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WINNERS’Circle
Office Essentials, St.
Louis Dealer, Moves Into
Former Corporate Express DC
In a development that could well be
viewed as one more indication of the
independent channel’s resurgence over its
big box competition, St. Louis-based
Office Essentials is moving this month into
a new facility that had previously been the
home of Corporate Express in the St.
Louis market.
The move provides an odd homecoming
of sorts for some dozen former Corporate
Express people at the company, including
current president Jim Porter and director

of business development and
marketing Kate Dougherty.
More importantly, though, it gives the
dealership far more room to grow—60,000
sq. ft. compared to the 35,000 sq. ft.
facility they have called home for the past
five years—and provides an opportunity to
set up a furniture showroom and three
separate Customer Productivity Centers to
highlight its broadening product offering.
“These are obviously challenging times,
but our business has been going quite well
and our new location positions us for
further growth when the economy does
start to turn,” Kate says.

Frohwein Office Plus,
Iowa Dealership, Draws
Positive PR from Family
Business Success
If you’re wondering if there’s still
room in the office products business
for the traditional, family-owned and
operated dealership, take a trip to
Coralville, Iowa, and spend some
time with the folks at Frohwein Office
Plus.
Co-owners Doug and Dave Parsons
recently welcomed Doug’s son Max
to the business as their new
accountant.

Three generations of family ownership at Frohweins
Office Plus: (left to right) Dave Parsons, his father C.H.
“Larry” Parsons, brother Doug and nephew Max Parsons.

Max, 23, is the fourth generation of the Parsons
family to join the dealership, which was founded
in 1922 by Max’s great-grandfather, George
Frohwein. The reins passed to Frohwein’s
son-in-law, Larry Parsons, during the 1960s, and
to Dave and Doug Parsons in 1987.
Doug took advantage of Max’s arrival to
send out a press release to his local area
publication and the response couldn’t have
been more positive.
The local Corridor Business Journal, with a
10,000-strong circulation in the Cedar
Rapids-Iowa City market, published a
lengthy profile on the dealership that
highlighted its local roots and traced the path
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of its recent growth. The article also sent a
very positive message about Frohwein’s
ability to weather the current downturn.
“We’re keeping pace; we haven’t made any
deep cuts,” Doug told the business weekly.
“We feel very fortunate to be in the Iowa City
area. It’s a great place to live and every
element you could imagine or hope for to
raise a family is here and it’s got a very stable
economy,” he added.
And, Doug told us, more coverage is on the
way from other local newspapers who like
the idea of celebrating the achievements and
successes of one of their own.
continued on page 4
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Independents
Need a

Strong
Association &
NOPA Deserves Your Support
If you’re a NOPA member, then somewhere on
your desk right now is the notice to renew your
dues for 2010. And if you’re not a NOPA
member, you should be.
There’s just too much going on—in
Washington, DC and in state houses across
the country—for independents not to have a
strong advocate on their behalf. The only way
that can happen is if our association gets the
support it needs to do the job right.
And you don’t have to look very hard for
reasons why that might be important for you
and your own business.
The healthcare reform bill that is in the final
stages of passage on Capitol Hill offers little in
the way of significant benefits for small
business, despite the best efforts of NOPA and
similar associations. But that battle is far from
over and a strong, ongoing lobbying campaign
will still be needed to keep the damage to the
small business community to a minimum and
work for genuine reform that results in the kind
of healthcare system that we really need.
On the state and local level, far too many
procurement officials seem determined to
ignore the lessons of the marketplace and
adopt a sole source approach to their
purchasing that favors big box players and
leaves independents out in the cold. NOPA
has been working hard to reverse that trend
but they will need broad support from dealers
and their business partners to make a
difference.
NOPA, with BSA, also leads the Office
Products Industry Data Standards (OPIDS)
initiative, which benefits the entire channel,
and is active using its new Independent Dealer
Locator (IDL) web site tool to boost public
recognition of “buy local” benefits and dealers
as a source of office supplies.
For those reasons alone, now is not the time
to cut an investment in a strong association
out of your budget. Write the check and put it
in the mail today. It’s not just the right thing to
do for the independent dealer community as
a whole. It’s also the right thing to do for your
business!
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Winner’s Circle: continued from page 2
Re-Branding Effort Underway for Kyle Office
Supply, Tuscaloosa, AL Dealership

“United’s whole team was very impressive,” says Chris. “It was like
bringing a full-blown marketing organization in to work with us on
the change.”
The dealership went public with the new name and new look last
month and so far initial reaction has been very positive. “We got
some very nice coverage of the change in our local newspaper and
customers have been very complementary about the change,”
Chris reports.

Watertown, SD-based Office Systems, Inc.
Becomes Office Peeps
The new Office Peeps logo: just a little
bit geeky, says chief peep Joel
Vockrodt, but customer response has
been very positive, he adds.
Brothers Drew (left) and Chris Kyle in front of a truck that bears their
new logo and graphics.
For more than 80 years, members of the Kyle family have been
serving the business community in Tuscaloosa, Alabama, and
providing more compelling evidence there’s still plenty of room for
well-run, family owned and operated businesses in the office
products industry.
Last month saw some major changes there, as brothers Chris and
Drew Kyle—the third generation of the family to hold the reins at
the dealership—launched a comprehensive re-branding effort that
included a new name, new logo, new uniforms and new company
graphics.
In addition, the dealership unveiled a new tag line: “Everything for
the office. One trusted source.”
“Our new name, Kyle Office Solutions, and our tagline reflect the
breadth of our product and services mix today,” explains Chris
Kyle. “We had been known as Kyle Office Supply for many years,
but that really didn’t tell the whole story of what we offer.”
While office supplies is certainly an important part of the mix, the
dealership is also an Office Furniture USA franchise holder and
serves as the authorized Xerox agent for a four-county trading area.
In addition, jan-san, computer supplies, commercial printing and
fine stationery are also featured prominently on the dealership’s
new web site at www.kyleofficesolutions.com
Working with marketing specialists at first call wholesaler United
Stationers, the Kyle brothers and their team spent close to a year
planning the change. “We spent many hours in conference calls
with United’s marketing people evaluating our brand as it was and
mapping out a process to update it to reflect who we are today,”
explains Chris, who gives special credit to United’s Mark Evans for
his role in the effort.

