeks into the new session of Congress and the House of Representatives
has already passed two small business bills.
CONTINUED on page 28 >>
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HOPE STARTS WITH US
MAKE IT MATTER

I want people to understand how important this
hospital was for my family. What City of Hope has
given me is indescribable. I am forever in their debt.
Ben Teller, patient and supporter

Steve Sakumoto
Vice President and General Manager Hewlett-Packard Company
2015 Spirit of Life® Honoree

City of Hope’s National Business Products Industry is kicking off the 2015 “Hope Matters” initiative —
and it starts with you. Make the first donation to City of Hope your own.
When you donate through our personal giving
clubs, Legions of Hope, Friends for Hope and
Business Products for Hope, you have an
opportunity for your donation to be doubled.
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.
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.
Give at any amount through Business Products
for Hope and your gift will be matched by
Office Depot up to $50,000.

Learn more or make your personal gift today at

cityofhope.org/nbpi-match,
or call City of Hope at

866-905-HOPE.
PHL23565

IRWIN HELFORD

So please take advantage of the many ways for
your gift to go twice as far in the fight against
cancer, diabetes and other devastating diseases.

JAMIE FELLOWES

PAUL MILLER

continued from page 26

Indeed, one of the very first actions taken
by the House of Representatives in 2015
was passage, by a unanimous vote, of the
Hire More Heroes Act.
IOPFDA was proud to support this
legislation and applauds Congress for
moving quickly in the New Year to support
small businesses and those who bravely
served and defended this country.
Small businesses are the economic engines that keep America moving, Passing the Hire More Heroes Act is common
sense bipartisan legislation that will not
only help small businesses, but also help
the many veterans seeking good-paying
jobs.”
Here’s how it works: The Affordable Care
Act (ACA) requires companies with 50
or more full-time workers to offer health
insurance to their employees. The Hire
More Heroes Act simply states that
veterans enrolled in health-care provided
through the VA or Tricare (and there
are eight million veterans who receive
healthcare through the VA) are exempt
from being counted as part of the 50 fulltime employee insurance threshold.
This legislation will encourage companies
to hire more veterans and keep firms from
cutting back on employees to stay under
the 50-person mandate.
The legislation has been introduced in
the Senate by Sen. Roy Blunt (R-MO) and
may hit the Senate floor later this month
for a vote.
Congress also moved aggressively on
another area of the healthcare front. The
mandate requiring insurance to be offered
by companies with more than 50 full-time
employees is one of the most bitterly
debated (and frequently delayed) features
of the Affordable Care Act
Originally slated to go into effect January
2014, the mandate will now begin in 2015
for employers with 100 or more workers
and by 2016 businesses with 50 or more
will have to do the same.
Contrary to the conventional 40-hour
work week, the law defines full-time
FEBRUARY 2015

employment as working at least 30 hours
per week.
While this provision’s exact impact on
labor markets will be difficult to gauge
until the employer mandate is fully
implemented, it does open the door for
a potentially dramatic reduction in work
hours and earnings.
Changing the definition of full-time work
to 40 hours per week, however, would
mitigate these issues and prove to be
much more beneficial to workers than the
current law.
The employer mandate could be particularly
costly for a full-time employee who works
40 hours per week and does not receive
health insurance through the job.
To avoid the cost of the mandate, the
employer may opt to reduce the worker’s
hours so as to reclassify him or her as a
part-time worker. However, since ACA
requires employees that work less than
30 hours per week to be defined as parttime, the employer would have to cut the
employee’s hours dramatically just to
avoid paying for health insurance.
Changing the definition of full-time to 40
hours per week would more accurately
reflect the labor market. Consequently, it
would mitigate the decrease in hours due
to the employer mandate.
First, anyone currently working between
30 and 40 hours per week who does
not receive health insurance from their
employer would no longer be vulnerable
to losing hours.
Second, it reduces the number of hours
that full-time workers without employer-provided health insurance could potentially lose.
Instead of dramatically cutting back hours,
employers could avoid the mandate
simply by reducing workers hours from
40 to 39 hours per week. Moreover, since
most businesses that employ full-time
workers already offer affordable health
insurance, the number of workers who
would actually see a slight reduction in
hours would be small.
INDEPENDENT DEALER

Indeed, overall work may rise. Minimizing
the impact of the mandate would enable
small businesses to focus their limiteid
resources on hiring more workers instead
of on insurance and penalty costs.
The benefits of conforming to reality are
quite clear. Changing ACA’s definition of
full-time employment from 30 hours to
40 hours per week to mirror the actual
labor market would dramatically reduce
the negative side-effects of the employer
mandate.
Obviously, the employer mandate’s
actual impact on employment will be
difficult to estimate until the mandate
is fully implemented, something the
administration has been loath to do.
However, the current policy runs the risk
of inflicting devastating costs on some
workers. Not only would a 40-hour work
week mitigate the potential reduction in
work hours experienced by uninsured
workers, but the number of workers
who do see their hours fall slightly would
remain limited.
Our legislators have a lot more to do in this
Congress before we pat them on the back
for their support of small businesses, but
with continued pressure and an increasing
voice, I am optimistic about our chances
to make changes.
IOPFDA has some new grassroots tools
in place to help you be part of that
solution and an aggressive legislative
and regulatory agenda this year which
we believe will help make independent
dealers stronger.
With your continued help and support we
can make this Congress more successful
for small businesses. Who’s ready to push
Congress to act?
As NOPA’s director of legislative and regulatory affairs,
Paul Miller is the association’s government advocacy
representative on Capitol Hill. Miller represents NOPA
and dealer interests before the U.S. Government
and key states; insisting on a level playing field in
contracting for independents and protecting office
products dealers’ business against misguided
government proposals. For more information, visit
www.iopfda.org/?page=Advocacy.
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We spoke to six independent dealers who recently went through the

By Stephanie Vozza
A brand is a company’s identity. It’s a symbol of a company’s mission
and values and used properly, it plays a key role in differentiating
one business from its competitors. But, particularly in a fast moving
business like office products, branding can become tired and dated
or no longer representative of the company’s core offerings. And
sometimes, mergers and acquisitions bring with them a need for a
new look.

rebranding process. Each one had their own reasons for taking the
plunge and each one went about it in their own particular way. But
one thing they all share after successfully updating their brand to
better reflect who they are today: compelling proof that a new logo,
new messaging and sometimes even a new name can breathe new
life into a business and take its position in the marketplace to a whole
new level.
CONTINUED on page 31 >>
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Legacy Office
Solutions

When Crest Office Products merged
with Peck’s Office Plus in 2012, the
owners found themselves facing a dilemma. The family-run businesses, as
well as the other companies they had
each acquired along the way, each had
a long history in their New York communities, but the growing number of different names was confusing.
“We wrestled with what to do,” recalls
Jordan Kudler, president. “Do we rebrand and go to market as one organization—even if it means running the
risk of alienating customers who are
not familiar with our new name? Or do
we stay true to the 40-year history that
these companies represent and consider that each brand has its own value?”
Kudler and his business partner decided to do both. “We realized that it’s the
relationships that have credibility and
those weren’t going away,” he says.
“We chose the name ‘Legacy Office
Solutions’ with the tagline: ‘A Family of
Office Products Companies’ to honor
our past and move into the future.”
Similar to mega-manufacturer ACCO
Brands, which lists all of its brands as
part of its identity, Legacy Office Solutions incorporated logos from its seven
entities into one refreshed logo.
“We have continued so far to go to market as each individual entity, but this
year is our first where we’re distributing
a catalog with the combined Legacy
logo,” Kudler says. “With that goes a
letter telling customers we’ve come together under one umbrella but making
it clear they’ll still do business with the
same people. We’re bringing together
the best of each entity.”
FEBRUARY 2015

