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Winner’s
Circle
OH Dealer Miracle on Main Street
Celebrates 75th Anniversary
Congratulations are in order for Al Piteo and his team at Kent, Ohio-based Miracle on Main Street (MOMS), whose dealership this year celebrates 75 years of
service to the local business community.
The dealership started out as Kent Office Supply in 1941 and Al, who had been serving
as VP of sales and marketing for a local business machines dealership,
bought the company in 1990. Since
then, he has seen the business prosper through a mix of organic sales
growth and acquisitions.
Like more than just a few dealers, Al
and his team found 2015 challenging
but the new year has started off strong,
he reports, particularly on the office furniture side.
And we suspect business will get a nice boost later this year, when MOMS
hosts an Open House to celebrate its special anniversary.
Congratulations to yet one more locally owned and operated independent with
plenty to be proud of, and here’s to the next 75 years!

WI Dealer Office Outfitters Named Local
Chamber’s ‘Small Business of the Year’
Congratulations are also in order for Bill Zimmermann and his team at
Waupaca, Wisconsin-based Office Outfitters for winning honors last month
from their local chamber as 2015 Small Business of the Year.
continued on page 4 >>
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EDITORIAL
Opportunity is Knocking.
Are You Ready?
As we mark the one-year anniversary of the Staples-Office Depot merger saga, it seems like there
are plenty of reasons for independents to celebrate.
We’ve heard from more than just a few dealers about
Office Depot and OfficeMax customers who have
reached out to them to talk business because they
were less than thrilled with how things went after
those two big boxes got together and who are now
determined to avoid a similar experience if the Staples-Depot deal gets a green light.
If that trend continues, it could be terrific news for the
Independent Dealer Channel but—and hopefully you
don’t really need me to tell you this—it won’t happen
automatically.
Regardless of how things finally turn out, a significant
amount of new opportunity will be coming independents’ way this year, but you’re going to have to be
at the top of your game to make the most of it. Here
are just a few questions to consider if you haven’t
already:
• Is our technology—particularly the customer-facing components like our website and e-commerce
platform, reporting capabilities and CRM program—good enough to meet the expectations of
today’s tech-savvy buyers and maximize the value
of our sales funnel?
• Are we making the most of what that technology
offers—with ongoing training for our people and
regular evaluations of our current systems and
technology tools?
• Are we pursuing sales opportunities in new growth
categories such as janitorial, breakroom, ad
specialties, etc., with a clear-cut strategy and a
meaningful commitment of resources?
• Is our marketing where it needs to be—particularly
relative to new business development and social
media?
• Are we making the most of all the outside resources that are available to help strengthen our
business—wholesalers, dealer groups, technology
providers, industry consultants, local business
organizations, etc.?
Hopefully, your answer to all those questions is a resounding yes. If not, now’s the time to do something
about it. Don’t risk being left watching on the platform
as the dealer opportunity train leaves the station.
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TECHNOLOGY THAT
EMPOWERS YOUR
BUSINESS.
NOW YOUR CUSTOMERS CAN STOCK UP

ANYTIME, ANYWHERE!
Now with ONE-CLICK approvals!

“

OfficeShopper incorporates the
tools from our online store into
a simple, easy to use app with
scan-to-order features for our
customer’s convenience.”
Julianna Marttila, J2 Office Products

866.374.3221

www.ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of eCommerce Industries, Inc.

info@ecisolutions.com
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continued from page 2
Every quarter, Garvey’s donates to a worthy cause in the metro
Chicago area, thanks to its “Recycle for a Reason” program,
which is funded by proceeds from the dealership’s recycling
program.
This past quarter, Garvey’s and their customers really outdid
themselves, with over $17,000 going to the Greater Chicago
Food Depository!
Now in its seventh year, Garvey’s “Recycle for a Reason” program has raised over $215,000 in support of worthy local causes, reports VP of sales Kevin Garvey.
“We fill a trailer load of electronics about every two weeks and
donations range from toaster ovens and microwaves to console
copiers and rooms full of hardware,” he explains.

The Office Outfitters team. President Bill Zimmermann is second from the right.

In addition to providing valuable community support, the pro-

Bill and his wife, Mary, bought their dealership in 2007 and since

gram also helps set Garvey’s apart from its competition in one

then, they have established themselves as an important mem-

of the country’s toughest markets.

ber of the local business community through a combination of
business smarts, enthusiastic support of deserving local charities and involvement in local business groups like the Chamber,
Rotary and similar organizations.
Reflecting their current standing in the community, Office Outfitters was nominated for the award by a customer and Chamber
members—almost all of whom are also customers, Bill reports—
selected Bill’s dealership for the award from a field of ten nominated companies.
“It means a lot that our customers voted this award and speaks
volumes about our employees who come in every day and take
care of those customers so well,” said Bill.
While the Chamber award is special, that’s not the only thing Bill
and his team have to celebrate these days. Sales were up 7%
last year and 2016 is starting off with more of the same with the
dealership “crazy busy,” he says.

Chicago-Area Dealer Garvey’s Office
Products Donates $17K-Plus to Local
Food Bank

Left to right: Kevin Garvey of Garvey’s Office Products and a local food bank
representative.

“When we’re talking to prospects, it really gives us something
unique to talk about and people really respond,” he says.

Life for some people in need got a little easier last month, thanks
to the generosity of Niles, Illinois-based Garvey’s Office Products and their customers.
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Domtar provides more than exceptional paper products.

We provide jobs.

Nearly 9,000 of them that enrich local economies
all over North America.
At Domtar, we’re cultivating communities.

egpaper.com
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New Owner at TX Independent The
Orange Stationer

As The Orange Stationer’s new owner, Paul is looking forward
to a lot less travel and a lot more local community involvement.
“I have a passion for serving the community and supporting civ-

In Orange, Texas, industry veteran Paul Dickerson is settling in

ic organizations and I spent so much time on the road previously

at The Orange Stationer after taking over as the new owner last

that I wasn’t always able to be as involved as I wanted,” Paul

November. Paul succeeds long-time owner Henry Seals, who is

explains. “I’ve been delighted with the way our community and

embarking on a well-earned retirement.

customers have responded to the transition and the opportunity

Paul comes to the independent side of the business after 13

it provides to maintain local ownership for the company and I’m

years with Office Depot, most recently as a field services man-

looking forward to spending more time on community affairs.”

ager providing training and development support across a ter-

Business at the dealership has been strong, Paul reports, with

ritory that included the city of Houston, Louisiana, Mississippi

expansion in the local natural gas industry driving growth.

and parts of Arkansas, Oklahoma and Kansas.

“Henry Seals left his dealership in very good shape and we’re
very optimistic about the coming year,” he says. Among the
dealership’s current priorities: growing its print services business, upgrading technology and hiring a few more people.

continued on page 8 >>
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CONTACT US TODAY
ROANOKE STAMP & SEAL CO.
25 Madison Avenue Roanoke, VA 24016
1-800-542-7475
orders@roanokestamp.com
WWW.ROANOKESTAMP.COM
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Complete Custom Order Fulfillment • 1-2 Day Lead Times on Custom Orders
Multi-Location Consolidation Specialists • Real Time Tracking on ALL Orders
QUALITY GUARANTEED!
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Avery® Safety and Facilities 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."
©2016 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/industrial
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Hope Roadcap Returns to Phillips Office Solutions as
President of Workplace Interiors
Hope Roadcap, formerly VP of business development for the Workplace Furnishings dealer
group (WPF), has joined Phillips Office Solutions to head the Workplace Interiors Division at
its corporate facility in Middletown, Pennsylvania.
The move represents a return to her roots for Hope. She was employed by Phillips for almost
20 years before accepting a VP position in 2008 with WPF.
Hope will report directly to owner David Phillips and be responsible for developing the organization’s vision and implementing the policies and procedures that allow that vision to be
accomplished.

Eakes Office Solutions Sponsors Local College Hoops Sharpshooter Challenge
If you’re looking for a high profile way to

to hit a basket from half court during a

ship opened up there in September 2013).

get some local visibility, you might want

time out. The prize: a big screen TV.

to take a leaf out of the playbook at Grand

“Creighton basketball fits our target de-

Last month saw this season’s first winner,

mographic perfectly and we get digital

a bucket that not only put a smile on the

signage, recognition on the court and TV

face of a lucky Creighton student but also,

exposure,” he says. “It’s a $10,000 annual

Eakes has a branch in Omaha and spon-

reports Eakes marketing coordinator Ja-

investment but we only need one big copi-

sors a special Sharpshooter Challenge for

son Tomjack, provides some outstanding

er deal to more than recoup the money.”

the city’s Creighton University and their

exposure for the dealership in a market

Bluejays basketball team. The challenge:

that is relatively new for them (The dealer-

Island, Nebraska-based Eakes Office
Solutions.

continued on page 10 >>
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HAPPENS AGAIN

in Nashville this November!
Co-located with ECi
Connect Conference 2016

Presented by:

November 1—3, 2016
POWERFUL
dealer-led sessions
and seminars

Nashville

VALUABLE
peer-to-peer
networking forums!

MUSIC CITY USA!
EPIC
gathering of industry
movers & shakers

Two Events for One!

Come for EPIC 2016
Stay for ECi Connect Conference 2016
November 2 - 4, 2016

https://www.youtube.com/watch?v=qoiUxqWPbT8&feature=youtu.be

ECi and the Connect Conference logo are
trademarks or registered trademarks of ECI
Software Solutions, Inc. Used with permission.