Office Systems, Inc. in
Watertown, South Dakota, is
a thriving independent with a
proud history of service to the
business community in South Dakota
and parts of Minnesota that goes
back over 50 years.
But, says president Joel Vockrodt, after 50 years, it was time for a
change. “Our business is strong, but we knew our image needed
updating,” says Joel. The result: a comprehensive rebranding of
the dealership that gives it a new name—Office Peeps—that’s
designed to combine the dealership’s core traditions and values
with an appeal that’s both fun and just a little bit different.
“Office Peeps is a professional, upbeat, contemporary brand,” says
Joel. “It emphasizes our people—our ‘peeps’—who are truly our
core strength.”
Along with the name comes a new logo, featuring an illustrated
character who’s “just a little bit geeky,” says Joel and who comes
with a red bowtie and glasses. But if the initial reaction from
customers to all the changes offers any indication, geeky is just
fine!
“It still early days, but so far feedback has been very positive,” Joel
reports. “The new look has definitely boosted the level of
professionalism for the company overall,” he says. “People are
starting to ask us if we’re part of a larger corporation or some kind
of national franchise—it’s raising our profile and giving us an
opportunity to re-introduce ourselves to customers and prospects.”

continued on page 6
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Winner’s Circle: continued from page 4
Chuckals Office Products,
Tacoma Office Products Dealer,
Names Al Lynden President

Chuckals Office
Products
president Al
Lynden
Al Lynden has been named president of
Chuckals Office Products in Tacoma,
Washington and current president Chuck
Hellar has become chairman of the company,
as part of a management succession plan that
will see him transition to more of a part-time
role over time.
Chuck and Al are co-founders of Chuckals
(hence the name), which first opened for
business in 1994. In addition to its Tacoma
headquarters, Chuckals operates branches in
California, Utah and Northern Virginia.
Before Chuckals, Al served as a senior sales
representative with Monroe Systems for
Business and as general manager of the HD
Baker Company, one of the Pacific Northwest’s
leading providers of business systems.
Prior to his appointment as president, he was
serving as vice president of the company.
“It’s hard to overestimate Al Lynden’s
contribution to Chuckals’ growth over the past
15 years,” Chuck commented. “His disciplined
management style, innovative use of
technology and outstanding leadership abilities
are all major factors behind Chuckals’ ability to
compete successfully against the national
office products chains. I am confident he will
continue to maintain the powerful combination of big business pricing and small
business service and values that has been the
hallmark of the company since 1994.”

Lonesource, North Carolina
Dealer Acquires Tennessee
Dealer NOI Supply

Odell has operated Office Ink since 1988,
although the business has roots in
Jacksonville that go back to 1917.

In Cary, North Carolina, Lonesource hit the
acquisition trail last month with a deal that
brings Tennessee’s NOI Supply, a division of
Nashville Office Interiors (NOI), under its
umbrella.

“We are very fortunate to be able to continue
the long tradition offered to businesses in
Jacksonville and the surrounding area. The
store and its owner are well liked and
respected in their community. This dealership
is everything we look for as we continue to
grow our business,’ said Steve.

NOI Supply is one of the largest independents
in Tennessee with operations in Nashville,
Memphis and Chattanooga.
Lonesource said it will retain NOI Supply’s
approximate 44 employees and 33,000 sq. ft.
of warehouse and office space.
“By acquiring NOI, we are combining a wide
range of products, expertise and resources
that will provide even greater value to our
customers, employees and shareholders,”
said Lonesource CEO Bradley King.
“Lonesource will continue to expand into other
major markets through acquisitions and will
deploy all of our capabilities to best serve our
expanding customer base.”
Bob Hesson, NOI Supply’s general manager,
will assume the role of Lonesource general
manager and vice president of the Tennessee
market. NOI will continue to operate as a
contract furniture company, Lonesource said.

Midwest Office Supply,
Illinois Dealer, Acquires
Office Ink of Jacksonville
Springfield, Illinois-based Midwest Office
Supply last month announced it has acquired
fellow independent Office Ink, about 30 miles
west of Springfield in Jacksonville, Illinois.
“Midwest has been delivering office supply
product and services throughout central
Illinois for some time and when Office Ink
owner Odell Fellhauer suggested he was
considering retirement, we were presented
with an opportunity we could not dismiss,”
commented Midwest managing partner Steve
DeMarco.
Steve said long term plans for his dealership
have always called for growing a more visible
presence throughout the Midwest and
acquiring Office Ink helps further those plans.
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The deal gives Midwest a total of five local sales
offices in Illinois including Springfield, Peoria,
Marion, Effingham and now Jacksonville.
“With Office Ink coming under the wing of
Midwest Office Supply, I am confident that my
valued and appreciated customers will be
very happy with the continued service
provided by the current Office Ink staff as they
join the Midwest team. I am also certain our
customers will benefit greatly from the new
pricing and product selections that will now
be available to them,” Odell said.