The Legacy name was introduced slowly, first in the signature of company
emails and then on stationery, business
cards and envelopes. While all the separate businesses now operate under
one roof, each company kept its phone
number and calls are answered with
that brand’s name.
“Legacy is a way to be cost effective in
our marketing materials,” Kudler says.
“For now, our sales staff represents
each division by name. Having Legacy
on their business cards, though, gives
them an opportunity to tell our story.”
New customers like the longevity of
the organizations, says Kudler. “It says
we’ve weathered the storm of the big
boxes and online suppliers such as Amazon,” he says. “But at the end of the
day the end user just wants to get what
they want when they need it and know
that a reliable company is behind them.”
After the initial rollout, Kudler says it’s
been business as usual: “As owners,
we tend to put more of an emphasis
on something that customers don’t. We
have emotional ties to the names. There
definitely is brand equity that you don’t
want to abandon, but we worried a lot
over something that turned out to be
not so much of a concern for our customers.

catalog,” he says. “Our old look was
cute, but it was time to be more professional. We were looking for something
upscale and classy because we felt it
represented who we are today.”

His first step was getting in touch with
his first-call wholesaler S.P. Richards: “I
felt they would help us a lot by getting us
some guidance,” says Farbstein. “They
introduced us to Pure Red, an advertising agency they’re involved with, and
it turned out to be a great connection.
We met with the top management there
and they listened to our story—what we
have accomplished and what we wanted to do. Then they came up with logos
that suited us.”

“We’re happy with the rebranding. Legacy stands for something – it stands for
the test of time.”

Premier Plus

For Barry Farbstein, president of Premier Plus in Kenilworth, New Jersey, the
decision to rebrand two years ago was
a chance to up his dealership’s game.
His company’s previous logo included
a cartoon caricature of himself, which
customers had found endearing when
he started his company. But as his company grew, so did the size of his clients.
“I felt like I couldn’t walk into a major
company with a cartoon of me on the
INDEPENDENT DEALER

The whole process took 90 days from
start to finish. Farbstein says he and
his staff introduced the new branding to customers with a message that
assured them they were still the same
great company but with a new and more
contemporary look.
“We got the word out,” he says. “We
changed website and we did giveaways. It was a fun experience.”
Premier Plus’s new branding did just
CONTINUED on page 32 >>
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what Farbstein wanted. It allowed his
sales staff to not only approach their
traditional smaller customers, but be
just as confident with larger prospects
as well.
“You have to be willing to explore new
ideas,” says Farbstein of the rebranding
process. “If you have an open-minded
attitude, it will be easier and more enjoyable. New ideas and new thoughts can
take your company to the next level.”

Office Edge

Like many independent dealers, Karen
Bogart started out selling office supplies and furniture and not much else.
Her business was called Convenience
Office Supply and Interiors and for a
long time, it seemed to fit just fine. But
two years ago, Bogart decided too
much in the industry had changed and
it was time to rebrand.

“The name was a mouthful,” she says
with a laugh. “And we felt like it limited
us. Like most dealers, we’re doing much
more than office supplies today. We’ve
moved more into break room, jan-san
and space planning, and we wanted a
name that was more open-ended.”
Bogart says she interviewed a local
marketing company, but their services
were way beyond her budget. Then, she
heard from another dealer that wholesaler United Stationers could offer a
similar service for a reasonable price.

“They gave us a questionnaire and interviewed us to find out the culture of
our company,” she says. “They came
up with the ‘Office Edge’ name and we
liked it right away. Then we worked on
colors and designing a new logo. In the
end, we used a lot of their suggestions,
but we took what they had and tweaked
it.”

Bertelson
One Source

Stephen Unruh is no newcomer to
branding. As recently as 2006, his company went through the process, changing its name from Bertelson Office Plus
to Bertelson Total Office Solutions.

Bogart, who is president of the Austin, Texas-based independent, says
the process took six to nine months.
To spread the word, she used an email
marketing campaign, telling customers
to be on the watch for something new.
“It built anticipation,” she says.
“We had wanted to be more relevant
in the marketplace as we were moving
into other product areas,” recalls Unruh,
president. The change helped business,
but change is continuous in the office
products world and in 2013 the idea of
rebranding surfaced again.
The Office Edge name and logo were
first revealed to Bogart’s staff, vendors,
banker, and lawyer. Then the sales reps
talked to customers about the changes
and the story behind them.
“Our customers have been very receptive to it,” says Bogart. “Before, our logo
was red and black. Today, it’s bright
orange and green—it feels more up to
date. In a few years, we may need to
freshen up again, but we love it right
now.”
In hindsight, Bogart says she would
have done more to prepare customers.
“It wasn’t hard for them and nothing bad
happened, but some were surprised,”
she says. “If you are going to go through
a similar process, prepare for a long
time. The roll out has to be meticulous
and it can be time consuming.”

“An employee who leads our sales
team came up with the concept and we
thought it wasn’t a bad idea,” says Unruh. “Our colors were getting old, and
our website needed to be updated. It
was time to bring a little more brightness to our brand.”
Unruh says the first thing his company
did was to look at websites in other industries to get a feel for what was out
there.
“We looked at the top 500 websites
and their color schemes,” he says. “We
spent about 30-60 days on that. When
United [Stationers] got wind of what we
were planning they asked if we would
like help. We said, ‘Absolutely!’”
United’s marketing team performed
some interviews with the Bertelson
team and provided two or three basic
concepts.

CONTINUED on page 33 >>
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“We got attached to one in particular,
but we wanted them to change a few
things—play off of this and include
that,” says Unruh. “They went back
to the drawing board and a couple of
weeks later it was perfect.”
Bertelson has been serving Minnesota
markets since 1906, and the company’s old logo had included the date.
Unruh says he didn’t want the new logo
to maintain that practice because he
wanted to make sure customers knew
they were relevant to today’s company’s
needs.

In November 2013, Bertelson Total Office Solutions became Bertelson One
Source, representing the company’s
growth into facility supplies, furniture
and promotional products. Unruh says
the entire process took eight months—
from the time he and Mark Shobe, vice
president of sales and marketing, first
discussed it over a beer until the time
the new brand went live.
To roll it out to customers, Unruh played
with the graphics on the website. “We
had a screen shot of what our new logo
looked like and we made it look like it
was covered with paper, with a corner
folded over,” he says. “We said, ‘Big
news is coming.’ Customers would
call us to ask what was gong on. Each
week, we would fold the paper over a
little more, so our customers could see
the new colors. It was just enough that
it sparked some interest.”
Unruh says he didn’t share the changes
with his sales people until the day of the
reveal. He kicked things off with a company meeting, announcements, T-shirts
and mugs. “It was a fun day,” he says.

While Unruh says he hasn’t seen an
increase in traffic to the website, he
knows that the new look has been well
received.
“Our customers and suppliers and even
our competitors tell us they like our new
logo,” he says. “I believe it has helped
us stay current. It shows that we’re
staying up on things and that we’re the
type of company people want to do
business with.”
For dealers who are considering rebranding, Unruh says leadership must
make it a priority. “If it’s fifth or sixth on
the list of your tasks, it will be pushed
back and it probably won’t meet the
deadline,” he says. “Prioritize your target date.”
It’s also important to make sure your
logo and name match who you are and
what you’re currently doing, says Unruh. “Our industry is changing and businesses are changing,” he says. “Office
product dealers now go way beyond office supplies. Make sure the name you
choose represents that.”