Relive EPIC 2015
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in memoriam:
Allen G Starrette

Starrette’s Office Equipment
Allen G. Starrette, Jr., formerly president of Starrette’s Office Equipment in Statesville,
North Carolina, died January 19. He was 88.
Allen joined the family business, then known as Starrette’s Typewriter Service, after
serving in the U.S. Army during World War II. The dealership served the local business
community in Statesville for 60 years.
Allen is survived by his wife, Tressie Bowles Starrette; one son, Bryan Starrette and
companion, Gina Beckham; two granddaughters, Sarah Kathryn Starrette Tucker
(Dustin) and Emily Bryan Starrette. He is further survived by sisters, Frances S.
Atkins of N. Augusta, SC, Lois S. Poston, and Rachel S. Lambert (Ray), of Statesville, of Statesville, and Mirian S. Drake (Curtis)
of Kinston, NC; two brothers, Richard Ray Starrette (Sandra) of Statesville and James Thomas Starrette (Ann) of Mooresville. A
number of nieces and nephews also survive.
Memorials may be made to the Gordon Hospice House, 2347 Simonton Road, Statesville, NC 28625. Online condolences may be
made to the family at www.nicholsonfunerals.com.

Let us impress you!
Throughout changes in the marketplace,
J.P. Cooke remains your reliable stamp
source. We’re a family owned and operated
business that’s been supplying independent
dealers for over 70 years.

We offer:
• Great discounts
• A highly-rated customer service team
• Fast shipping (same day for stock items!)

1311 Howard St.
Omaha, NE 68102

800-877-8267

Fax: (800) 342-1260
Email: sales@jpcooke.com
Web: www.jpcooke.com
A Service Disabled Veteran Owned Small Business – Marking Products Since 1887
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GET YOUR SHARE OF

$4.1 BILLION

1

The current U.S. alkaline battery
market has grown to $4.1 billion.
Batteries continue to be essential
for productivity in the workplace.
From power tools to wireless
keyboards, battery-powered devices
keep workplaces performing at high
levels every day across the
United States.
Duracell® is the clear market leader
with a 56% share and continues to
deliver quality, performance,
and value.2

ARE YOU DOING ALL YOU CAN TO GET YOUR FAIR SHARE?
Visit www.DuracellPro.com/sell or call 877-277-6235 to request your
FREE BATTERY SELLING KIT and start building your battery profits.

1
2

Based on market sales data
Kline & Company, The U.S. Professional Market for Batteries: 2014, March 2015.

n Headquarters: Delaware,
Ohio with branch locations
in Marysville, Chillicothe and
Logan, Ohio.
n Key management team
members: Ira Ives, president;
Andrew Ives, VP; Michelle Ives,
VP of sales
n Annual sales: $5.5 million
n Products and services: Office
supplies, office furniture, coffee
and breakroom, janitorial
products, safety products.
n Founded: 1985
n Employees: 25
n Key business partners:
S.P. Richards, TriMega, SSI
n Online Sales: 42%
n www.officecityexpress.com

SECRETS OF SUCCESS:

Office City Express, Delaware, Ohio
If you still doubt the continuing ability of
family owned and operated businesses to
succeed in the office products space, you
might just want to spend some time with
the husband and wife team of Andrew and
Michelle Ives at Delaware, Ohio-based
Office City Express.
The dealership, which was founded by
Andrew’s father Ira in 1985, has been enjoying double-digit growth in recent years,
based on the superior service and ability
to build long-term customer relationships
that are the hallmark of so many independents.
Andrew grew up in the business—he
learned to drive on a delivery truck, he says
with a wry smile—but Michelle is a relative
newcomer. She came onboard as VP of
sales in 2013, after 25 years in the corporate world with national fashion brands
such as Lane Bryant and The Limited.
Fashion may not be the first thing that
comes to mind when you think of office
products, but the management expertise
and growth-oriented perspectives Michelle brought to Office City Express have
proved invaluable over the past two years
FEBRUARY 2016

and represent a key reason behind the
dealership’s healthy sales gains.
“When I came on board, I saw tremendous growth potential, but I also saw the
need for a more collaborative culture within the organization and a more aggressive
sales effort,” explains Michelle.
With the support of some key outside resources such as consultants Krista Moore,
sales coach Andrew Ford and new business development guru Tom Ketchum,
Michelle and Andrew went to work.
They started by putting a greater emphasis on sharing knowledge and information
throughout the dealership, through an
open book management style that brought
a new level of accountability to the company, along with regular staff meetings that
kept team members up to date on progress and provided more opportunities for
them to learn from each other.
They also cranked up sales training efforts, signing up the sales team to a comprehensive, two-year online training program that not only covers critical selling
techniques but also aims to boost communications and basic life skills.
INDEPENDENT DEALER

Along the way, the Ives also added three
new salespeople to the team, people,
says Michelle, with the right kind of service orientation and people skills to keep
the growth curve trending in the right direction.
After two hard-charging years, the results
of Andrew’s and Michelle’s efforts to bring
genuine culture change to their dealership
speak for themselves.
In addition to solid sales gains—even in
mature product categories like paper, ink
and toner—the old days of separate siloes at the dealership for sales, customer
service and operations are gone. People
are talking each other, learning from each
other and, says Michelle, everyone is having a lot more fun.
Change—particularly on the scale Andrew
and Michelle are aiming for—is never easy
and it certainly never happens overnight.
But so far, they say, things have been
moving very much in the right direction,
with every reason to expect more of the
same as a new year gets underway.
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The 810 Series...
You Don’t Have to Give
Up Fashion to Stay Safe.

The 820 Series...
Classic Looks to Meet
Every Budget.

The 830 Series...
Working Hard to Keep
You Looking Good.

The Style 870 Series...
Because Safety Never
Looked So Good!

Eyewear by
Introducing Protective Eyewear from ProGuard by Impact. Our protective
eyewear was developed by listening to the needs and desires of workers
that use our tools every day. ProGuard Protective Eyewear is engineered
to provide optimal ﬁt, style, and protection to prepare you for whatever
challenge you face. Another innovation from the industry leaders at
Impact. Over 50 years of experience designing and building tools and
accessories to make your job easier, safer, and better.

© 2015 Impact Products

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

STAPLES-DEPOT UPDATE:

Despite Reports of Near Zero Interest by FTC in Allowing Deal,
Staples and Office Depot Extend Merger Agreement to May
Even though the New York Post last
month reported the Federal Trade Commission has no interest in allowing the
Staples-Office Depot to go forward on
the current terms, Staples and Office Depot have extend their merger agreement,
which would otherwise have expired February 4, to May 16.
The extension is intended to keep the deal
alive until ongoing litigation with the Federal Trade Commission is resolved.
Last December, FTC Commissioners filed
suit against the deal, citing concerns that
it would significantly curb competition
and lead to increased prices in the large
enterprise market.
“Staples and the judge want a settlement.
The government does not want one,” a
source told New York Post reporter Josh
Kosman. “The odds of a settlement are
near zero,” the source said.
US District Court Judge Emmet Sullivan,
who is hearing the case, said he expects
to decide by May whether to allow the
FTC to stop the merger.
In a pre-trial ruling, Judge Sullivan denied
a motion by Staples and Office Depot to
gain access to information about corporate clients collected by federal regulators in their investigations, South Florida’s
Sun-Sentinel newspaper reported.
According to the newspaper, Staples and
Office Depot had sought access to the
Federal Trade Commission’s interview
notes and internal memoranda of the retailers’ corporate customers and others
FEBRUARY 2016

concerning both the current deal and the
Office Depot-OfficeMax merger, totaling
some 850 documents.
Motor club federation AAA, hardware
chain Lowe’s, and Ecolab, a Minnesota-based environmental technology company, had filed suit against such access,
arguing that the documents amassed by
the FTC contained confidential pricing
and strategy information, the Sun-Sentinel reported.
Meanwhile, in connection with the merger
agreement extension, Staples is re-working the terms of the $2.75 billion loan it
had negotiated to consummate the deal.
Forbes magazine reported Staples has
offered to increase the rate it will pay
lenders for the six-year loan to a yield of
roughly 4.52% to maturity, versus about
3.66% at the original pricing.
Also, Fortune magazine senior editor Dan
Primack reported Staples laid off hundreds of corporate employees last month,
with one source telling Primack, “It was a
bloodbath.”
The news coincided with a Staples press
release announcing various leadership
changes as part of a process to “streamline the organization and build a simplified
structure.” The release announced the
departure of Demos Parneros, president,
North American Stores and Online and
a 28-year veteran of the company, but
made no mention of the layoffs.
Developments in the year-long merger
saga have prompted increasingly vocal
INDEPENDENT DEALER

questioning among investment analysts
of prospects for both companies.
In a piece titled, “Will 2016 Be Staples,
Inc.’s Worst Year Yet?” Motley Fool analyst
Jeremy Bowman said Staples is growing
“increasingly desperate,” noting that its
stock is currently trading at 13-year lows.
“With the Office Depot merger appearing
increasingly unlikely, and Staples unable
to stanch its comparable sales decline,
2016 should be Staples’ worst year in
some time,” Bowman contended. “The
paradigm has shifted, and Staples’ footprint will continue to disappear,” he predicted.
Separately, Bloomberg columnist Shelly
Banjo noted in a piece titled, “Forget That
Staples-Office Depot Deal,” that since the
merger agreement was announced last
February, both companies’ stock prices
have dropped by roughly 50%. Said Banjo: “Painstaking as this merger process
has become, extending the time frame
isn’t going to change the outcome.”
Also of note, activist investor Starboard
Value, which played a key role in initiating the merger last year, has liquidated its
holdings in Staples, the SeekingAlpha.com
website reported last month.
According to SeekingAlpha.com, Starboard reported holding 15,836,574 shares
of common stock on December 31, 2014.
As of September 30, 2015, there were no
common shares held.

continued on page 16 >>
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Office Depot Issues
Executive Chair Recall;
300,000 Units Impacted

The chairs are being recalled because the seat plate weld
can break, posing a fall hazard to consumers, Office Depot
has received eight reports of the seat plate weld cracking or
breaking, the CPSC reported.