In Central Louisiana, Sayes
Office Supply Announces
Merger Acquisition Agreement
with Price Office Supply
When Kenny Sayes goes Christmas shopping,
he doesn’t mess around! Just in time for the
holiday season, Kenny, president of Sayes
Office Supply in Alexandria, Louisiana,
announced a merger acquisition agreement
with fellow independent Price Office Supply, a
friendly competitor for over 30 years.
The deal solidifies Sayes’ position as an office
supply leader in Central Louisiana and, Kenny
told the local newspaper, expands his
customer base by some 40%.
In addition, it gives his dealership an expanded
presence in two growth areas— janitorial and
"scratch-and-dent" office furniture.
"Really and truly, the process went so quick
and smooth because John and I are both
trusting individuals," Sayes told the
newspaper. "It has been a great experience for
everybody. It all worked out very well."
continued on page 7
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Winner’s Circle: continued from page 6
Bob Chilton,
Phillips Group
Office Products
Div. President,
Celebrates 30th
Anniversary
In Middletown, PA, the
champagne was flowing
at the Phillips Group as
Bob Chilton, president of
the dealership’s office
products division, celebrated his 30th year of
service at the company.
Bob got his start at the dealership on the retail
floor but soon moved into purchasing before
becoming vice president in 1984 and
eventually COO and president of the
company’s office products operations.
“I knew I wanted to be a business career but
I had no desire to be part of the large
corporate world,” Bob recalls. “I was looking
for a solid local company in central
Pennsylvania that I could grow with and

Phillips seemed like an ideal candidate.”

challenges, they probably made us a lot
stronger in the long run,” he contends.

Along the way, he’s also become active in
industry organizations and currently chairs the
NOPA Board of Governors.
When Bob joined Phillips in 1979, it was a far
different company than today, operating in a
far different industry.

Partly in response to big box challenges, the
Phillips Group joined the is.group dealer
co-op in 1991 and, Bob says, membership
has also been a source of major changes and
improvements at the dealership.

Placing orders, he remembers, involved
waiting up to a month for deliveries on direct
buys, with wholesaler orders, just about all of
which were placed over the phone, taking well
over a week to show up.

Today, the overall state of the economy is
creating its own set of challenges but Bob
says he’s optimistic about prospects for the
coming year, at least on the office supplies
side of the house.

“Phillips was a much smaller organization
back then—fewer than 40 employees,
compared to some 200 today—and our retail
stores were an important part of the
business,” he recalls.

“Business still may not be where we’d like it
to be, but over the past three months, it’s
become more consistent on a daily basis and
that’s an encouraging sign,” he points out.
“While our furniture business looks like it’s
going to have another challenging year, we’re
encouraged on the supplies side and certainly
expecting to exceed our performance in
2009.”

It was a time when there were no big boxes
or dealer groups, both of which brought major
changes, he says. “The big boxes made us
re-think just about everything we did and
while they certainly presented some major
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OF
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How a Small Business Forms Distributor
Became the Largest Office Supply Dealer
in Northeastern Pennsylvania
“I was on the Board of Directors of the
National Business Forms Association some
years back. We took a close look at what
was going to affect the industry’s future,
and concluded that if we stayed in the
forms business as it was currently
operating, we were riding a dead horse.”
Those are the words of Patrick McMahon,
president and CEO of One Point, Inc.,
Scranton, Pennsylvania, a $17-million office
supply, furniture, and printing business.
“We knew that forms were not going away,
only that they would now be in digital form
and printed by the user or an outside
source,” McMahon explains. “We wanted
to be that outside source.”
n One Point, Inc.
Scranton, Pennsylvania
n Patrick McMahon, President and CEO
Michael Conahan, Treasurer and
Chief Operating Officer
n Forms, supplies, furniture, printing,
commercial flooring
n Founded: 1955
n Sales: $17 million
n Employees: 53
n Partners: AOPD, TriMega,
United Stationers
n Online Sales: 55 percent
n Web: www.opoffice.com
JANUARY 2010

McMahon, along with partner Michael
Conahan, now treasurer and chief operating
officer, concentrated their efforts on the
banking industry, and through several
mergers and acquisitions, including Optimum Systems in the forms business,
Deemers in office supplies, and CD&F in
furniture, have not only built a strong vertical
sales operation with banks, but also a
growing office supply and furniture business.
“What’s your secret of success?” I asked
both McMahon and Conahan. “We take
advantage of opportunities when they
present themselves, and we try not to
define ourselves too narrowly,” answered
McMahon.
Conahan added, “All our employees are
involved in the annual planning process. We
prepare monthly financial statements and
monitor every aspect of our operations—
from sales by item and margin to customer
profitability. This has really helped us get
through these difficult economic times.”

A Lot More Than Forms
Banks now represent 25% of One Point’s
total volume, but it’s not just forms. They’ve
sold banks on the idea that One Point will
warehouse all the forms, so that each
branch can order as needed. Then they
said, “We will do the same for supplies.”
INDEPENDENT DEALER
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by Jim Rapp

Then they said, “We can do the same for
your furniture needs and handle interior
design and other services, so you won’t
need a headquarters staff for any of this.”
The company, now an OF-USA franchise,
operates furniture showrooms in Scranton
and Reading, Pennsylvania. One of their
specialties is flooring, which has further
expanded their business.
Two full-time graphic designers develop the
software for the custom forms for each
bank customer. Then the printing is farmed
out to the most cost-effective printing
company.
While One Point buys paper by the
truckload, they warehouse fewer than 200
SKUs of office supplies. Instead their
warehouse is filled with custom forms,
ready to be delivered to each branch bank,
and, by the way, already purchased and
paid for by each bank headquarters!
One Point sets aside a portion of their
earnings for charitable work, and a
committee of their employees decides how
the money will be distributed.
When I asked about future growth, I heard
these words: “We’re always looking for new
opportunities.”
Given a company that doesn’t like to define
itself too narrowly, it’s difficult to predict
where the next opportunity will appear.
Page 8