Craft Office
Systems

When Nicole Lancto, CEO of Craft Office Systems in Texas, was working on
her business plan for 2012, a key goal
surfaced.

Lancto set several goals for the new
brand. First, she wanted the new name
and logo to capture the uniqueness,
values and differentiators her company
brings to customers and prospects.
She also wanted to create excitement
to bolster her outreach efforts at ground
level as well as with her team.
She wanted all of her company’s marketing efforts to align holistically, cohesively and dynamically while integrating
with the sales process. And she wanted
decisions to be made with a laser-like
focus on the brand to eliminate distractions and business.
Partnering with Orbit Design, a Denver-based branding firm, Lancto leveraged their expertise to help push the
process forward.

An initial brand mapping session took
place in March of 2012 and as work
proceeded on the creation of key design elements—the new logo, slogan,
vehicles wraps, business cards, digital
letterhead, catalogs and more—Lancto
sought feedback from her staff as well
as other business partners.
The total process included strategic
positioning, a brand assessment, messaging and a new company name: Craft
Office Systems.

“Our previous brand, which was associated with our former company name
(Copy Craft), had a market presence of
31 years,” she says. “We felt it was time
to reflect our added lines of business,
services and solutions while capturing
the essence of what makes us successful in the market today.”

“With a new name, we really needed
to evaluate every facet of our business
from a branding design standpoint,”
says Lancto. “We had a lot of activity
going on intensely for about five months
and we launched in September 2012.”
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The changes have been met with positive feedback, she reports. “While some
of our customers still call us by our previous name, we find our brand is more
than the name. Our customers have
really gravitated towards our brand
through various outreach efforts such
as our newly branded webstore as well
as anything that has Hank, our mascot,
on it.”

longer reflective of the products and
services that we provide for customers,” he says. “For years, we knew that
a name change was necessary, but we
also knew the cost and energy would be
significant so we put it off a number of
times.”

Lancto says the process has met all of
her goals and challenged her to continue to raise the bar on sales strategies
and techniques.
“I learned that launching your brand
is only the beginning, and I’ve been
pleasantly surprised by how much momentum we have gained in the marketplace,” she says.

Then in 2014, two marketing department employees at Eakes took the bull
by the horns. Sandy Faber and Jason
Tomjack began to play with the logo after researching current trends.

Lancto encourages other dealers who
might be ready to rebrand to take the
leap of faith. “Today’s marketplace is
buried in noise so having a strong brand
will truly contribute to your success,”
she says.

“Before long, they had a logo that we
really liked and it was time to get started
in earnest on a new brand,” says Miller.
In June of 2014, the company launched
both a new logo and a new name: Eakes
Office Solutions.”

“Remain open and challenge any and
all mental models you have,” she urges.
“As a second-generation family business, we originally agreed we were not
renaming our company. Then we came
out of a 10-hour branding session excited, not just about our new brand but
also about the prospect of a new name
for our business after over 30 years!”

Miller says for his company, branding
is a pretty complex question: “We see
it this way: Our primary differentiator is
the fact that we have people who work
very hard to show customers that we
care about them in a very special way,”
he says.

Eakes Office
Solutions

Mark Miller, president of Nebraska-based Eakes Office Solutions, had
been thinking about changing his company’s name for years.

“We want our brand to be as a company recognized by its customers as one
that cares for them at a very high level. Our brand is the emotion generated
when those customers see our name
and logo. We are taking every marketing
step imaginable so that when customers see that name and logo, they think,
“Aha! There is a company that really
cares about me!”

Miller says his company identified more
than 70 items that needed to be updated with new branding and assigned
someone to get each one done. He says
he felt it was important to not let the
process drag out.
“Some things were planned well in advance,” he says. “For example, as soon
as we made the decision to change, we
began work right away on four different
television commercials that were designed to make an immediate impact on
the market in terms of new name recognition. Those take time and we needed
a couple of months to get them ready.
For those commercials and for a final
check of our logo, we used an outside
local marketing firm that we are very
comfortable with. Otherwise, almost all
of the rebranding was done internally.”

The entire process took five months and
since going live, Miller says his company has received a great deal of positive
comments from people in the communities his dealership serves.
“I would have loved to have this done
five years ago,” he says. “We were certainly challenged with the fact that we
have 12 locations, nine of which have
retail and all of which needed to be
changed at about the same time.”
For other independent dealers thinking
about rebranding, Miller says to take
your time to achieve the look you really want. “Get lots of opinions and don’t
land until you love it,” he says. “Then,
create a great plan and execute it.”

“We began to realize the name we had
since 1996, Eakes Office Plus, was no
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United Gears Up for
CORE Live Event in Nashville
This month wholesaler United Stationers’ top customers and
business partners will be heading to Nashville for four days of education, networking and entertainment—not to mention a trade
show featuring close to 200 exhibitors—at CORE Live 2015.
“CORE Live offers our resellers a unique opportunity to network
with their peers, access industry leaders, and explore best practices across a number of topics,” says United president and

CEO Cody Phipps. “It’s a program designed for them to emerge
smarter, more confident and energized for success.”
On the following pages, we take a look at just what will be on
offer at CORE Live and highlight some of the many opportunities
to pick up new knowledge and share fresh thinking on some key
industry issues.
CONTINUED on page 36 >>

The Total Package For Your Office:
Convenience. Consistency. Quality.

helps keep things fresh—and
odor-free—for up to 30 days.

Folgers® ready-to-brew Filter Packs deliver ultimate
convenience and consistent quality, perfect for every
office break room.
TOP FILTER
Controls water flow rate
into brewing chamber and
seals in coffee grounds.

LINED SIDEWALL
Prevents seepage and forces
water through brewing chamber.

With two alternating scents,
a pluggable NOTICEables

• Unlike other electric fresheners,
Febreze NOTICEables
actually eliminates tough
odors from the air.

BREWING CHAMBER
Allows water and
grounds to mix for
optimal steeping.

• Great for removing common
background odors from
offices, break rooms,
bathrooms and kitchens.
• Available in two scents:
Linen & Sky and
Meadows & Rain.

FLEXIBLE
SIDEWALL DESIGN
Provides easy identification
with color-coding: red for
regular, green for decaf.

FLOW OUTLET
DIAMETER
Controls water flow
for consistent brewing.

Available now.

Our proprietary all-in-one system helps you save time and
coffee waste with no beans to grind or messy post-brew disposal.