Office Depot has issued a recall of its
Crawley II Executive Chair due to a fall
hazard, the U.S. Consumer Products
Safety Commission (CPSC) has announced.

Consumers should immediately stop using the recalled
chair and contact Office Depot to receive a free
replacement seat plate that consumers
can install at home, the CPSC said.
The current recall is not the first Office
Depot has had to issue for one of its
chairs. Last year, Office Depot has
issued a recall of its Gibson leather
task chairs due to a fall hazard, due
to the mounting plate weld on the
chair breaking and separating the seat
from the base of the chair.

The recall covers some 300,000 units
which were manufactured in China and
sold exclusively by Office Depot and OfficeMax retail stores nationwide and online from October 2012 through September
2015 for about $140.
The black, high-back, adjustable chairs have a
black base with five wheels. The affected chairs
have Office Depot SKU number 493822 or
OfficeMax item number 23324118 and “US
REG. No. PA 25917(CN)” printed on a label
located on the underside of the seat cushion.

Previous recalls, also issued due to potential fall and injury hazards, involved various office chairs totaling over 310,000
units in all.
continued on page 17 >>

IT’S LIKE HAVING
THIS GUY
SAVE YOUR BOTTOM LINE.
Be the hero your customers need, and reap the
profits you want. Phoenix takes care of your
customers and your bottom line by offering
competitive prices to increase your margins without
compromising the features your customers need
most. They get peace of mind. You get greater
returns. Talk about a perfect combination.

(800) 636.0778 | WWW.PHOENIXSAFEUSA.COM
FEBRUARY 2016

INDEPENDENT DEALER

PAGE 16

Industry News

continued from page 16

In addition, last year Office Depot paid a $3.4 million civil penalty
to settle CPSC staff’s charges that Office Depot knowingly failed
to report to CPSC, as required by federal law, defects and an unreasonable risk of serious injury concerning two of its office chair
models which had seen multiple seatback failures that resulted
in back and other injuries.

the time as “among the worst cases of its type they’ve ever seen
in a federal agency,” last July.
Sources told CNN reporters that SourceAmerica awards contracts unfairly, giving lucrative deals to companies with inside
connections.
Some SourceAmerica board members have also worked at companies that are awarded big contracts, the reporters said.

AbilityOne and SourceAmerica Subjects of
Grand Jury Investigation, Says CNN
CNN reported last month that a federal grand jury is examining
AbilityOne and its managing agency, SourceAmerica, following allegations of corruption and cronyism in what its sources
said could be the biggest fraud case ever in a U.S. government
agency.
According to CNN, government investigators have issued grand
jury subpoenas as part of their investigations into allegations the
program is operating numerous contracts illegally, and not hiring
enough disabled people to fill contracts as required by law.
CNN first reported on the allegations, described by sources at

According to CNN, SourceAmerica’s top lawyer, Jean Robinson, compared her company’s leadership to the leadership of
the mafia.
“They’re like—they’re like the mafia, I mean, and they pride
themselves in it. They don’t care,” Robinson said in a conversation CNN said was secretly recorded for federal investigators by
a SourceAmerica contractor.
On the recordings, Robinson confides she is nervous about being set up by a board of directors she claims has been fraudulently awarding contracts for decades, CNN said.
“People have been doing it for so many years, and they’re not
going to stop,” she said, according to CNN. “They’re just—it’s
continued on page 18 >>

CUSTOM PRINTED ATM ROLLS
STAND OUT from the competition

Custom receipts make a professional statement and can be
vital to your customer’s identity and image awareness.

Bank and Credit Union
customers can brand their
ATM receipts with their logo,
account policies or
any custom message
Contact your PM Company sales representative for more information!
www.pmcompany.com
800.327.4359 • 513.825.7626
9220 Glades Dr. Fairfield, OH 45011-8821
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like an addiction. They’re just, so much time has passed, they’ve
been getting away with it for, you know, for what, 25 years, and
they don’t know how to do it different.”
Officials at SourceAmerica and AbilityOne repeatedly declined
interviews with CNN, and denied any fraud, corruption, cronyism, bid rigging, or illegal activity.

BSA to Host 2016 Annual Forum Sept. 7-8 in
San Diego
The Business Solutions Association (BSA) last month announced
it will hold its 2016 Annual Forum September 7-8 at the US Grant
Hotel in San Diego.
A national historical site since 1910, The US Grant Hotel is situated in the city’s downtown Gaslamp Quarter, just steps away
from shopping, dining, and entertainment and a short drive to
beaches and family attractions.
Full program details will be announced later. Meanwhile, for more
information, visit www.businesssolutionsassociation.com.

OFDA Updates Its Office Furniture XML Data
Content Standards
The Office Furniture Dealers Alliance (OFDA) recently released
updates to its OFDA XML standards as part of its efforts to establish a common platform for receiving and sending content in
the commercial office furniture industry. The new standards are
entitled OFDA XML Version 4.02
Online, interactive applications utilizing the OFDA XML schemas
become easier to integrate into business requirements, improving communication and providing the information required to
properly communicate with customers on all of their business
needs, the association said.
“We continue to see more and more software vendors and manufacturers that are supporting the OFDA XML format,” said Configura’s Niclas Tilly, who serves on the OFDA XML Committee.
“This is an important release as it demonstrates we are improving the format and responding to the needs of the manufacturers.
This release is also a first step of widening the format to suit more
companies.”
For more information, visit http://ofda.site-ym.com/?page=XMLCommittee.

Independent Stationers Reports 2015 Growth,
Announces 2015-16 Board of Directors,
Officers
The Independent Stationers dealer coop last month announced
positive growth in sales and many of its member programs for
2015. The group said it was “extremely encouraged by its 2015
results despite declining commodity office supplies.”
IS said its direct buy business increased by 2%, with office furniture up 19%. Direct buy business of jan-san products through
the IS RDC program was up 8.9%, IS said. These sales category increases also yielded an increase in rebates to participating
shareholders and affiliates, the group noted.
IS also reported its membership grew in 2015, with 25 new shareholders and affiliates added. Several shareholders and affiliates
have also been added in the first few days of the New Year, the
group said.
In addition, IS said it added 26 new suppliers in 2015 for a total of
189 suppliers, with a focus on the growing categories of facilities
maintenance, janitorial, safety and break room products.
Last year also saw the launch of several new programs from IS,
designed to provide additional value-added opportunities to its
members. They included:
•T
 he IntelliWeb Digital Marketing Program, offering
members access to a professional, customized website
home page, with corresponding email marketing
campaigns, creative blogging on social networks and lead
generation.
•T
 he Connections Acquisition Program, for dealers
interested in growing through acquisitions or establishing a
succession plan for their dealership.
Separately, IS announced its board of directors, and officers for
the coming year. Tim Triplett of Triplett Office Essentials in Des
Moines, Iowa, was elected to a three-year term on the board.
Jordan Kudler of Legacy Office Solutions in Brooklyn, New York,
and Randy Garcia of Express Office Supply in Hialeah, Florida,
were each re-elected to another three-year term.
At a subsequent meeting of the new board, the following officers
were elected for the 2015-2016 year:
•C
 hairman: Bryan Kristenson, Office Plus of Kansas,
Wichita, Kansas
•V
 ice chairman: Joel Vockrodt, Office Peeps, Watertown,
South Dakota
•T
 reasurer: Brian Kerr, Kerr Group, Elizabethtown, Kentucky
•S
 ecretary: Steve Gordon, Independence Business Supply,
Cleveland, Ohio
continued on page 19 >>
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IS chairman Bryan Kristenson commented, “2015 was another
successful year for Independent Stationers. Our industry continues to change at an ever-increasing pace and our group is committed to providing programs to enable our diverse membership
to grow and prosper.”

Office Essentials, Office Solutions Join
Pinnacle Affiliates Dealer Group
The Pinnacle Affiliates large dealer group last month announced
the addition of St. Louis, Missouri-based Office Essentials and
Office Solutions, Yorba Linda, California. The two dealers represent Pinnacle’s 29th and 30th members.
Office Essentials is the largest independent in the greater St.
Louis area and offers office technology, furniture, breakroom and
facility maintenance products and traditional office products. In
addition, the dealership offers interior and installation services
for its furniture, and repair and warranty services for the technology it sells.
Office Solutions is the leading independent commercial office
supplier in Southern California and has been recognized for sev-

eral years by its local business publication as one of the top 25
woman-owned businesses and minority-owned businesses in
Orange County.
“We are excited that two additional market leading independent
dealers have chosen to join the ranks of Pinnacle Affiliates,”
commented Pinnacle chairman Craig Bartholomew. “Both Office
Essentials and Office Solutions are well run, disciplined businesses that have a strong track record of sales growth. I am personally looking forward to learning from and sharing ideas with
these dealers.”