San Francisco Auditor’s Report Alleges $5.75
Million in Overcharges By Office Depot; Company
Settles With SEC on Charges of Improper Leaks to
Investment Analysts
Office Depot overcharged the city of San
Francisco by at least $5.75 million between
January 2005 and July 2009, according to
a new, 96-page report from the city
controller’s office.
The amount represents more than 25% of
the $19 million the city paid to Office Depot
during the period audited.

4Office Depot inappropriately placed
limits or price floors on discounted
prices, resulting in $1.3 million in
overcharges.
4Only 15% of the city’s expenditures were
for items in the highest discount category
instead of the 46% projected in the
contract.

The San Francisco audit is the latest in a
string of reports from state and local
governments and investigative journalists
that have alleged Office Depot overcharged
state and local governments and school
districts for supplies.

4Office Depot used an incorrect
methodology to increase prices for the
other category of items in the contract.

Such allegations have been made by state
and local officials and reporters in California, Colorado, Florida, Georgia, Missouri,
Nebraska, North Carolina, Ohio and Texas.

422% of orders placed in March 2009
were delivered later than the next day,
in violation of contract terms.

In addition, Office Depot has disclosed it is
under investigation by five federal agencies
for alleged fraudulent transactions
Office Depot agreed last year to refund
California $2.5 million after an audit found
items were purchased without receiving
the expected discount, the state’s Department of General Services said. That came on
top of a separate $2.5 million settlement Office
Depot agreed to pay nine California counties in
2007 for allegedly overcharging customers in
stores. Last March, a Berkeley audit found
more than $250,000 in overcharges, the San
Francisco Chronicle reported.
Among the findings contained in the San
Francisco auditors’ report:
4Half of the city’s expenditures did not
receive the required discounts because
they were for items not on approved
price lists, causing over $4.3 million in
over-charges to the city.
JANUARY 2010

4Office Depot violated contract terms by
allowing nearly $2 million in purchases
to be ordered via phone or fax.

4Office Depot charged the city $26,000
in delivery fees.
In addition, auditors charged Office Depot
inappropriately removed some contract
restrictions and implemented unauthorized
price increases that violated contract terms.
Following release of the audit, San
Francisco City Attorney Dennis Herrera
sent letter to Office Depot demanding
Office Depot reimburse the city with interest
and also cover costs for the audit and
attorney’s fees.
“If the City is unable to obtain a satisfactory
informal resolution of this matter, I will not
hesitate to pursue the matter in court,”
Herrera told Office Depot. “Further, if court
action becomes necessary, rest assured
that my office will vigorously pursue the
City's claims to the fullest, including
seeking civil penalties and debarment, if
appropriate.”

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

Also last month, Office Depot announced it
has reached a proposed settlement with
U.S. regulators involving allegations that it
improperly
leaked
information
to
investment analysts.
The company said chief executive Steve
Odland and two former employees had
been notified that staff at the U.S.
Securities and Exchange Commission has
recommended a civil enforcement action
be brought against them for possible
violations of SEC regulations governing
public companies’ disclosure of material
information.
Without admitting or denying liability, Office
Depot said it has agreed to pay a civil
penalty and to adhere to rules related to
dissemination of information and record
keeping.
Office Depot last year disclosed that the
SEC was investigating communications it
had with Wall Street. At the time, a
spokesman said the probe involved
allegations that Office Depot made a series
of phone calls to analysts in June 2007,
warning them that weak economic conditions were hurting its sales.
The SEC also was reviewing other matters
including, inventory receipt and reserves,
timing of vendor payments, certain intercompany loans, certain payments to
foreign officials, inventory obsolescence
and timing and recognition of vendor
program funds.
For more information on Office Depot’s
state contract problems, visit the Depot
State Contract Watch section of the
INDEPENDENT DEALER web site.
continued on page 12
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Industry News: continued from page 10
‘Survivors’ in Upbeat Mood at
Office Partners Annual Meeting

upbeat and positive, even with all the challenges of the current
economy,” commented Office Partners founder Jim Hebert.
Theme for the meeting was “Survivors,” Hebert said. “If you made
it through this year you were a survivor and certainly had something
to celebrate. Nobody was voted off the island and we had a packed
house on both the vendor and dealer side, with everyone there
looking to find new and better ways to improve their business.”

is.group Completes Transition to United Stationers for its
Self-Distribution Program, Announces 2010 Annual Meeting
Dates and Location

The 2009 Office Partners meeting offered plenty of opportunities for industry
networking. Taking full advantage last month were (left to right) Don Mikolasy of S.P.
Richards, Bud Mundt of AOPD, Joe Templet of United Stationers, Chris Bates of NOPA,
John Burgess of S.P. Richards and Jim Hebert of Office Partners.