Product
Febreze Noticeables Linen & Sky Refill
Febreze Noticeables Meadows & Rain Refill
Febreze Noticeables Warmer Only

Stop by Booth #908 to Learn More
©/® The Folger Coffee Company

FEBRUARY 2015

Contact your sales representative today
or visit pgpro.com for more information about
this and other P&G Professional products.
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Item #

Size

Qty

PGC45540
PGC45541
PGC22714

.879 oz
.879 oz
1 count

8
8
6
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keynote speakers

agenda Nashville
Monday, February 16

Jeremy Gutsche

Morning Arrivals
3:00-6:00 pm	Community Service Project:
A Soldier’s Child, Sessions begin at 3:00,
4:00 and 5:00 pm
6:00-9:00 pm
Welcome Reception in “The District”

Tuesday, February 17
7:00-8:00 am
8:00-11:00 am

Breakfast
Opening Session
• State of the Company:
Cody Phipps, President and CEO
• Business Transformation:
Tim Connolly,
President of Business and Supply Chain
• Marketing Update:
Diane Hund, VP of Marketing
• Keynote Presentation: Jeremy Gutsche,
founder of Trendhunter.com
11:15a-12:15 pm Seminars
12:15-1:15 pm
Lunch
1:15-5:30 pm
Seminars
6:45-10:00 pm	Party at the Wildhorse Saloon featuring Little
Big Town sponsored by Hewlett-Packard

Tuesday, February 17
8:00-11:00 am
Opening Session
Jeremy Gutsche is an innovation
expert, award-winning author, and
the founder of TrendHunter.com, the
world’s most popular trend website, attracting more than 2
billion views from 100,000,000 total visitors. Today, more than
300 brands, billionaires and CEOs rely on his unique expertise
to Find Better Ideas Faster.
Before his dot-com success, Jeremy studied innovation at
Stanford, completed an MBA from Queen’s University, became
a chartered financial analyst and graduated as a Chancellor
Scholar from the University of Calgary.
He has been described as “a new breed of trend spotter” by
The Guardian, “an eagle eye” by Global TV, an “Oracle” by the
Globe and Mail, an “intellectual can of Red Bull” by Association Week and “on the forefront of cool” by MTV.

Wednesday, February 18

Chris Hodson

7:00-8:00 am
8:00a-12:00 pm

Wednesday, February 18

12:00-1:00 pm
1:00-5:00 pm
7:00-10:00 pm

Breakfast
General Session
• Opening Remarks: Harry Dochelli,
Sr. VP of Sales
• Digital: Girisha Chandraraj,
VP of eBusiness Services
• Merchandising: Joe Hartsig,
Sr. VP of Merchandising
• Keynote Presentation:
Chris Hodson, research associate,
Cleveland Research Company
Lunch
Tradeshow
Final Evening Event

Thursday, February 19
7:00-8:00 am
8:00-11:00 am

Afternoon
FEBRUARY 2015

Breakfast
Closing Session
• Keynote Presentation:
James Sun, found and CEO of Pirq
• Closing Remarks:
Harry Dochelli, Sr. VP of Sales
Departures

8:00 am-12:00 pm
General Session
Chris Hodson is a research associate
and partner at Cleveland Research
Company, an independent equity
research firm located in Cleveland.
Chris joined Cleveland Research in 2007 during the first year of
the company’s existence as a member of their Specialty Retail
team where he has helped to analyze a number of different
companies in several industries including office products, auto
parts, home goods, consumer electronics, apparel, footwear,
and the eCommerce/online space.
Prior to joining CRC Chris served as a financial advisor at AXA
Equitable as part of the company’s Retirement Benefits Group.
There he helped orchestrate the implementation and development of qualified retirement plans for employees in the education, government and non-profit sectors.

CONTINUED on page 39 >>

INDEPENDENT DEALER

PAGE 36

3

EASY
STEPS

PEEL

UNROLL

STICK

Apply Post-it® Dry Erase Surface vertically or horizontally on painted drywall,
painted steel, glass, finished wood, existing whiteboards or chalkboards.
Stain-proof material erases
cleanly every time

Peel and stick
construction sticks
securely, removes cleanly

Can be cut to fit for custom
applications or to fit existing boards

Post-it® Dry Erase Surface
A

» Easy to install and requires no tools
» Stain-proof material erases cleanly every time
» Smooth surface is easy to write on

A

Item #

Description

MMM DEF3X2

3' x 2' Dry Erase Surface

List Price

MMM DEF4X3

4' x 3' Dry Erase Surface

$78.38

MMM DEF6X4

6' x 4' Dry Erase Surface

$155.33

MMM DEF8X4

8' x 4' Dry Erase Surface

$206.23

$45.75

Post-it® Dry Erase Cleaning Cloth
» Lifts and traps dry erase marker dust
» No sprays or chemicals needed
» Ideal for everyday usage with Post-it® Dry Erase Surfaces
or whiteboards
B

Item #

Description

MMM DEFCLOTH

Washable Cloth

List Price
$5.15

Post-it® Dry Erase Accessory Tray
» Great for storing dry erase markers and accessories
» Holds strongly, removes cleanly
» Damage-free hanging with Command™ Strips

B

Item #
C MMM DEFTRAY

C

Description

List Price

Holds up to 4 lbs.

$10.73

See us at8
Booth #21ive
at CORE L ple
for a Sam
3M, Command and Post-it are trademarks of 3M.
© 3M 2014. All rights reserved.

70-0716-3303-9

SET COLLABORATION FREE
The instant, flexible whiteboard solution.

Post-it® Dry Erase Surface
From inspiring more collaboration opportunities to resurfacing existing whiteboards,
Post-it ® Dry Erase Surfaces help businesses drive efficiencies, productivity and innovation.

»

Easy to install and requires no tools—just unroll, peel and stick

»

Stain-proof material erases cleanly every time

»

Smooth surface is easy to write on

»

Resurface old whiteboards or chalkboards to create a new dry erase board

See us at8
Booth #21ive
at CORE L ple
for a Sam
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Community
Service
Opportunity

James Sun
Thursday, February 19
8:00-11:00 am
Closing Session
James Sun is is the
founder & CEO of Pirq,
a loyalty application for
small and medium sized businesses.
His spontaneous spirit has led him into a journey
of hosting his own international television show,
“Sun Tzu War on Business,” and becoming a public
speaker, magazine publisher, and even a print model. He is also the owner and publisher of the longest
running Asian-American magazine called Koream
and Audrey magazine. James was also a finalist on
Donald Trump’s “The Apprentice” TV show.
His latest project is as the co-founder and creator
of Anomo, a new, anonymous social network where
people only reveal what they want, that just got
funded by the same venture capitalist that funded
Starbucks and eBay.

When it comes to giving back, few groups anywhere can match the generosity and innovation of the independent dealer community.
At CORE Live 2015, independents will once again demonstrate their willingness to support worthy causes by participating in a special community service project on behalf of A Soldier’s Child, one of United Stationers’
own charitable partners.
A Soldier’s Child honored the children of fallen soldiers throughout the
United States by sending them birthday packages filled with their dream
gifts to let them know we care about their families and that their ultimate
sacrifices will not be forgotten.
Participants will wrap gifts for more than 100 children of fallen soldiers
who will celebrate their birthdays in March.
After the gifts are wrapped, participant will celebrate a special birthday
with a child who lost a parent who was on active duty in a session that
will inspire attendees while providing hope and healing to the families
who made the ultimate sacrifice.

Nashville’s Little Big Town to Headline CORE Live Entertainment

Headlining the entertainment side of CORE Live will be Grammy-winning country music group Little Big Town.

bring attendees the essence of Nashville’s rich music heritage
with their own unique harmonies and writing styles.

A unique quartet featuring vocalists who are equally talented
songwriters and instrumentalists, the group comes to CORE hot
on the heels of last year’s hit album, Pain Killer, and promises to

The band will play at Tuesday night’s Party at the Wildhorse
Saloon, sponsored by Hewlett-Packard.
CONTINUED on page 40 >>
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Sessions & Seminars
What’s on Offer in Nashville
A broad ranging program of industry
education is one of the hallmarks of
United’s dealer events and CORE
Live 2015 is no exception. Following,
here’s a look at some of the seminars
and workshops that will be on offer in
Nashville. All sessions will take place on
Tuesday, February 17.