TriMega Reports Membership Gains
The TriMega dealer group announced last month the addition of
several new dealer members, including Gulf Coast Business Supply, Biloxi, Mississippi; Office Advantage, Poway, California, and
The Supply Room Companies (TSRC, Inc.), Ashland, Virginia.
“We are delighted to welcome these members into the fold,”
remarked Lyle Dabbert, of Brown & Saenger and chairman of
TriMega. “TriMega continues to provide tremendous value to
progressive independent dealers who are looking to grow their
continued on page 20 >>

Providing custom
office products
for nearly a
century!
l
l
l
l

AWARDS
l
SIGNS
l
STAMPS
l
NOTARY PRODUCTSl

AD SPECIALTIES
STENCILS
BANNERS
NAME BADGES

PROUD TO
PARTNER WITH

25 MADISON AVE NE. ROANOKE, VA 24016
Tel 800.542.7454 • Fax 800.523.7330
www.roanokestamp.com • orders@roanokestamp.com
FEBRUARY 2016

INDEPENDENT DEALER

PAGE 19

Industry News

continued from page 19

business and improve their bottom line and with these and many
more new dealers in the pipeline, we only strengthen our ability
to deliver that value,” he commented.
Largest of the new dealers to join the organization is TSRC, Inc.
Founded in 1986, TSRC companies include The Supply Room,
Frank Parsons and Mega Office Furniture. The dealership serves
Virginia, DC, Maryland and North Carolina.

run their business and are, in fact, legally required.”
To learn more, visit op.ecisolutions.com or www.complyright.com.

ILG Introduces
IBM Branded HP replacement cartridges

“We thoroughly evaluated all of our options in the marketplace
and came to the very thoughtful conclusion that TriMega represented the best fit for the goals in organization,” commented
Yancey Jones, Jr, general manager at TSRC, Inc. “We are looking forward to tapping into the TriMega tools, services and most
importantly, the wealth of experience and peer-to-peer knowledge from other TriMega members to help us continue to take
our business to the next level,” he concluded.

ECi Announces Integration between DDMS
Software and ComplyRight
Dealer technology provider ECi Software Solutions last month
announced a Private Supply Network (PSN) integration between
its DDMS software for office products dealers and ComplyRight,
providers of compliance products in the areas of human resources, labor law and tax solutions.
Compliance posters and forms have been difficult products to
stock because laws update frequently, causing materials to become outdated and, therefore, unsellable, ECi said.
The company cited the labor law poster as a good example, noting it is required for all employers but there are more than 120
versions of the poster to meet federal, state and city requirements, with English, Spanish and bilingual versions.
There were more than 50 updates to these posters during 2015
alone, ECi said and as a result, the traditional wholesaler and
dealer inventory distribution models simply do not work.
“Adding ComplyRight to the PSN enables the independent dealer
to offer legally required products to their customers without ending up with useless inventory,” said Andrew Morgan, president of
ECi’s Office Products Division. “It will also allow them to expand
into a new product category, strengthening their assortment.”
“Customers need a knowledgeable supplier and our resources
can make a dealer a go-to source for all their compliance questions and needs,” added Brett G. Hall, director of partner development for ComplyRight. “We believe that the compliance
category offers an untapped opportunity to add to a dealer’s
products offering. These are products their customers need to

ILG (International Laser Group), a member of the Turbon Group,
said it has formed an exclusive agreement to sell IBM Branded HP
replacement cartridges. The entire line is ISO certified (9001-2000)
and has passed rigorous manufacturing standards, ILG said.
IBM cartridges, which carry a two-year warranty, are produced
in ISO14001 environmentally certified facilities, and remanufactured according to the “Zero Waste” concept, ILG said. An
“Empty Cartridge Collection Program” is also available.

AmpliVox Sound Systems Selected as Local
Chamber’s ‘Business of the Year’
Congratulations are in order for Don Roth and his team at Northbrook, Illinois-based AmpliVox Sound Systems, which last
month was named “Business of the Year” by their local chamber
of commerce.
In announcing the award, the chamber cited the company’s
commitment to the community and its support of numerous local
and national charities, most notably, its Pink Podium Promise,
which makes waterproof/weatherproof lecterns and versatile
megaphones available to breast cancer groups and its donation
of sound systems to 18 Illinois Special Olympics offices.
The chamber also recognized the company’s track record of innovation and new product development, noting that in the past
two years alone, it has introduced a line of 15 multimedia lecterns
and workstations whose features include Bluetooth connectivity,
storage and multiple display options.
continued on page 22 >>
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“We are very honored to be recognized by
the Northbrook Chamber with this award,”
noted Roth. ““We have deep roots in this
community and have the greatest respect
for the Chamber’s members. The award
validates the hard work and commitment
that all our employees deliver every day.”

Pacon Acquires Chenille Kraft
Education, arts and crafts manufacturer
Pacon Corporation announced last month
that it has acquired the assets of The Chenille Kraft Company. Under the terms of
the agreement, Pacon acquired Chenille
Kraft’s inventory and trade names.
Chenille Kraft served the education market with a wide range of arts and crafts
products, including WonderFoam, Creativity Street, Chenille Stems, Felt Sheets
and other accessories.
With the acquisition of Chenille Kraft,
Pacon now offers customers an extensive
line of arts and crafts products, strengthening its ability to be a single-source supplier for educational aids, paper products
and arts and crafts, the company said.
Chenille Kraft’s inventory and equipment
will be moved to Pacon’s facilities in Appleton, Wisconsin. Financial details of the
transaction were not disclosed.

New Hire for Akers Rep
Group in New England
The Akers Business Solutions independent rep group has announced the addition of Bill Fitzgerald to its team as director of business development in the New
England market.

Fitzgerald brings to the organization over
20 years’ industry experience in the industry as a national account executive
and business development manager. He
began his sales career with Essendant
and has held senior sales and sales management positions with Hunt Corporation
and Roxbury Technology.

Smartphones Now Driver of
Online Sales and Traffic

New Report Charts Growing
Use of Online B2B Video
Marketing

Specifically, retailers surveyed report
smartphone sales accounted for 17%
of their total online sales in 2015, edging ahead of the 14%% generated via
tablets. Overall, retailers said sales from
smartphone devices grew 53% over the
previous year, while sales from tablet devices grew 32%.

A recent report from the Regalix digital
marketing services firm reveals 70% of
global business-to-business companies
use video as a form of content marketing
and 83% of them say videos are an effective marketing tool and 79% cite social
media platforms as their most frequently
used path for distributing videos to customers.
The report says nearly all companies with
video marketing strategies use them to
increase brand awareness among business buyers, and more than two-thirds
use them to improve how they generate
leads and to establish their executives as
industry thought leaders.
Eighty-four percent expect their video
marketing budget to increase in 2016, according to the study.
Among the companies using video in
their marketing efforts, the most frequently-found uses were for:
• Corporate videos, 76%
• Product demos, 64%
• Webinars, 55%
• Testimonials, 51%
• How-to/tutorials, 51%
• Interviews, 49%
• Case studies, 44%
According to the study, social media (79%
of respondents) and websites (77%) were
the most commonly used distribution
platforms for video content.
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Smartphones have now overtaken tablets as the primary driver of sales and
traffic for retail companies, according to
research by Shop.org, Forrester Research
and Bizrate Insights. The research was
conducted for the organizations’ 2016
State of Retailing Online study.

“Retailers are now recognizing that their
customers may not need a bigger, more
expansive shopping experience on mobile platforms—they need a consistent,
relevant and user-friendly experience that
will shape their online and in-store shopping behaviors,” said NRF senior vice
president and Shop.org executive director
Vicki Cantrell. “Even with relatively small
investments in their mobile initiatives, retailers are seeing tremendous growth in
both sales that come from smartphones
and the level of customer engagement
from mobile across the brand.”
The survey found that one-third of retailers
surveyed plan to grow their smartphone
investments more than 20% in 2016, and
another 34% will grow their investments
between 1 and 20%. One in five (22%) will
grow their tablet investment more than
20% in 2016.
“It’s the age of the customer and retailers need to be wherever shoppers are
when they’re browsing and buying. It’s
essential to provide value on those devices and in those moments, which are
often in stores,” Forrester vice president
and principal analyst Sucharita Mulpuru
said. “While mobile phones still represent
promise, savvy retailers will be leveraging
mobile with their customers to positively
influence in-store sales as well.”
PAGE 22

NOPA in the Legislative
Thick of Things
By Charlie Kennedy
Yet again, 2015 proved why it’s so important for the National Office Products Alliance
(NOPA) to have an active presence in Washington.

And NOPA continues to push its position that
tax reform is needed, but that any reforms
have to provide small businesses the same
tax benefits that large corporations have.

We have had a White House sign numerous
executive orders, thus, bypassing Congress.
We witnessed the ouster of the Speaker of
the House by a small, but powerful group
of legislators demanding a voice. We saw a
large end of the year spending bill passed at
the 11th hour before Congress adjourned for
the year. And we saw a long-term transportation reauthorization bill that came together
immediately upon electing a new Speaker of
the House.

You may remember that in early 2015 Congress was looking at tax reform in a way
which, quite frankly, was not small business-friendly. Because of NOPA and other
small business groups, Congress pulled
back and changed its tune on how such a
bill should be structured in the future. I am
confident that tax reform efforts in 2016 will
include NOPA’s small business position.