December in Tampa usually means one thing for the office products
industry: time for the Office Partners annual meeting.
Last month was no exception, as the Birmingham, Alabama-based
buying group held its 11th annual “Gathering on the Gulf” event,
where dealer members sat down for a series of one-on-one
meetings with over 50 of the group’s key vendor partners.
“It was a great meeting and showed that independents can still be

The is.group dealer coop announced last month it has successfully
transitioned third-party logistics services for its self-distribution
program from its former provider, Synnex Corporation, to United
Stationers.
is.group said its members are now able to order through the
is.group self-distribution model from 31 United Stationers
warehouses throughout the country versus the 3 distribution centers
it had contracted with Synnex.
is.group dealers began ordering through this new model on November
16 and within the first two weeks, United Stationers distributed over
1500 orders to over 175 is.group dealers, is.group said.
Additionally, is.group said over 10 dealers are utilizing the
organization’s RDC Test Drive program that allows non-members
continued on page 14
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Industry News: continued from page 12
to take advantage of the distribution model for a trial time period
before joining.
is.group said the move to United Stationers enables members to
experience a 74% average reduction in membership fees and
reduces the group’s operating expenses.
Separately, is.group last month announced the dates and venue of
its 2010 Annual Membership Meeting.
The meeting, which will take as its theme “Collaborate—Achieving
More Together,” will take place June 2-4 in Denver, with the trade
show at the Colorado Convention Center and the seminars,
shareholders’ meeting, and other events taking place at the
conference hotel, Hyatt Regency Denver.
Registration information will be issued in the near future, and interested
parties can contact Cora Baker at is.group (317-579-1111).

The second day consists of “members only” programming, dedicated
to an educational seminar, dealer roundtable discussion as well as a
membership meeting.
“This event continues to be very well attended, primarily due to the
popularity of the one-on-one meeting format,” said Michael Morris,
TriMega’s vice president of marketing.
“Both dealers and suppliers regard these Regional Meetings as an
invaluable opportunity for quality face-to-face connections and focused
business development, so much so that in 2009 we set attendance
records at our Regional Meetings, despite the obvious economic
challenges. Members are able to walk away with tangible insights and
info that has immediate application in their business,” he added.
The schedule for TriMega’s Connect 2010 Regional Meetings, is as
follows:
Feb 25–26

Western | Scottsdale, AZ

TriMega Announces 2010 Regional Meetings

Mar 11–12

South East | Nashville, TN

TriMega Purchasing Association has announced details of its upcoming
Spring Regional Meetings.

Mar 25–26

South Central | Fort Worth, TX

Apr 22–23

North East | Uncasville, CT

The meetings, which this year take the theme of “Connect 2010,” will
take place from February to May in each of the five regions to which
TriMega’s 590+ members are assigned.

May 20–21

North Central | Chicago, IL

Complete details for “Connect 2010” will be available shortly at
www.trimega.org/connect.

Each event features a one-on-one meeting format whereby each
attending member dealership has up to 20 individual meetings
scheduled with each of the invited suppliers in attendance.
continued on page 15
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Industry News: continued from page 14
S.P. Richards Announces 2010 West Coast Show Plans
In what it describes as a show of continued commitment to the
bookstore market, wholesaler S.P. Richards has announced it will
hold a West Coast Show in 2010, April 20-21 in Ontario, California.

In addition to the new DC, Supplies Network also operates regional
centers in Fresno, California; Carlisle, Pennsylvania; and St. Louis,
Missouri, where the company is headquartered.

The show is intended to kick off the 2010 Back-To-School season
and continues a tradition begun by regional wholesaler PPI, which
S.P. Richards purchased in 2008.

United Stationers Wins Special Awards for Reseller
Publications; Adds Enhancements to its Visual Planner
Program for Office Layouts

Theme for the show will be “No Buyer Left Behind” and S.P.
Richards said it will be pulling out all the stops in a challenging
economic climate, and offering bookstore buyers the absolute
lowest prices of the season at the show.

United Stationers’ OfficeLine and Technology Executive News
(TEN) magazines have earned special recognition from the Custom
Publishing Council, the leading association for the custom
publishing industry in the United States.

Supplies Network Opens New Dallas Distribution Center
IT supplies wholesaler Supplies Network has opened a new, 70,000
sq. ft. distribution center in the Dallas area. Supplies Network said
the new facility more than doubles previous warehouse space and is
equipped with world-class technology, material handling equipment,
radio frequency scanning, bar-coding and quality control tools.
“The facility positions us to grow business in the Southwest, with
one-day ground delivery for Texas and Oklahoma, and major cities
in Louisiana and Arkansas,” said Greg Welchans, president of
Supplies Network. “In the last five years, Supplies Network has
equipped all four distribution centers with leading edge technology
from the ground up, and offers one- and two-day ground delivery
to 99% of the U.S. population.”

The magazines received a Silver Award for Design: Most Improved
Publication as part of the Council’s Pearl Awards program, which
each year recognizes custom publishing excellence across a broad
range of industries. The editorial and design award categories
focus on the best new, ongoing, and improved publications.
Jeff Kressmann, senior manager, communications and public
relations, accepted the award on behalf of United Stationers
Supply.
“It’s an honor for our magazines, published exclusively for our valued
reseller customers, to be judged among the best by the Custom
Publishing Council,” Kressmann said. These magazines started as
internally-produced newsletters and now they have won a Pearl
Award. It’s a first for United Stationers, and our relationship with GLC
Custom Publishing [United’s partners on the publications] was
continued on page 16
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Industry News: continued from page 15
integral to the successful redesign of our magazines.”

mutual customers.

Separately, United announced it has enhanced its Mid-Market
Visual Planner to facilitate easier office layouts with the furniture
available in its Mid-Market Furniture Catalog.

“We are very excited about this partnership,” says Anshul
Choudhry, general manager of ECi Britannia. “Our goal is to help
educational retailers earn more and operate with the highest
efficiency while helping their customers save money. This initiative
is backed by an experienced team and excellent customer service
that is unmatched in the industry.”