CORE Learn. Not All Sales
Training Is Created Equal
11:15 am & 1:15 pm
Presented by Phil Barnett and Vicki
Ondich,
Sales Training Professionals, United
Stationers
Come hear about the retooled UDT
program that’s designed to take your
sales teams to the next level with
expanded curriculum, subscription
benefits, new sales training and
leadership options.

Got Purpose? How and Why
Purpose-Driven Companies Are
a Formula for Success

United’s Business
Transformation: How Bringing
Our Two Platforms Together Will
Help You Grow

Addressing an Aging Sales
Force: Motivating Your Current
Sales Force and Building a
Bench for Future Success

11:15 am

2:15 pm & 4:30 pm

Presented by Janet Zelenka, Business
Integration & Growth Leader, United
Stationers

Presented by Nathan Jamail, Best Selling
Author of The Sales Leader’s Playbook

Learn more about how United is
increasing its breadth and depth of
inventory and expanding operational
excellence, marketing support and
national coverage to make it easier for
you to grow and become more efficient.

The bench is the core of everything.
It’s bigger than finding talent. It’s the
discipline of prospecting to find talent.
Where do you go to get it? What do
you do next and how do you keep them
motivated? Features a simple step by
step checklist to help master it.

Shifting Tides: Attitudes and
Expectations of Each of the Four
Generations in the Workplace

Methods for Diversification:
What’s Right for You?

3:30 pm & 4:30 pm

Customer panel with moderator Vince
Phelan, United Stationers Director of
Category Marketing & Communications

Presented by Cam Marston, Expert on
Impacts of Generational Change and
President, Generational Insights
In a short period of time, 50% of the
workforce will be Millennials. Explore how
these changing dynamics require different
selling strategies to be successful in
today’s business environment.

1:15 pm & 3:30 pm

Thinking beyond your core category
is critical to your success! Should you
buy a company, acquire an expert in
the specific area or develop your own
capabilities? Tips and tricks to help you
navigate the waters.

2:15 pm
Presented by Tracey Horwich, Philanthropy & Community Engagement Specialist,
United Stationers
Today’s Millennials are driving more
companies to find a purpose. Don’t
know where to start? Learn the steps to
becoming purpose-driven by engaging
employees, customers and communities
to make a difference in the lives of others.

Competitive Insights: Is it Really
All About Amazon?
11:15 am & 3:30 pm
Presented by Andy Hoar, Principal Analyst
Serving EBusiness & Channel Strategy
Professionals for Forrester
Is it possible to sell against Amazon? In
the Age of the Online Customer, we will
explore new selling strategies to sustain
growth against even the most formidable
new channel competitors.

The Results Are In! Buying
Behaviors, Attitudes and
Preferences of the Office
Products and Facilities Supply
Purchaser
2:15 pm & 4:30 pm
Presented by Diane Hund & Jim McCann,
Reseller Marketing Advocates, United
Stationers
Become end-consumer obsessed as
United marketing executives take a deep
dive into the key findings from its most
recent end user research. Sure to provide
insights for everyone!
CONTINUED on page 42 >>
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Independent Stationers has the
formula for growth and success!
Join a dealer group that’s growing and adding value to its members every day. Independent Stationers
grew its membership significantly in 2014 with 52 new shareholders and affiliates. Coming off of 2014 with
substantial increases in sales, increases in Direct Buy purchases, both Office Supplies and Furniture, yields
greater rebates to membership. Hitting purchasing growth incentives from manufacturers provides richer
rebates paid quarterly to members. Isn’t it time you look at a partner like Independent Stationers to help
you succeed in 2015?
Independent Stationers provides value to its members by:
• Increasing members’ federal government sales with a newly awarded JanSan FSSI BPA contract.
• Continued traction through the many commercial, public sector and school supply contracts the group
holds.
• Adding new suppliers, 25 suppliers in 2014, for a total of 184 suppliers, with a focus on the growing
categories of Facilities Maintenance, Janitorial, Safety and Break Room products.
Make 2015 the BEST YEAR for your dealership by joining Independent Stationers!

Visit us at booth #245 during the
CORE Live Expo for more details.

GAYLORD OPRYLAND RESORT NASHVILLE, TN FEBRUARY 16-19, 2015

www.independentstationers.coop

www.facebook.com/IndependentStationers
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Life in the Fast Lane:
Technology Category Trends
Drives Change
1:15 pm & 3:30 pm
Presented by Janelle Rampersad,
Technology Category Leader, United
Stationers
The way technology enables personal
work habits is changing rapidly and
United is evolving to keep pace. Learn
how new service models will help
you access a wider range of exciting
technology products and capture more
market share.

The Hot Seat: Win with
Furniture
3:30 pm
Presented by Glenn Moore, Furniture
Category Leader, United Stationers
Work is different today—and on the
move! Learn about how the trend
in offices toward collaboration and
flexibility can provide a platform for
office furniture growth.

Back to the Core! The Latest
Trends in Office Supplies and
Paper
11:15 am
Presented by Brenda Zingsheim &
Andy Walters, Office Products & Paper
Category Leaders, United Stationers
Review the latest OP and Paper trends
and how they are driving innovation in
the industry.

Win Coffee, Win the Breakroom
2:15 pm & 4:30 pm

Pumping Profitability into
Today’s Commodities

Presented by Tony DeCrispino & Jeff
Bobroff,
Breakroom Category Leaders, United
Stationers

1:15 pm & 4:30 pm

Are you knee deep in coffee beans?
Want to learn more about taking this to
the next level of success? This session
will cover training employees, blocking
and tackling vs. the competition, as well
as effective sales execution.

People are working differently, and the
items that drive purchase volumes are
changing. Have your selling strategies
kept pace? Explore new ways of
improving margins to reflect tomorrow’s
product mix.

The Deep Clean: Delve into
Cleaning Opportunities

More Than a Logo: How to
Create an Irresistible Brand to
Win More Customers, Sales
and Buzz

2:15 pm & 4:30 pm
Presented by Mark Pelletier & Mike
Bohannon, Cleaning Category Leaders,
United Stationers
Did you know that today’s millennials
are more interested in cleaning than any
generation before them? Learn about
the most recent trends with consumers
and cleaning products.

Safety First: Winning with
Today’s Safety Products
3:30 pm
Presented by Josh Shea, Safety
Category Leader, United Stationers
Are you interested in increasing your
share of wallet? The safety category
could be your solution. Increasing
regulation, the need for higher worker
productivity and general consumer
demand for safety and workplace
wellness make safety a growth
category. Is this safety category for
you?

Presented by Steve Schwarz,
Merchandising Expert & Leader, United
Stationers

11:15 am & 2:15 pm
Presented by Maria Ross, Author of
Branding Basics for Small Business:
How to Create an Irresistible Brand on
Any Budget
Work smarter, not harder. Discover the
secrets of effective branding, why it
matters to your bottom line (even as
a small business), and how following
some simple rules will ensure that all
of your marketing and sales efforts are
more targeted and effective than your
competition.

Take Action with Your
E-commerce—Email Best
Practices
1:15 pm
Presented by Keith Ruehl, Email
Marketing Evangelist, United Stationers
Take control over your outbound digital
marketing and learn to create effective,
targeted email campaigns to improve
overall campaign performance and drive
sales.