All of these issues are significant for you and
your businesses. NOPA has a presence in
Washington so that we have a voice when it
comes to major pieces of legislation like the
ones I mentioned above.
As the new chairman of NOPA’s Small Business Advocacy Committee, I wasn’t sure
what to expect, but after serving my first year
in this position, I can say I truly have a better understanding of the value NOPA and its
Washington efforts bring to my bottom line.
As committee chairman, I have worked
closely with our lobbying team to ensure independent dealer concerns are addressed
on Capitol Hill.
NOPA has worked with key members of
Congress to push back against issues like
raising the minimum wage to $21 per hour, a
proposal Sen. Elizabeth Warren (D-MA) has
introduced.
NOPA has also joined with other small business associations and organizations to fight
back against the burdensome and costly rulings made by the National Labor Relations
Board, which could tie you up in legal battles over their definition of “joint employer.”
We have continued to lead the effort to bring
commonsense approaches to how preferential programs like AbilityOne operate.
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These issues are just a few of the battles in
which NOPA was involved during the last
session of Congress. I can tell you that 2016
will not be any easier during what is turning
out to be a crazier than usual race for the
White House and control of the House and
Senate.
We are already engaging key members of
Congress on our issues and I, for one, am
proud of our accomplishments and glad
NOPA has the team it does in Washington.
Like you, we scrutinize every dollar we
spend and as I watch our advocacy efforts
up close, I can say emphatically that I am
getting the ROI my business needs as an independent small business.
I hope you all will join me this year in taking
action on behalf of your business and all independent dealers by becoming part of our
grassroots team.
Please reach out to us on any issues of concern or to sign up to be part of the team.
You can make a difference and serve as an
important player simply by spending 2-3
minutes a month supporting our grassroots
efforts. Contact the head of our team anytime at pmiller@mwcapitol.com.
Be part of our success!

Charlie Kennedy is co-owner of
Raleigh, North Carolina-based Kennedy
Office.
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Submit Your NOPA Scholarship Application by March 14, 2016
Created more than 50 years ago through
a $5,000 donation from Jennie Zachs, the
founder of the C-Thru Ruler Company, the
National Office Products Alliance (NOPA)
Scholarship Fund has awarded more than
$2.5 million in scholarships to deserving
families of office products and office furniture dealers. In 2015-2016 alone, the fund
awarded one-year scholarships to 41 college students.
Any employee or relative of an employee
of a NOPA member firm can apply. The
deadline for application submission this
year is March 14.
“Scholarships played a huge role in minimizing my overall debt,” said Hailey Hol-
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land, a 2009-2010 scholarship recipient,
whose scholarship was sponsored by
Kramer & Leonard, Inc. “I was able to
complete my undergraduate years debtfree largely due to scholarships, for which
I am very grateful.”
Upon graduating college, Holland immediately enrolled in medical school and she
is now a third-year medical student in her
clinical years in Indianapolis. Holland intends to complete a general surgery residency and continue teaching as a surgeon at an academic center.
“This scholarship truly changes lives as
Hailey proves,” said Skip Ireland, chair of
the Scholarship Committee and president

INDEPENDENT DEALER

of COS Business Products & Interiors.
“It’s amazing to see how successful the
recipients are who receive awards and
how they enrich their lives and the lives
of all those they touch! Without the NOPA
scholarship program, many wouldn’t be
able to achieve their dreams.”
Applicants are judged by an independent
panel that takes into account not only
academic success but also outside interests, extracurricular activities, community
service activities and financial need.
To submit your application and learn more
about scholarship criteria, visit: http://bit.
ly/NOPA2016. Please direct any questions
you may have to info@iopfda.org.
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By Michael Chazin

Like most other niche markets, selling to
schools can have its moments. Pricing
can be challenging but then what market doesn’t insist on low prices? The
business is often highly seasonal
and requires selling through several different levels of authority before a deal is finalized.
continued on page 26 >>
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Still, dealers who are active and successful in this market have
found multiple ways to overcome the obstacles and build a stable and often growing book of business.

from the federal government and one of the ways they look to
spend those grants is on technology that augments and streamlines science education,” he says.

At Nolans Office Products in San Antonio, owner Mark Nolan has
gained significant traction with education sales since the creation in 2010 of AHI Enterprises LLC, an umbrella organization
for a group of Texas-based independent office products dealers focused on state and local government customers, including
school systems and similar entities.

Chuckals has seen its education business grow in recent years,
as it has emphasized those sales and incentivized its sales force
to increase them. “Just like the commercial market, there is a
focus for school districts to do local business,” says Rossman.
“When prices are equivalent they are encouraged to do business
with a local entity.”

Shortly after its formation AHI secured a multi-year award with
PACE Cooperative, a Texas-based purchasing consortium for
public and government entities with a strong education-oriented
member base.
“Under the PACE contract we have school supplies, office products, JanSan items, promotional/ad specialty and furniture that
we sell to K through 12, higher education, cities, counties and
non-profits,” explains Nolan.
The contract provides Nolan’s sales force with what he refers to
as a license to be on campus. “It’s a relationship business,” he
says, “and after you get permission from the administration, going to the campus level helps build that relationship. Because we
have the contract we are getting furniture opportunities that do
not require a formal bid, as well as ad specialty and promotional
business that ride off our contract.”

One of the technology companies Chuckals has partnered with
is Boxlight, makers of interactive white boards. “We have been
able to take advantage of that relationship and push those out
to the districts that we have relationships with,” says Rossman.
Chuckals also represents Qwizdom, a company that produces
educational software that runs on electronic white boards. That
company offers software teaching tools that create interactive,
hands-on learning environments.
At Stinsons in Bakersfield, California, a good part of their increase in education sales has come through an increased emphasis on imaging supplies.
“We are a Platinum HP Dealer and HP works closely with us and
the large school districts that we do business with,” explains
Russ Haley, one of the owners. Almost every classroom has
its own printer, sometime more than one, so ink-jet and laser
cartridges are a significant part of their total expenses. “That is
where they look first to save money,” he says.

Opening Doors
The opportunity to expand sales once the school door has been
opened with a contract or winning bid is one found by many
dealers across the country.
Chuckals Office Products in Tacoma, Washington, first got its
foot in the education market door with sales of paper. Seeing the
potential for greater sales with technology products, the firm first
purchased an audiovisual supplier eight years ago and then partnered with other technology providers to provide a solid offering
of leading-edge products.
“We have seen a large focus in the school market on STEM
(Science, Technology, Engineering and Mathematics),” explains
Jon Rossman, vice president at Chuckals. “The individuals who
make decisions for the school districts are getting STEM dollars
FEBRUARY 2016

Stinsons’ Russ Haley

Stinsons also handles cartridge recycling, which offers schools
additional savings through the HP Purchase Edge Program. The
schools themselves don’t really have the time or personnel to
go online and submit claims and thanks to Stinsons, they don’t
have to.
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The dealership picks up spent cartridges
and helps the school make claims with
HP. “The program gives them credits from
Hewlett-Packard they can use to buy
more printers,” says Haley. “They really
value that service.”

box tops to one of its schools.
In 2014 Malone pushed a nationwide contest from Boise Paper in which schools
were asked to produce a 30-second video on what they would do with two pallets of paper and 10,000 box tops. Two of
Malone’s schools won.

Malone Office Environments in Columbus,
Georgia, does business with four local
school districts—K through 12—that are
located within its delivery area. Education
sales at Malone, while steady over the
years, had been in decline until about four
years ago when a renewed emphasis was
placed on school sales.
“We have made a lot of our progress in
this past year,” says Juanita Strickland,
CFO and manager of the office products
division. “When we switched wholesalers early last year one of my sales reps
helped develop a core list of 200 items
with some aggressive pricing,” she says.
The schools took notice.

Even though the prize came from Boise,
Malone got credit for donating $15,000
worth of paper to its local school district,
along with extensive PR and media coverage, reports Strickland. The recognition
helped Malone Office Environments pick
up more school business, she adds.
Malone Office Environments’ Juanita Strickland

The Box Tops for Education program has
also been a good promotional vehicle for
the dealership. Malone drivers pick up Box
Tops from the schools that come from any
source and once a month Malone donates

Expanding Categories
Grow Business
Sioux Falls, South Dakota-based Brown
& Saenger has not always done business
with schools but in recent years it has
continued on page 28 >>
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seen that market flourish, in part because of new development
in the area and also through the addition of new product categories.
EDUCATION PRODUCTS • FURNITURE & EQUIPMENT • PROFESSIONAL PRINTING • PROMOTIONAL PRODUCTS

YOUR COMPLETE SOURCE FOR YOUR

EVERYDAY

EDUCATIONAL NEEDS
www.brown-saenger.com

students sitting at individual desks to sitting at geometrically-arranged tables so collaboration in the classroom is achieved,”
he explains. Not every school district can afford to make a full
conversion to collaborative settings, adds Dabbert, but as one
or two schools change there’s definitely pressure for the entire
district to convert.
Offering as complete a range of products as possible to schools
undoubtedly contributes to success.
“You have to expand your thought processes in terms of the
products you are able to offer,” suggests Rossman.
One of his school district customers asked if Chuckals could
supply wrestling mats. His initial reaction was no, but further investigation indicated the mats were available through channels
the dealership worked with.
“We were also able to bid on items such as soccer balls, wrestling mats and all sorts of different types of equipment,” adds
Rossman.

Minot

Mandan

SOUTH DAKOTA LOCATIONS

SIOUX FALLS • HURON • MITCHELL

Bismarck

Jamestown
Fargo

NORTH DAKOTA LOCATIONS

BISMARCK • FARGO • JAMESTOWN • MANDAN • MINOT

Huron
Mitchell
Sioux Falls
Corporate Office

GIVE US A CALL!

800-952-3509

www.brown-saenger.com

“Our school business has been slowly growing as we get into
new product categories,” explains Lyle Dabbert, president. “As
we get into facility solutions and some lunchroom items or safety
items, that is where our growth has been and it is still growing for
us.” Brown & Saenger also has
success selling its school customers embroidery and screen
printing, Dabbert reports.
In addition to supplies, Brown
& Saenger has a vibrant school
business selling furniture. Dabbert relates how schools are
asking about the classroom of
the future and what that might
look like. The jury is still out
in that regard but one definite
trend, he says, is the greater
use of collaborative furniture.
Brown & Saenger’s Lyle Dabbert
FEBRUARY 2016

Product diversity is one of the keys to the ongoing education
business at Coleman’s Office & School Products in Conway, Arkansas, particularly on the furniture side. “During summers when
they are remodeling and otherwise updating their facilities they
call Coleman’s,” reports president Jack Dayer. “The box stores

“Classrooms have gone from
INDEPENDENT DEALER

continued on page 30 >>
PAGE 28

ALPHABETTER ® STAND-UP DESK
TA K I N G T O D AY ’ S C L A S S R O O M S T O N E W H E I G H T S

Visit safcoproducts.com/alphabetter
for more details.