United said nearly 500 “typicals” for workstations, executive offices,
etc., have been added to the product library, making it faster and
easier to present multiple, alternative designs to a customer.
Upgrades in the Visual Planner quote page provide salespeople with
additional flexibility in working with product information including
item numbers, descriptions, selected finishes, and more. For
example, existing furniture in a space can now be visually
represented in 2D and 3D drawings while reflecting necessary
adjustments on the quote page.
Information on Visual Planner is available from United Stationers
Account Managers.

“This expansion of our relationship with Britannia ushers in a new
era of opportunities for our mutual customers,” says Brad
Summersell, executive vice president of ER. “Not only will our
customers be able to automate existing business within the school
market, they will be able to offer a full-line solution for teachers and
schools, including immediate access to the thousands of new
products introduced annually.”

AOS Ware Launches Online Customer Rewards Program
ECi Britannia Announces Partnership with Educators Resource
Dealer technology provider ECi Software Solutions has announced
a new partnership between its ECi Britannia business unit and
educational products wholesaler Educators Resource (ER).
Currently, Educators Resource provides quarterly item file updates,
e-content product images and marketing information for customers
to display on their web site, hosted through Britannia’s BritLink.
Under the new agreement, ECi Britannia and Educators Resource
will provide electronic ordering and stock check capabilities to their
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Dealer technology provider AOS Ware has launched a customer
rewards program for its OP Commander 3.0 online ordering
platform.
The program will allow independent dealers to offer their customers
the ability to earn rewards points on purchases made through the
AOS Ware e-commerce web site, the company said.
The rewards program can be implemented on a customer by
customer basis; meaning the web site can offer different rewards
and point weights from one customer to the next. Point weights
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include one or more points for every dollar
spent or percentages on the dollar.
For a demo or for more information, e-mail
sales@aosware.com or call 888.310.9964.

Prosperity Plus Offers Start Up
E-mail Marketing Program for Dealers
Dealer consultants Prosperity Plus
Management Consulting has released a new
marketing program that it says helps
dealerships take advantage of the speed
and reach potential of the Internet without
spending a massive amount of cash.
The group said its new E-Marketing Starter
Program provides the setup and support
necessary to get a comprehensive and
well-conceived creative campaign underway
for independent dealers of either office
products or mailing systems.
It is designed as a turnkey program that
generates a regular outflow of promotion to
a wide range of prospects via email, and
then provides the metrics that reveal

readership on-demand 24/7. The program
also includes 90 days worth of training,
account support and the creative concepts
necessary to launch an engaging
campaign, the firm said.

“This is a great day for the people of
Nukote. It’s a great day for our customers
and business partners who have stood
loyally by us during the past six months,”
said Nukote chairman John Rochon.

For more information, contact Prosperity
Plus at 631-382-7762 or
e-mail info@prosperityplus.com.

“Nukote is now well-stocked with products.
We can supply virtually anything our
customers need,” Rochon said.

Nukote Exits Chapter 11
The federal judge presiding over image
supplies maker Nukote’s reorganization last
month confirmed the company’s reorganization plan, allowing the company to
emerge from Chapter 11.
Nukote filed for Chapter 11 protection on
June 3 in federal court for the Middle District
of Tennessee. Since then, Nukote said it has
reduced its costs, streamlined its
management structure, revamped its
leadership team, moved its headquarters
from Rochester, NY to Dallas, renegotiated
its debt and significantly increased its
manufacturing.

Under the reorganization plan, Nukote
becomes a wholly-owned subsidiary of
Richmont Global Unlimited, Inc., a private
merchant banking partnership headquartered in Dallas. CIT Group/Business
Credit Inc. is providing exit financing for the
plan and a credit facility for the company’s
operation and growth.
“When we filed for reorganization back in
June, we pledged to continue serving our
customers and to rebuild our company for
the future. Thanks to the fine work of our
team, that’s exactly what we did. Today,
Nukote is a stronger company and is
well-positioned for a long, successful
future,” said Rochon.
continued on page 18
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C-Line Launches New Colored Project Folders
C-Line Products has introduced two new styles of Colored
Project Folders. The company’s Colored Project
Folders with Write-On Tab are made from
heavyweight, archival quality polypropylene.
The addition of a write-on tab enables easy
identification that works with pencil, ball point pen or
permanent marker, while a gusseted corner design
allows folders to expand to hold up to 100 pages. The
folders hold 11 x 8-½ sized documents and come in an
assorted box of 25 with a suggested retail price for a
box of $17.40.
Also new is C-Line’s Locking Project Folders with Index Tab.
Also made from heavyweight, archival quality
polypropylene, the folders can expand to hold up to 50
pages of 11 x 8-½ sized documents and come 25 to a box
of either assorted colors or all clear. Suggested retail price for the
assorted is $16.80/box and the clear is $16.50/box.

New Reps for ACCO in Mid-Atlantic
ACCO Brands USA LLC has announced the selection of The Source
Group to represent the company in the Mid-Atlantic region. The
Source Group includes Ron Zuzovsky, Danny Wilson, Sharon Lancer,
Lisa Grogan, Jeremy Broffman and Heather DiLissio, and will call on
buying groups and independent dealers in District 3 to promote and
market the entire ACCO Brands family of office and tech accessory
products. For more information, please visit www.acco.com or
www.sourcegroupreps.com.