CONTINUED on page 44 >>
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SEO? PPC? OMG!
Online marketing strategies that won’t make you LOL.
Search Engine Optimization

Graphic Design

Pay-Per-Click Campaigns

Local Search Marketing

Web Design

Email Marketing

Social Media

Content Creation
visit us at

CORE 2015 Booth #336

FortuneWebMarketing.com
877.813.6390

SELL
BEAUTIFULLY.
PROFIT
PERFECTLY.
7-cart eCommerce:

a uniquely positioned eCommerce
product for dealers with a vision

stop by to see us at

CORE 2015 Booth #828

www.logicblock.com
FEBRUARY 2015

Mobile Ready
Catalog Management
Custom Design Capabilities
SEO Friendly
Order (EDI) Integration
No Long-term Contract
& more...

800-808-2660
INDEPENDENT DEALER
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E-commerce Fundamentals;
Your Website 411
11:15 am & 2:15 pm

Take Action with Your
E-commerce—Leveraging Site
Search and Merchandising

Presented by Mark Evans, Digital
Consultant and Director of Digital and
E-commerce Services, United Stationers

11:15 am & 4:30 pm

All things digital from key market trends
to the best practices of leading websites.
This session will have something for the
novice through the capable user.

Take site search and merchandising to
the next level. Designed for someone
who already has a shopping site, topics
will include strategy, understanding
relevance, key analytics and improving
revenue and average order value.

Topics will include website strategy,
competition, open vs. closed sites,
customer segmentation (high level),
corporate vs. shopping sites, digitizing
the sales and customer service
processes, understanding analytics
and how to drive retention and growth
strategies digitally.

Presented by Brian Leo, Search
Blackbelt, United Stationers

Take Action with Your
E-commerce—Understanding
and Analyzing the User Site
Experience
1:15 pm & 3:30 pm
Presented by Rachelle Sokan, User
Experience Fanatic, United Stationers

Deliver brand experience though every
click. Designed for someone who already
has a website, this session will offer an
overview of UX and why it matters. Also,
understanding the customer journey,
evaluation of key site functionality
and how your site compares to the
competition, driving retention and growth
through improved user experience.

Center of Excellence
for Vertical Markets
3:30 pm
Presented by Vertical Market Thought
Leaders
Focus on the federal marketplace
with the recent/pending FSSI awards
across JanSan, Office Supplies (v3),
and MRO. Learn how to capture sales
within a radically changing marketplace,
understand the current environment and
learn successful growth strategies.
CONTINUED on page 46 >>

YOU
NEED
organization tools
WE HAVE




SHOP TICKET HOLDERS
!
New5
201

Heavy Duty
Super Heavyweight
CLI-50920, Asst.
CLI-50912, Black

Magnetic Style
CLI-85912

Hanging
Loop Style
CLI-78069, 6" x 9"
CLI-78912, 9" x 12"

Visit us at Booth #229 at the
United Stationers CORE Live Show
c-line.com • (800) 323-6084
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BETTER
ORGANIZATION
IS BREWING.
How do you take your coffee? With sugar? Cream? Neatly
organized? With the Safco Onyx™ Mesh Hospitality Organizers,
everything will be in its right place, so you can get your caffeine
fix without delay, and exactly how you like it. With two sugars
and half a creamer, FYI.

SAFCOPRODUCTS.COM

UNITED STATIONERS CORE PREVIEW continued from page 44

exhibitors/booths

As of January 12, 2015

3M.................................218

Deflecto Corporation......429

Howard Miller................137

Acco Brands..................620

DiverseID.......................739

HSM..............................920

Acme United Corp..........532

Diversey........................443

Huhtamaki.....................906

Acroprint Time
Recorder Co...................918

Dixon Ticonderoga
Company.......................346

Iceberg..........................629

Advantus.......................635

Domtar..........................722

IdeaStream Consumer
Products, LLC................129

Afflink............................836

DPA...............................830

Identity Group................246

AJM...............................132

Dri Mark........................910

imation..........................734

ALBA.............................733

Durable..........................735

Inteplast Group Ltd.........546

Alera..............................413

Duracell
Professional Products....221

International Paper........444

AMAX INC......................437

E.S. Robbins Corp..........643

Independent
Stationers......................245

ECi Software Solutions...236

ITW Pro Brands..............645

Amplivox........................916

Eco Products.................919

Kantek...........................639

Anle Paper Company,
Inc (Sealed Air)...............839

Electrolux Home
Care Products, NA..........105

Kenwood /
APLM Distributing..........134

AOSware.......................743

Elmer’s..........................211

Artistic/Softalk/Nudell....642

Energizer
Battery Company...........732

Keurig Green
Mountain.......................718

American Tombow
Inc.................................231

Avanti Products..............826
Avery Products Corp......421
Bagcraft Papercon.........917
BBF...............................338
BIC USA Inc....................701
BMI................................344

Ergotron........................314
Esselte...........................538
Evolution Software.........243
Falcon Safety
Products........................640

KIK................................149
Kimberly-Clark
Professional...................232
KIND Snacks..................845
Lathem Time.................841
La-Z-Boy Contract.........829

Fellowes Brands............430

Lee Products.................637

FireKing International.....540

Lexmark........................316

Fiskars...........................433

Libbey Foodservice........902

Floortex.........................728

Logicblock.....................828

Canon............................213

Fortune Web
Marketing......................336

Logitech........................634

Carson-Dellosa
Publishing......................140

FreedMan Chair USA......227

Cascades
Tissue Group.................207

GE Lighting....................133

Boardwalk.....................202
Boise Paper...................201
Brother International......224
Bunn..............................139

Chartpak........................141
Church &
Dwight Co, Inc...............903
City of Hope...................345
C-Line Products, Inc......229
Clover Technologies.......422
Colgate-Palmolive..........738
Cosco Home &
Office Products..............131
Cosco Industries............827
Crayola..........................641
Dart Container Corp.......118
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National Office
Products Association......837
Neenah Paper, Inc..........112
Nekoosa Coated
Products........................843
Nestle Professional........439
Nestle Waters, N.A.........441
Newell-Rubbermaid.......522
NibNish..........................832
NielsenBainbridge
Group (DAX)...................736

Sharp Electronics...........744
Shurtech........................235
Simple Green.................822
Smead
Manufacturing Co..........615
Smuckers Foodservice...908
Southern
Champion Tray...............904
SSI/U3 Web Store/
Road Runner/Ontrack....242
Storex............................138

Office Partners...............838

Tennsco.........................341

OfficeSnax.....................644

The Chenille
Kraft Company...............146

P&G...............................115
Pacon............................742
Pactiv............................915
PapaNicholas Coffee......136
Paris Business
Products........................638
Peet’s Coffee & Tea........143

The Clorox Co................237
The Dial Corporation,
A Henkel Company........340
The HON Company........212
The Mighty Badge
by Imprint Plus...............145