Cover

continued from page 28

don’t have the product quality, selection
or service in that segment that the school
district is typically looking for,” he says.
One of the keys to maintaining the furniture business is scheduling regular meeting with the school purchasing agent to
learn about school needs. Coleman’s also
provides CAD layouts, assembly and installation services which are not available
from a box store. “Whenever we work with
the school district on furniture projects
we always give them the best deal possible with great service before and after
the sale. That always helps with follow-up
business,” adds Dayer.
Coleman’s also does a vibrant seasonal
business selling back-to-school supplies
for elementary teachers. These products
tend to be grade and subject specific
and are offered in the dealership’s retail
store along with products for vacation bible schools, Sunday schools and Christian-based preschools.
Dayer built a database of several thousand teacher names over the last five
years and uses email to send out flyers
that announce his back-to-school sale as
well as other promotions throughout the
year. The flyers announce the sale and offer opportunities for gift certificates. When
teachers visit the store they can register
for a big prize, which helps Dayer collect
and update email addresses.

Sales Approaches Differ
Office products dealers take a variety of
sales approaches to dealing with school
sales but all would agree that they gain an
advantage over many of their competitors
through the personal relationships they
establish with school buyers.
Nolan’s salespeople divide the school
business based on what falls within their
geographic territories. When they call on
business customers they represent Nolan Office Products and with schools and
other public entities they sell under AHI’s
PACE contract.
FEBRUARY 2016

You might have 25 campuses in a school
district; you are going to have 50 or more
departments in a higher education institution,” says Nolan. “So we treat each
of those departments just like we would
treat an individual school.” Purchasing approves the contract that provides the credentials and each department procures
what it needs. “That gives us a license to
hunt,” he says. “We sell a large volume of
promotional items including licensing and
collegiate apparel.”
Brown & Saenger employs a school specialist. “He does nothing but call on K
through 12 customers and travels North
and South Dakota where we have locations,” says Dabbert. This person devotes
a good portion of his time to educational
furniture but he also sells supplies along
with everything else that the firm offers.
The educational specialist has nearly 15
years’ experience in education and uses
that knowledge to his advantage. “It is really a specialized sale so you have to get
someone who understands it,” says Dabbert. He contends that the education specialist is a key factor to the firm’s success
with the education market.
At Stinsons and Coleman’s, school sales
are handling primarily as house accounts
and the sales force has little or no contact
with these customers. Both Chuckals and
Malone Office Environments take variations of a double-team approach.
“Our sales territories are set up essentially
on an account basis,” says Rossman. “We
have structured our sales organization so
each territory has an inside salesperson
as well as an outside salesperson.” The
outside salesperson is the hunter who
cultivates new business opportunities.
The inside salesperson is the farmer and
serves as the account manager. “He takes
care of the account, makes sure orders
are fulfilled, handles backorders, and answers any questions.”
The two-person approach at Malone is
used on the larger school districts. This is
INDEPENDENT DEALER

not the same as customer service which
is always available. “An inside salesperson is tied to them along with the outside
salesperson,” says Strickland. The different requirements of educational customers
make a two-person sales team advantageous. “They require a lot of quick turnaround and they leave early,” she says.

Relationships Count
As with almost every customer, price usually figures in the original acquisition but
keeping school business usually comes
down to maintaining a personal relationship. “It is a relationship business,” says
Nolan. He explains how necessary it is to
be visible at the campus level because
even with contracts schools have some
discretion on where they might buy. “As
long as you have a contrac
t and you have a license to be there,” he
says, “going to the campus level helps
build the relationship. You get to visit with
principals and school secretaries; there’s
a ton of business at the schools.”
“Our biggest focus is on developing a
relationship between Chuckals and the
school district,” says Rossman. For example, the firm participates in the Tacoma
School District’s annual vendor show and
donates products to the school district as
well. “Both our inside and outside teams
try to develop relationships with buyers at
each school.”
There really isn’t much difference between
school customers and day-to-day commercial customers, contends Rossman.
“It is really an extension of our commercial
base,” he says. Most everybody asks for
an online ordering solution and the delivery requirements are similar. The biggest
difference is that education tends to be
more regulated; “there are more layers to
the cake,” he says.

continued on page 31 >>
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that concentrates largely on the education
market.
“Our biggest challenge is getting out there
to let the districts know that they have another option that can be a little more flexible,” says Rossman.
Brown & Saenger faces any number of
competitors in the markets it serves, reports Dabbert. The list includes Staples,
School Specialty and a number of others
on a daily basis. Facility supplies vendors
are out in force and furniture is especially
competitive, he adds.

Chuckals’ Jon Rossman

Strickland agrees that the two markets
are not that different. “They have limited
budgets but at times they have Title 1
money that they have to spend so they
need quick turnaround,” she says. School
customers also tend to be more receptive to ‘Buy Local’ messaging. They are
funded by tax dollars, “so the fact that we
are a local business and our employees
spend money in the community gives us
an advantage,” she adds.
At Brown & Saenger, Dabbert emphasizes
how important it is for school personnel
to associate a face with a name and learn
that the salesperson is someone they can
relate to.
“Our specialist helps with the important
‘trust factor’. It is a relationship type sell,”
he says. “You have to get to know them
and they have to trust you.” In those situations, the relationship becomes more
important than any contract.
The Nationals typically don’t have a lot
of flexibility and can’t usually go off contract, explains Dabbert, and when they
do, items tend to be outrageously priced.
“When schools work with a local supplier
they can get the product that is desired at
a competitive price,” he says.
In the Tacoma market in addition to the
national players, Chuckals competes with
a local purchasing cooperative, KCDA,
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With the amount of development due to
the oil business, he says, “people are
coming from all over the United States
because it is a hot bed up here for new
schools being built.” At the end of the
day, though, he suggests, the Internet is
probably the biggest competitor that every dealer faces.
Still independent dealers have found ways
to compete and over the years, those
that have survived and been profitable
don’t miss any opportunity to differentiate
themselves.
“Everybody looks at Amazon as being a
heavy threat,” contends Nolan, “but the
more we get into promotional products,
apparel, furniture, installation, and other labor intensive products the more we
carve out a niche that they don’t play in.”

Contracts Provide
Stability
The larger school districts that Stinsons
sells to are based on RFQs and contracts.
“They tend to go out for bid every three
years,” says Haley. “The contracts are generally all or nothing and they commit to doing business with you for that time period.”
The RFQs we see from schools tend to
be heavily weighted on price, and there
is generally a core list of products as
well other requirements. Preferences are
sometimes given to local businesses and
often that amounts to as much as a 5%
INDEPENDENT DEALER

price leeway.
“The schools appreciate and take into
consideration service, but we have found
that in most cases the RFQs are awarded
primarily on price,” says Haley “They want
to do business with local entities but the
purchasing departments have to answer
to their school boards. The boards are
dealing with very tight budgets so cost of
goods is significant.”
Change in the education market doesn’t
happen rapidly but what is apparent to all
of the dealers interviewed for this article
is shrinking school budgets. “The product
demand has remained about the same,
but as school revenues get smaller and
smaller, the focus on cost of goods becomes greater,” adds Haley.
He credits TriMega and his wholesaler
with getting him prices that set a level
playing field with Staples and Office Depot. “When we reduce our prices and
margins decrease, we have to learn how
to run more efficiently.”
“School budgets have been cut so much
that you have to go in with really aggressive pricing to get the business,” says
Strickland. “It is the same with most
businesses, but schools really struggle
to make that last dollar work,” she says.
“The key is to get those top items at the
right price point and recognize that you
are not going to make money on construction paper, filler paper and items like
that,” she adds. “You set those at really
aggressive prices to get their attention.”

Pay Attention to Timing
There is an additional aspect to bidding
on school business that Lyle Dabbert
highlights that dealers need to take into
consideration. “Normally you don’t have
to worry about getting paid, it is just a
matter of when,” he says. “You need a
strong balance sheet and a good relationship with your bank.”
continued on page 32 >>
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What frequently happens, explains Dabbert, is that schools go out for bid around
the beginning of the year but account for
the purchase on the following year’s budget. “We bid in February for orders that get
delivered this summer and that we won’t
get paid for until the fall,” he says. This is
one aspect of the education market that
doesn’t get talked about enough. “School
districts normally won’t pay you until after
schools open in late August and the school
board has approved it,” says Dabbert. “So
you are sitting on a lot of cash.”
An additional consideration, says Dabbert, is that with the seasonal school
business, everybody wants deliveries at
the same time. “If you are working with

just one district it is probably okay but all
the schools across the country start at the
same time,” he points out. The result: You
have to keep a close eye on lead times for
orders and get your products in, set up
and ready to go by the time school starts.
“You don’t usually get a second chance
with a school district if you mess it up the
first time,” he says.

twice a year to find out what they are
thinking and discuss what we can do to
make their lives easier,” she says.

“School districts are definitely not a onesize-fits-all situation,” says Strickland.
She advises dealers in the market or thinking about going after school sales to meet
with the head of purchasing at the school
district and get a good understanding of
their overall strategy. “We meet with the
purchasing agents in our school districts

“Education is a significant part of our
business,” he continues. “As our economy changes the different private business
sectors ebb and flow, but schools and local governments always seem to be there
and they always need products. We just
need to be there to meet their needs, both
in service and price.”