The Highlands Group Announces National Supplier
Partnership with Kimberly Clark
Independent rep organization The Highlands Group has announced
a new national supplier partnership with Kimberly Clark. This
partnership will commence in February 2010, initially to provide
national sales support to wholesalers and independent dealers in
the office products channel, the group said.
“For a number of years cleaning and break room has been the
fastest growing vertical market in the OP channel,” commented
Highlands Group CEO Bob O’Gara. “Assisting the dealer
community in their efforts to sell a broader product assortment to
their existing customers is a critical element in our effort to
contribute to the long term growth and profitability of the office
products community.

products channel. We view this decision as a testament to the
commitment we have to further expand our focus on this unique
channel.”

Akers Business Solutions Selected as New Rep Firm
by Avery Dennison, Earns Honors from Clover
Rep firm Akers Business Solutions (ABS), which covers seven states
and the District of Columbia in the Northeast and Mid-Atlantic, has
been selected as new office products representatives for Avery
Dennison. “We are so honored to represent such a dynamic and
professional company as Avery Dennison and we look forward to
exceeding all expectations,” commented ABS president Darlene
Akers.
Separately, ABS announced Clover Technologies presented its Rep
of the Year award to Tom Walther, who covers the Pennsylvania
market for the organization. Tom generated an increase in sales of
over $2 million for Clover, ABS said.

Office Snax on the Move
Office Snax, suppliers of food, snack and beverage items to the
office, has moved to new headquarters at 533 N. County Line
Road, Hinsdale, IL 60521. All telephone numbers, fax numbers and
e-mail addresses remain the same.

Added Mike Leeman, customer development manager at
Kimberly-Clark, “Kimberly-Clark Professional is thrilled to have
chosen The Highlands Group as a resource to help continue the
rapid growth of our branded products and systems in the office
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NOPAnews

NOPA and New Jersey Dealers File Court
Appeal on Supplies Contract Decision
Attorneys for NOPA and its dealer members in New Jersey filed
an appeal last month in the state’s Superior Court, Appellate
Division to challenge the state’s award of its office supplies
contract to Staples Business Advantage through the National
Joint Power Alliance (NJPA).
Given the urgency of a decision, the court decided to expedite
hearing of this case, offering prospects of a decision in January.
State contracts with dealers throughout New Jersey that were
extended through November 30 have now expired. NOPA is
pursuing both legal and legislative options to challenge the
state’s decision.
Dealers throughout the country are monitoring this case, which
is the independent industry’s first legal challenge of a
sole-source, non-competitive state contract award to one of the
big box companies through a national cooperative agreement.
The 7-point challenge, if decided in NOPA’s favor, is one that
may be instructive when similar award situations arise
elsewhere around the country.
The legal challenge is based on the following arguments:
n The state exceeded its authority by negotiating a
separate contract with Staples that included terms and
products not found in the NJPA agreement and also by
extending the contract pricing to private small
businesses state-wide.
n The award of the Staples contract on the basis of
anti-competitive and unduly restrictive specifications
was inconsistent with New Jersey procurement law.

n The underlying procurement conducted by NJPA was
not competitive as mandated by New Jersey law in
situations where the state piggy backs on a national or
regional cooperative agreement.
n The state’s use of a market basket analysis was
arbitrary, capricious and unreasonable and an abuse of
discretion and the state should have known its pricing
comparison structure was invalid.
n The state’s denial of the standing of NOPA and
dealers to protest the Staples award insulates
cooperating purchasing decisions from agency review
and improperly denied appellants their right to review
the award.
n There is no authority in New Jersey procurement law
that authorizes the state to pay an administrative fee to
NJPA, since it results in an improper windfall and is
against well-established public policy.
n The Staples contract is not in the best interests of
New Jersey and the state’s entry into the contract was
arbitrary, capricious and unreasonable, and an abuse of
decision-making discretion.
Virtually every state in the country has a law similar to that in
New Jersey that gives state purchasing officials specific
authority to utilize national cooperative arrangements when
deemed advantageous to the state. NOPA is in the process of
reviewing these laws, which may be subject to abuse when a
state, such as New Jersey, exceeds its authority as is argued
in the NOPA appeal.

Healthcare Legislation Passes Senate – Tough House-Senate Conference Lies Ahead
On December 19 the U.S. Senate cleared Senate Majority Leader
Reid’s compromise “manager’s amendment” with a 60-vote
majority, ending the filibuster threat on the healthcare reform bill.
With Senate passage of the amended House bill nearly assured,
attention has turned toward the streamlined House-Senate

conference on this bill, which may prove equally difficult to settle.
Political observers anticipate that House conferees will be under
major pressure to accept many of the revised terms of the Senate
bill to gain final passage of the legislation.
The manager's amendment included the many compromises
continued on page 20
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added during final Senate negotiations
over the bill.
Efforts were made to make the bill more
attractive to small businesses, through
expanding eligibility for tax credits for
purchasing health insurance to include
higher average wage thresholds for both
businesses with 10 or fewer ($25,000 or
less) and 25 or fewer ($50,000 or less)
employees.

Overall, however, coalitions representing
small business groups in a broad cross
section of industries have announced their
strong opposition to the Senate bill as
amended.
In a statement issued on December 22
(available at www.nopanet.org), the Small
Business Coalition for Affordable
Healthcare, in which NOPA participates,
summarized its views as follows:

In addition, these credits would become
available in 2010, rather than in 2011 and
the definition for part-time workers has
been recast on a quarterly average (390
hours) rather than a weekly (30 hours)
basis.