Pentel of America...........205

The O’Dell
Corporation....................334

PepsiCo.........................241

TOPS.............................436

Philips...........................135

Trend.............................907

Pilot Corporation
of America.....................332

TriMega.........................835

PLUS Corporation
of America.....................905

Unger Enterprises,
Inc.................................913

PM Co............................233

United Stationers
Foundation....................600

Portucel Soporcel
North America................812

United Stationers/
Lagasse.........................401

Pratt Plus.......................820

Universal.......................206

Quality Park Products.....626

Velcro............................536

Rayovac.........................900

Verbatim........................244

RB.................................215

Victor Technology...........144

Rediform........................342

Virco Inc........................127

MAX USA CORP..............636

Royal Basket Trucks.......816

Visual Planner................445

GOJO Industries, Inc.......710

Maxell...........................147

Safco Products..............614

Wausau Paper...............726

GOPD.............................741

MegaBrands..................912

sales-i...........................343

Heritage Bag
Company.......................823

Millennium Mat..............121

Samsill Corporation.......120

Webster, A Division
of AEP Industries ...........740

MMF Industries..............116

Samsung B2B................530

Wizard Wall....................909

Mohawk Fine Papers.....914

San Jamar.....................435

WNA..............................142

Moleskine......................922

Sani Professional...........122

Xerox.............................544

Monarch Marking..........542

Saunders.......................239

Zebra Pen......................217

National Office
Furniture........................124

Seiko Instruments Inc....901

Zep Inc..........................534

Fresh Products...............330
Genpak..........................911
Georgia-Pacific
Professional...................117

Hewlett Packard............606
HFA................................128
Hospeco Div of
Tranzonic Corp...............633
House of Doolittle..........632

Marcal...........................737
Market Xpert..................602
Master Caster
Company.......................833
MasterVision
by Bi-Silque...................611
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SentrySafe.....................130
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The

Account/Territory

Handoff

5 Ways to Do It Right
By Troy Harrison

“Troy,” the business owner said, “when I hire a new sales rep, I always give them
a few of my own accounts to help them get their territory going. What’s the best
way to make that handoff happen?” This question came from an attendee at a
recent seminar I gave in Las Vegas and it’s a good one!
Handing off accounts—or transitioning territories—is a potentially touchy
task. Our salespeople build relationships with customers, and for
whatever reason, we are severing one relationship to start another.
Comfortable customers buy and one of the most uncomfortable
moments for any customer is when a new salesperson takes
over their account. Here are five ways to take the discomfort out of the process and keep their business intact.
CONTINUED on page 48 >>
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TROY HARRISON

1

continued from page 47

Give the customer plenty of
warning. Customers don’t like
surprises. They like it even less
when the surprise has to do with the
point person for their business.
One important key to a smooth
transition is to warn the customer
ahead of time and give them an
opportunity to mentally adjust to the
idea of a new salesperson before they
have to adjust to the reality of a new
salesperson.
Sometimes this isn’t possible (for
instance, in the case of a sudden
change in personnel), but oftentimes
it is. If you have a senior rep who’s
leaving, if you as a manager are
transitioning some of your own
accounts or even if you’re just doing a
territory realignment, you need to give
your customer a heads-up. And put a
completely positive spin on it.

2

Make the handoff in person.
The handoff should be made in
person, preferably from the old
salesperson to the new salesperson
in real time and at a face to face
meeting. This allows the previous
salesperson (with whom the trust
has been established) to introduce
the new person, and in doing so, the
past salesperson is giving the new
salesperson his endorsement.
This should mean that the ‘new guy’
doesn’t have to build a relationship
from scratch. In those cases where
the past salesperson isn’t available
to make the handoff (for instance, the
past salesperson abruptly quit or got
fired), a manager (you) should conduct
this meeting. You do have your own
relationships with key customers, right?
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3

Train the new salesperson. The
customer’s biggest fear is that
there will be a drop in service
levels when the new salesperson takes
over. Don’t let that happen. Make sure
the new salesperson is trained to a
reasonable level of competence.
You won’t be able to replace 20 years
of experience with a single training
session but the new person should
understand your company’s products
and services, as well as knowing your
sales process and culture.
Good onboarding and training can get
a new salesperson to about 70-75%
of the effectiveness of a veteran. Make
sure that the salesperson is at this level
before the handoff.

4

Give extra support to the new
salesperson. You may need
to devote extra resources to
the new salesperson handling the
account(s) for a while. That means
extra support personnel, more of your
time and increased quality checks.
The most critical issue here is that
the customer perceives no drop in
customer service levels—and if the
customer perceives a boost in service
levels, that’s even better.
While you’re at it, devote extra
management time to the transition.
Don’t be afraid to follow up individually
with customers to make sure they are
happy with the transition. The critical
piece is that relationships stay intact
between your company and your
customers.

INDEPENDENT DEALER

5

Don’t force the customers
to accept a bad deal. If you
transition a lot of customers,
invariably you’ll have at least one where
you have an unhappy customer. No
matter how good the new salesperson
is, there’s likely to be a personality
conflict between a legacy customer
and a new rep.
When that happens, don’t force the
customer to accept a salesperson they
don’t want to deal with. Remember,
one way or another, the customer
will cut that salesperson out of the
process—either with you or without
you.
That means that, sometimes, you have
to make the uncomfortable decision
to move an account. Don’t be afraid to
do it—and unless it’s part of a bigger a
pattern, don’t blame the salesperson.
Personality conflicts will happen.
You should, of course, allocate
your time wisely. If you classify your
accounts on the old “A/B/C” system,
focus most of your handoff efforts on
the A’s, the B’s, and maybe a few high
“C’s,” and let the salesperson fly on
his/her own with the low “C’s.”
Whether you’re transitioning one
account or a whole territory, keep these
steps in mind if you want to ensure a
successful transition.

Troy Harrison is the author of “Sell Like You Mean
It!” and a speaker, consultant, and sales navigator
who helps companies build more profitable and
productive sales forces. For information on booking
speaking/training engagements, consulting, or to
sign up for his weekly E-zine, call 913-645-3603,
e-mail Troy@TroyHarrison.com, or visit www.
TroyHarrison.com.
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Seven Sales
Management
Traps to
Avoid

By Krista Moore

To get this year off to a great start, I’d
like to share with you our “Seven
Sales Management Traps to Avoid”:

#1

Enthusiasm Without Strategy. The quintessential sales manager should certainly
be enthusiastic and display a positive
attitude that is motivating and inspiring.
But beware. This can also be a mask for
lack of confidence or clarity on what the
vision, mission and strategy is for the
sales organization.
We’ve asked very capable sales managers about their strategy for 2015 and get
lip service in return, instead of concrete
strategies and tactical plans.
We hear things like, “We’re going to kick
butt this year. Bring it on!” or worse, “Our
plan is to bring in new accounts and
grow the business!” Duhhh. Sorry...no
real strategy here.
We love the enthusiasm, but it just
doesn’t cut it. Without a clearly defined
go-to-market strategy, there is nothing to
lead, and you will get lackluster results.
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Just like sales people, sales managers need skill development and training. So
often, they are put into a sales management role because they were a “great
sales rep” and so often, we see them struggle and make mistakes because
their new role as a manager calls for a completely different skill set to succeed.
We also see cases where companies hire experienced sales managers and
tell them to “go for it” with similarly disappointing results, usually because
the direction was unclear or expectations were unrealistic.
Whether you’re a newbie or a veteran, without sales management training
and development you can easily make mistakes.

#2

Mr. Nice Guy. We all want to be liked, but
being everyone’s friend and wanting to
be liked more than respected is a major
mistake. It creates is an environment
where there is little accountability and
often no consequences.
The nice guy will avoid crucial conversations and as a result, problems may
not be addressed at the risk of ruffling
feathers or upsetting the apple cart.
Over time, the nice guy builds a culture
of complacency and stalled growth. The
nice guy sales manager definitely finishes
last.

#3

Mirror Mirror on the Wall. The sales manager who doesn’t look in the mirror and
see what others see will never understand what they need to do to become a
better leader. We are not all perfect but
ignoring our weaknesses and allowing
ego to take over creates a monster. There

are so many resources for developing
your personal brand and leadership style.
Take the initiative, read a book, get a
coach and commit to self-development.
Your job is to get results through others
so be the best that you can be.