The hardest part is getting started with
that first bid. “The first time we did it, we
thought there is no way we could buy
goods that low,” says Haley, “but you’re
always hoping the product mix will bring
up the GP.

One Dealer’s Ready Made Approach to School Sales
Jan Kilies, president of Circle Office
Supplies in Indianapolis, offers a turnkey
system designed to help fellow dealers
get started in the education market with
a minimum of effort.
Kilies created his ClassKit.com program
about seven years ago as a way to get
past the low margins and slow payments
that he typically experienced doing business with schools.
Kilies worked with schools and teachers
to finalize kit contents, which include
all the materials students need as well
as extra supplies for the teacher. Kilies
priced the list and got the principal to
approve it.
The principal reaches out and directs
parents to go to ClassKit.com to buy
supplies for their children. The website
takes credit card payments and creates
personalized kits, including a sheet of labels with the student’s name, which are
delivered to the school before classes
start in late summer.
Now, Kilies has opened up his program
to other local dealers who can use the
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website to sell to schools in their home
markets.
“A dealer located anywhere can go to
his local school and use my program
to sell back-to-school kits to parents,”
says Kilies.
The dealer builds a basic list of school
items for each grade that he sends to
teachers and works with them to finalize
list content.
The dealer sets the price and once the
school administration approves, the list
gets published to the website and parents are instructed to go there to make
their purchases.
Individual item prices are not published;
all that shows is a total price for the
complete list. Kilies says that he averages about a 40 point margin on the kits.
Everybody wins with this approach,
contends Kilies. “Parents win because
they don’t have to drive all over to find
supplies. Teachers win because they get
to specify what goes on the list.”
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And depending on how the dealership
wants to handle it, an amount can be rebated back to the school or a fund-raising component can be added to the
cost, such as $1 per student.
“And the dealer wins because hopefully
he now gets the business that was going
to a big box store.”
The dealer gains another big advantage,
Kilies points out, because if he hasn’t
already been selling to the schools, he
is now a known entity to the school purchasing authority.
“The next time they need a desk or some
copy paper, they know who to call,” says
Kilies. The biggest advantage, though,
is that getting into the education market
this way precludes competition.
“Once you are in, they’re not going to
switch to another system and it gives
you margins you can live with,” Kilies
contends.
For additional information or to to get
started with ClassKit.com, email Jan
Kilies (jkilies@classkit.com).
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EDmarket Celebrates 100th
Anniversary at EDexpo 2016
When EDexpo 2016 kicks off in a few
short weeks at the Las Vegas Westgate
Resort and Casino, the emphasis will be
on enhanced networking with an all-under-one-roof location, new product introductions and training and building profitable relationships.
This year’s annual back-to-school tradeshow offers dealers an affordable, all-inclusive pricing program that includes up
to three nights’ hotel accommodations at
the Westgate, meals, networking events,
exhibits and conference registration. This
is the ideal venue to expand your offering beyond office products and learn how
to position your dealership as a trusted
knowledge source for your education
customers.

Show Highlights
In addition to an exhibit hall chock full
of the best products for teachers and
students, dealers will have even more
opportunities to see what’s hot and get
product training direct from the source.

EPIC Business Essentials Session:
On Wednesday, March 9 and Thursday,
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March 10, Kevin France and Toby Tobin
from the EPIC Business Essentials
team and S.P. Richards merchandise
manager Debby Atcheson will present
“Expand Your Business through EPIC
Business Essentials.” This session will
focus on how EPIC’s partnership with
National IPA/TCPN, the largest national
purchasing cooperative in the country,
will give dealers the runway to sell a
complete solution of office and school
supplies and take their business to the
next level.

Hot Products Luncheon: Dealers
will kick off EDexpo 2016 at a sit-down
luncheon while Morgan Womick, 1st
grade teacher and fellow dealer from
Education Express, highlights her top
product picks. Dealers will have a chance
to win free samples of the newest and
hottest products, and will each leave with
a swag bag full of new items for 2016-17
(valued at over $100!).

Show ’n Tell Dinner with Vendor
Presentations: After the first day of
exhibits, participating sponsors will
host a fun-filled night of hands-on
learning designed for dealers to increase
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product knowledge, discover new selling
techniques and meet new people.

100th Anniversary Party: Help
celebrate a century of service to the
education market at a fun-filled party on
Thursday evening. Lots of good food,
entertainment and networking will be
yours for the taking as we mark this
historic milestone for our industry.

New Product Showcase—The BEST
Place to See the Latest & Greatest:
The New Product Showcase provides a
special opportunity to preview hundreds
of the next season’s innovations.
Attendees can evaluate each new
product and vote for the prestigious
“Best of Show” awards sponsored by
Educational Dealer magazine. Just for
“voting” for your favorite products,
dealers can earn the chance to win $100!

EDmeetings: Engage with exhibitors in
face-to-face meetings before the exhibit
hall opens to discuss vendor/customer
needs, conduct catalog reviews or participate in sales training.
Not yet registered?
Visit

www.edexpo.com.
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Build Your Brand with Your
LinkedIn Profile
By Wayne Breitbarth
If you’ve been on LinkedIn for any length
of time, chances are you’ve already received an email telling you “People are
looking at your LinkedIn profile.”
But what exactly are they seeing…minimal information that hasn’t been updated
since you first signed up or a content-rich,
multi-layered site that helps reinforce your
brand and positions you as a progressive,
professional resource with the knowledge
and expertise to make a difference for any
customer and/or employer?
Here are some tips to help make sure your
LinkedIn profile sends the kind of message you want it to:

1.

Invest in a professional photo.
LinkedIn’s research says your profile will
be viewed 14 times more frequently if you
have a photo. Some people will not even
connect with a person who doesn’t have
a photo. Ask yourself the following questions:
• Do you currently look like the person
in your photo?
• Is your photo a head shot?
• Are you smiling?
• Are you dressed in your typical
workplace attire?
For a more detailed look at best practices
for LinkedIn photos, read “A Professional
Photographer’s Guide to Getting the Right
LinkedIn Profile Photo.”

2.

Spend time on your Headline.
These are the most important 120 characters in your profile. If you don’t edit it yourself, LinkedIn will grab your current job title and company until you take the time
to put together an explanation of who you
are and where you’re trying to go.
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• Does your headline clearly state
your current business or explain why
you’re actually on LinkedIn?
• Does your headline include a few of
your most important keywords?
• Does your headline encourage
people in your target market to want
to read more about you?
For additional help with your headline,
download my free worksheet, “The Definitive Worksheet to Optimize Your LinkedIn
Profile Headline.”

3.

Keep your Summary current.
Look on this section as a virtual cup of
coffee with your readers or the cover letter
for a job application or first contact with a
potential new customer. You have 2,000
characters to summarize the best stuff on
your profile and tell readers where you’re
trying to go and how they might be able to
be part of your journey.
• Is your Summary written in the first
person?
• Does the first paragraph of your
Summary clearly tell me why you’re
on LinkedIn?
• Does your Summary include several
of your most important keywords?
• Does your Summary include at least
one call to action for the reader?
For more guidance on improving your
Summary, be sure to read Chapter 7 of my
book, “The Power Formula for LinkedIn
Success.”

4.

Tips for your Current Experience—(Job)
Title section. Make the most of the 100
characters LinkedIn allows in this section.
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• Are your most important keywords
in your current job title?
• If you’re a salesperson, did you
include a few of your products and
services?
For additional examples of good job titles,
check out my LinkedIn profile.

5.

Tips for your Current Experience—(Job)
Description section. This section has a
2,000-character limit and should include
specifics about your individual position
(use keywords) and additional information
about the company you work for, so the
reader clearly understands both of these
important points.
•H
 ave you included a detailed listing
or discussion of your specific job
duties and responsibilities and used
your most important keywords?
•H
 ave you included any awards,
honors or recognition you have
received?
•D
 id you describe the promotions
you’ve received?
•H
 ave you gotten two
recommendations for this job?
Your LinkedIn profile offers unlimited opportunities for promoting yourself and
your business. Just make sure it’s sending the message you want your visitors to
see.

Wayne Breitbarth, author of the bestselling book
“The Power Formula for LinkedIn Success”,
is a former office furniture dealer who shares
his passion for social media and LinkedIn
marketing expertise with others through business
consultations, books and articles and presentations
to audiences worldwide. For more information, visit
www.powerformula.net.
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Thought Triggers for Stalled Opportunities
By Marisa Pensa

Have you ever walked away from a great appointment or phone
call and thought, “This account will order for sure!” They communicated that they were interested, said they would like to get
set up online and gave multiple buying signals throughout the
meeting.
However, the all-too familiar phrases that you heard when you try
to confirm your next meeting give you good reason to raise a red
flag. Some of those phrases include:
“Call me next week and we’ll set something up.”
“Just send me the proposal.”
“I’m waiting for my boss but everything looks good.”
In selling, a “next set time” is tangible evidence that someone is
playing ball with you. That said, sometimes you don’t always get
a next set time for reasons that may be in your control or may be
completely out of your control. Here are some thought triggers
and questions to ask regarding a stalled opportunity that does
not have a next set time.

Opportunities stalled after a first appointment:
• What did you recommend that would be a benefit over
their current supply vendor?
• If they did not agree to a next set time with you, what
voicemail do you plan to use to get a callback? (Hint; Keep
it intriguing. “I am calling to follow up” has no intrigue at
all).
• If you were not with the right person, how do you get to
the right person?
• What questions did you not ask that you could or should
have asked?
• Is there anyone else in your organization that could help
push this along? Utilizing your manager to call and simply
thank them for their interest can go a long way to impress
the prospect.