#4

Easily Influenced. Experienced sales
people are always selling and they will
sell you. Don’t let them hide their deficiencies, or spin-sell the results. Don’t
let them convince you that “they got
this.” They need direction, management
and further development to be a better
salesperson. You need to be providing
sales skills training, regardless of the
salesperson’s experience or age. It is
often the “veteran” or the “old pro” who
thinks they don’t need it, yet who needs
it the most.

CONTINUED on page 50 >>
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#5

Too Busy. Sales management is a big job
and comes with a great deal of responsibility. And yes, you are extremely busy.
But being too busy to be engaged with
your sales team is a major mistake. You
need to be present, listening, understanding and actively involved.
Be in the field. Ride along with your reps.
Give them your time, attention and feedback as you watch how they perform.
Observing your salespeople in the field
will give you insight into areas of weakness in your sales process and in particular individuals.
Your job is to make improvements so that
the sales cycle is shortened and you are
growing your business faster.
Get out from behind your desk and the
paperwork. Move away from your email

and cell phone. Be present and in the
moment with your sales reps!

#6

Dr. Jekyll and Mr. Hyde. “I wonder who is
going to show up today?” That question should never come from your sales
people’s mouths. Don’t make the mistake
of being unpredictable in how you react,
respond or behave.
Your management system and style
should support and lead, not confuse. Be
deliberate and consistent in what you say
and how you say it. Be aware of the impact and influence your actions and words
are having on others. Your “shadow” as a
leader remains long after you are gone.

#7

Who’s the Boss? Sales managers who
are not establishing high-level rela-

tionships at the executive level of top
customers are making a huge mistake.
You should be known by all of your key
accounts as the Executive Sponsor.
Do not allow your sales reps to be the only
ones having customer relationships. Your
customers, at the executive level, need to
know you personally, value the partnership and see you as a trusted advisor.
If you don’t take action and begin building these executive relationships you
will find yourself in a bind if a sales rep
leaves or you need to let them go.
Customer retention and loyalty is too
critical to your success and the overall
success of the sales organization for you
not to be involved.
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.

Call or email Brittany at K.Coaching, Inc. 919-554-4505
or Brittany@kcoaching.com, for more information on
how you can achieve success in 2015!
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Get Ready for the Best Year for Independents in the Past Twenty!
By Tom Buxton
Hello again! Some of you may have
missed my monthly “missives” during
the past few months, while others were
probably grateful for my absence or
didn’t even notice it!
In any case, I’m happy to have this opportunity to opine once again in this issue,
because there’s a lot to opine about and
many positive things happening within our
marketplace that are absolutely beyond
belief!
Here are just some of the headlines and/
or spectacular pieces of news that should
have you and your sales force jumping up
and down right now (Most of them are in
the public domain, but some were gained
through personal contacts, so feel free to
independently validate them):
•O
 ffice Depot and OfficeMax will be
merging their computers in 2015
(Yippee!)
•S
 tarboard Investment Partners is
demanding that Staples merge with
the Depot/Max combo.
•S
 taples and Office Depot are
cutting sales costs and the size of
their respective sales forces.
•S
 taples has outsourced its delivery
operations in many locations.
•A
 mazon may have shown a profit
in its most recent quarter but it fell
short of analysts’ expectations in
five of the last eight quarters.
•T
 axes on Internet-only providers
FEBRUARY 2015

are becoming more uniform.
• Independents, according to what I
hear from wholesalers, are winning
more large customers than at any
time in recent memory.
•F
 ewer businesses are making
in-person cold calls (my favorite
type) on prospects than at any time
in recent memory.
 riMega, IS or one of their dealer
•T
members have just been awarded the TCPN and FSSI national
contracts.
•A
 OPD has more than doubled the
size of its national piggyback contract with NCPA during 2014.
•P
 enetration by independents into
the jan-san/breakroom category is
exploding.
•O
 ffice Depot and Staples are cutting back on their support of membership consolidation contracts.
(More on this below).
•L
 arge North American companies
are actively seeking to do business
with independents again.
Let me take a moment to explain the last
two items on this list, because it may help
you see why I am so “pumped” about
2015.
In January, I had the great pleasure of joining someone I consider one of the best
owner/sales people in the independent
dealer channel on a phone call with a very
INDEPENDENT DEALER

high level purchasing person from one of
the top 10 (not just top 100) businesses in
the United States.
For obvious reasons I cannot give you any
more information on the company but the
one thing you really need to know is that
they contacted the dealer, not the other
way around!
Our discussion touched on copy paper,
procurement issues and that fact that they
want to find some way to buy more from
this particular dealer and from our channel
in general. Here’s why:
First of all, they are very nervous about
having only two choices for nationwide
service. The buyer made it very clear that
she didn’t feel either of the big boxes provided the level of support they wanted.
When we started talking about buying
from an independent, here, almost verbatim, is what she said: “We know we are
going to pay more, but we are more concerned about the possibility of running out
of mission-critical items like copy paper.”
Is this not great music to be hearing at the
start of the new year?
Buyers from large companies are beginning to value service and availability, rather than just price.
No wonder people I talk to at S.P. and
United tell me they are seeing indepenCONTINUED on page 52 >>
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dents beginning to obtain large pieces of
business again.

that the non-profit will not sign because it
violates their bylaws.

The big guys may be cutting back on services in an attempt to become more like
Amazon but large office products customers still need the kind of support that
independents have always specialized in.

The result of all this: The independent
dealer in question has been invited to
take over all of the business and is getting
plenty of support from his new non-profit
customer.

But that is not the only good news I discovered recently. Within the past few
weeks I had a chance to accompany an
independent sales rep on a call initiated
by a large non-profit organization in his
market.

And where, you might be wondering, is
Staples in this saga? Apparently, when
they were asked about their interest in a
similar partnership, they stated (according
to the customer) that they also no longer
provide this type of support to non-profits.

One year ago they told this dealer that
they would be buying from Office Depot
because—even though they said very
publicly they were focused on buying local—they received a large rebate on all
purchases from the big box.

Admittedly, this is just one case that I experienced directly but it tells me it might
be a good idea to check with the non-profits in your own community that have had
similar deals with the big guys just to see
if their deal has changed.

Not any more, though! Office Depot has
recently changed its rules, at least with
this national non-profit, and cut the rebate
in half. At the same time, they have introduced an exclusivity clause to the deal

Can you sense the scope of all the opportunity that might be out there for you in the
coming year? If not, you might just want
to check your pulse!

Let’s get going and make 2015 the rebirth of independent growth. The market
is ready and so are all your partners—
the wholesalers, direct vendors, buying
groups, marketing firms and technology
providers.
There is only one thing that can stop you
and that is your own lack of interest and
energy. If you or your reps don’t adjust
your current playbook to respond to all
the changes we’re seeing right now, not
much new and good is going to happen.
Remember those wise and often quoted
words of Albert Einstein: “Insanity is doing
the same thing over and over and expecting different results!”
If you keep doing the same things in the
face of all that’s happening, insanity is a
pretty good word to describe 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.

Office Products Women in Leadership (OPWIL)
is a professional organization connecting women in
leadership roles within the Office Products industry.
Together we can learn, develop and grow while forming
professional connections and developing lasting friendships.

Join our conversation on Facebook and LinkedIn for more information.
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