Opportunities stalled after giving a quote:
• Is the prospect working with you to come to the right
pricing? It is difficult to hit a target if you do not know what
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to shoot for.
• Have you met everyone who could say no?
• What will you bring to their business beyond just price?
• If you’re negotiating, what is your ideal pricing versus your
walk-away pricing?
• What are you doing to keep your product and/or service
top of mind while there is no next set time?
We have seen some great ideas over the years from sales pros
who send relevant articles and even recipes or visit their prospect’s websites to make purposeful calls to congratulate them
on some good corporate news.
Create a quarterly reminder for yourself and make sure you are
staying in front of prospects who are not buying now, but will in
the future. You have to provide for both today, and six months
from now, too!

Opportunities stalled just before the first order:
• What verbal or written commitment have you received from
the prospect or customer?
• Did the prospect give you an expected order date and do
you have it written down?
• What could get in the way of this sale becoming a reality?
• Did you get the verbal commitment from the final decision
maker?
• Could your manager make the “thank you” call, thanking
them in advance for the opportunity to do business with
you?
Asking these questions and then taking action could be key to
getting stalled opportunities moving toward a successful close.
Follow-up is the key to success. Set yourself apart from your
competition by not giving up and providing the best service in
the business. Good selling to you!

Marisa Pensa is the owner of Methods in Motion, a sales advisory and training
firm that has helped hundreds of companies both in the office supply industry and
across a range of industries, drive new account growth and develop their sales
professionals. For more information, visit www.methodsnmotion.com.
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How to Win the Networking Cold Call
By Troy Harrison
We’ve all been there. There’s someone out
there that we know we could benefit from
knowing and who might be able to benefit
from knowing us. We go to the functions
they might attend and either they’re not
there or you don’t get to make a connection. Check LinkedIn, and they’re fourth
degree at best from you. So, how do you
make that connection?
You decide to take the bull by the horns
and simply call them. Why not? You make
cold calls all the time; how much different
could this one be?
Well, the answer is: A lot. There are many
pitfalls when it comes to using a cold call
to network—and there’s also a clear path
to success. I receive a lot of these calls
and unfortunately too many of these people get it very, very wrong. Let’s look at
how to do it right:
Plan and research. This is the opposite
of my approach to cold-call tele-prospecting; I’m not a big fan of extensive precall research in tele-prospecting because
tele-prospecting is, at some level, a numbers-based approach.
This type of call is different. You’re targeting one specific person with whom you’d
like to build a relationship; it behooves
you to have at least a basic understanding
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of who the person is, what they do, etc.
I receive calls all the time from people who
don’t do that research. They see one article I’ve written somewhere and want to
connect with me. The problem is that they
make all their assumptions based on one
article, so if they see me in this publication, they assume I’m an ‘office products
industry guy’—which I’m not.
I’m a sales guy, and perhaps a bit more
than that, but I’m not an industry guy, so
dropping names that are prominent within
an industry probably won’t be meaningful
to me.
At the very least, you should know what
the person does, what their desired target
market is and how they help their clients.
Build a concise approach. This is one
area where tele-prospecting and telephone networking are similar. In both
cases, if you waste someone’s time, you
won’t get a second chance.
You should build an approach to your
target contact that includes who you are,
what you do (stated in terms of the value
you provide to your clients) and why you
think that the two of you should connect.
Ideally you should be able to articulate
this in less than 30 seconds.
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Drop the fake rapport. As many of you
know, I’m from the Kansas City metro
area. For many years, this has not been
a fun place to be if you follow any professional sports. At the moment, though,
it’s very much a fun place and that causes
too many people to think they can build
rapport by calling and saying things like,
“How about those Chiefs!” or “How about
those Royals!”
It doesn’t work—with me or really with anyone else. I’m the most casual of football
fans, so while I did enjoy the Chiefs’ success this year, it’s not meaningful to me.
I do love the Royals—and I spent a lot of
money to watch some pretty awful baseball for a lot of years—but cold calling me
that way won’t generate a win for you.
And seldom does it work on anyone else
in my experience.
Articulate the win. In any good relationship there is a win for both parties. You
should be able to anticipate and plan to
explain a meaningful win for the other
person, preferably within the first 30 seconds, but beyond that if necessary.
Whoever you’re calling for a networking relationship should be able to win by
continued on page 37 >>
PAGE 36

Troy Harrison

continued from page 36
For the love of all that is good and decent,
get to the point. I had a call recently that
violated all of these rules. My cell phone
rang about 20 minutes before I was to
speak at a conference in Las Vegas and
I took the call. That’s not a big deal. I was
all set up, my technology worked and I
don’t get my game face on until about ten
minutes before I’m due to start speaking.
So I had ten minutes to talk to whoever
was on the other end of the phone.

meeting you and knowing you. If there’s
no win for the other person you’re just
grasping for coattails. Think hard. There
has to be a reason that both parties can
win with this relationship.
Remember that it’s not about YOU. One
of the greatest pieces of advice ever given
to me in my speaking career came from
my good friend Darren LaCroix. He said,
“Remember, Troy, it’s not about YOU—it’s
about the audience. Don’t worry about
looking good, powerful and expert on
stage. Worry about whether the audience
is getting what they need from the program.”

The person said that he’d met me three
years before and wanted to reconnect. He
started rambling on about his professional history, what he did, that there aren’t
many companies that do what his does
(which I still don’t know despite being on
the phone with him), etc.

In a networking call situation, it’s easy
to find yourself wanting to tell your entire professional life story. Don’t. Instead,
give a quick thumbnail to establish your
bona fides as a person that your contact
would want to know and then move on.
It’s about THEM.

On three different occasions, I politely
asked, “What can I do for you?” He even
said, “I know, you’re saying to get to the
point,” yet he didn’t. Finally, with ten min-

utes to go before my speech, I had to let
him go.
I wasn’t trying to be rude but it was time to
move on and if he couldn’t give me a reason that we should talk within the first ten
minutes, I was willing to bet that another
thirty wouldn’t have made a difference.
Cold calls can work in networking just as
they do in tele-prospecting, but you have
to make sure that you’re doing it correctly
and creating a win for the other person.
Do that and you can greatly expand your
contact base.
Troy Harrison is the author of “Sell Like You Mean
It!” and his new book, “The Pocket Sales Manager.”
He is 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.

CONNECT UP!
OPWIL presents the webinar

Personal Presence & Professional Impact
by Leslie Willmott

Learn how to adjust your level of visual presence with the use of
wardrobe color, style, line, and design...and strengthen your
professional image through strategic dressing.
(Exclusive for OPWIL Executive Members)

February 16, 2016 - 12:00pm EST - opwil.com
If you are interested in joining OPWIL
click here to learn more.
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Talk Less…
Listen Better…
Sell More!
By Tim Wackel

Make statements. Ask questions. Listen.
Sounds simple enough, doesn’t it?
If you have sales responsibilities (or a leadership role), then I just described the most
fundamental components of your job. If you
want to become wildly successful at influencing others then it’s critical that you master all three of these skills.
Experience tells me that many of you are
probably good—and very proud—of your
ability to make statements. Most of the
sales people I work with were hired mainly
because they have the infamous “gift of
gab.”
Asking questions and listening sounds
simple enough. So why is it that most
sales professionals struggle with them
both? Here are the top three reasons why
sales people fail to ask questions and listen:

Reason #3:
You don’t want to look stupid or
appear uncertain. Get over it! If the
customer says something you don’t understand, ask them about it. It demonstrates you’re truly listening and not just
waiting anxiously to make more statements. I’ve always believed that the more
you get people to talk, the better they end
up liking you. Be genuinely interested, ask
more questions and watch the dynamics
of your interactions begin to change.
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Reason #2:
There isn’t enough time. There is always enough time…even if you only have
10 minutes. What are the chances that
you can talk for 10 minutes and that all
your ideas will be on target and accepted? Why not demonstrate your expertise
and competence by asking well thought
out, stimulating questions that get them
to think in new ways?
“But wait!” you scream. “What if prospects insist that I just do my pitch?” Then
politely share your concern that a generic
presentation might not hold as much value for them. Asking a few key (and powerful) questions lets you diagnose before
prescribing and ensures that you maximize the value of their time. If they still resist, then you need to ask yourself if this is
the kind of customer that you really want
to develop a relationship with.

Reason #1:
Lack of proper preparation. This is
hands down the number one reason why
most sales people fail to ask great questions and listen. Without proper planning
most reps end up asking very narrow,
closed-ended questions which solicit equally narrow and closed responses
without much opportunity to listen. You
end up carrying the burden of the conversation and it feels more like an interrogation than a dialog.
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Don’t believe me? Set up a tape recorder on your desk and record your side of
the next customer phone call. Play back
the tape and analyze how much time you
spent making statements versus listening
(dead tape is the goal!). Then pay particular attention to the quantity and quality of
the questions you asked. Were they open
or closed? Did your questions get the
customer to think differently or were they
the same questions every other rep has
asked them? Did they explore need, budget and timeframe or were they designed
to stimulate thinking around your specific
benefits?
What are some of the best questions that
you use? Want to see some of mine?
Send an email to info@timwackel.com
and put the words ACE QUESTIONS in
the subject line.
I promise I won’t share some theory out
of a sales book. Instead, I’ll share some
of the same ideas that I use myself. I can’t
guarantee that they will work for you, but
I can guarantee that they work. Hope you
take advantage…what have you got to
lose?

Tim Wackel is a veteran sales trainer and founder
and president of The Wackel Group, a training and
consulting firm dedicated to helping organizations
find, win and keep customers for life. To learn more,
visit www.timwackel.com.
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