“Before our leaders head to the

The amendment also requires the
Government Accountability Office (GAO)
to review the impact of the new insurance
exchanges set up under the bill in terms of
their actual use by small businesses to
obtain more affordable health insurance.

small business has been asking

Senate floor and back home to
their constituents to hail the
Patient Protection and
Affordable Care Act as the gift
for, we encourage them to
please take another look at the

deliver the meaningful and
sustainable reforms that small
business needs to lower
insurance costs without
burdening them with additional
new costs of running their
business?’ We believe that
answer is no.”
Small businesses in the office products
industry are encouraged to visit the
NOPA web site www.nopanet.org
and the Coalition’s web site
www.SmallBusinessHealthcareCoalition.org
for updates on this major legislation, and
to voice their concerns about the bill to
their senators and representatives.
Democrats are pushing for passage of a
final bill before the President’s State of
the Union address in late January.

small business wish list. They
should ask: ‘Does H.R. 3590

“My NOPA membership gives my company
a stronger voice by acting as our advocate
for the independent dealer community. As
the complexion of the industry continues to
change, it is nice to have a unified group
working on the issues that challenge us
every day. Their involvement in
government advocacy and industry data
standards are essential to every
independent dealer.”
David Sanner, President
Sanner Office Supply
Erie, Pennsylvania
NOPA Member Since 1996
I AM
For membership information,
call 800.542.6672
or visit www.nopanet.org
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Navigating the
Turbulent Waters
of Recession

by Jim Rapp

What Worked Best for Dealers in 2009 and
What They Are Planning For The Future
Exceptional. Extraordinary.
Impressive. Superb. Proud. These
are words that came to mind as I
listened to dealers talk about how
they and their people have dealt with
the greatest economic disaster since
the Great Depression of the 1930s.

As many firms have closed their doors, independent
office products, furniture and equipment dealers have
not only found a way to stay in business, but in almost
every instance have kept the bottom line in the black.
They may not have slain the recessionary monster, but
they definitely have him on the run.
It has not been easy, but as you will see as you read
on, the recession has given independents new
energy to be more aggressive, try new approaches
and become more efficient. And all that will make
them stronger as they approach the future, a future
still uncertain as we move into the new year.
Here dealers talk about what has worked best for
them over the past year or so, and what they plan for
2010.

continued on page 22
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Innovative Office Solutions (IOS), Burnsville, Minnesota. “We’ve
had another record- breaking year, in both furniture and supplies,
and we expect double digit growth in 2010,” says IOS’s Jennifer
Smith confidently.
“As 2008 was drawing to a close, we saw the downturn coming, and
decided that we shouldn’t wait to see what effect it might have on our
business, but instead invest in more people and new technology. We
increased our workforce by 25%, which included more inside sales and
support. Although furniture slowed in early 2009, it picked up in the third
quarter and improved further in the fourth quarter.”
IOS specializes in the education market, and that’s where much of
their furniture business comes from. They have also added tile and
window treatments to their stable of services.
They have also engaged Tom Ketchum and his SalesTactix
organization to help with lead generation—arranging appointments
with offices of 20 or more—and Smith reports that this effort has
also been quite successful.
IOS works closely with two sport franchises in town—the Minnesota
Wild hockey team and the Minnesota Twins baseball team. They
support the Minnesota Wild Foundation as a charity of the month
sponsor. They also recently received the contract as a supplier for the
new Twins stadium that’s under construction. Perhaps best of all, IOS
recently received the supplies contract for the State of Minnesota!

which they started in 2009. Although they are just gearing up to
expand the program, they now have more than 50 installations. One
of the unintended consequences of their efforts has been to
invigorate their salespeople to go out and do demo parties, a
chance to visit with customer people and get better acquainted.
“Amazingly, having ‘coffee with a friend’ has really made a difference
in the relationships between customers and our reps,” says Peterson.
For 2010, Warden’s will continue the effort to get new accounts, and
build the service aspects of their business.

Superior Business Products, Schenectady, New York. “2009 was
a very difficult year for us,” explains Superior’s Ray Seefeld, “but
2010 shows promise. I believe we will see economic improvement
as early as the second quarter of this year.”
The state of New York is having severe financial problems and
Superior serves Albany, the capital.
continued on page 24

Warden’s Office Products Center, Modesto, California. “2009 was
a very tough year for us,” admits Warden’s Chris Peterson.
“Furniture was down 10 to 15%, supplies were flat and margins
were thinner but it might have been worse, if it wasn’t for the fact
that we added 120 new accounts during the year.”
Peterson described the economic situation in the San Joaquin Valley
as perhaps the worst in all of California, with thousands of vacant
and foreclosed homes, which were built to attract commuters from
as far away as San Francisco. The situation has not improved, so
2010 will certainly be a challenge for all businesses there.
A bright spot for Warden’s has been their Keurig coffee service,
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How can you help
erase cancer?

canswer.
MWV - MeadWestvaco is making an impact in the fight against
cancer and our product promotions benefiting City of Hope allow
us to do that. Through specially packaged items that support their
breast cancer programs, we have successfully connected our
business with City of Hope’s lifesaving mission.

David J. Williamson
General Manager of
MWV - MeadWestvaco’s
Office Products Group

Doing well is good business. Enhance your business through a
charitable sales promotion and help City of Hope’s National Office
Products Industry find the answers to cancer. Contact Matt Dodd
at 866-905-HOPE or visit cityofhope.org/CRM.

Cover Story: continued from page 22
Seefeld says that following a poor first half of ’09, they ended the
year in a flurry, writing, on average, $10,000 worth of new business
every week. They added two salespeople and have been “knocking
on a lot of doors.”

and jumping aggressively into facilities maintenance.

They have had good results with the Goldmine CRM software
program from Longbow Consulting, talking to customers about
items they’re buying from other sources.

The company added two salespeople in 2009 and are planning on
hiring several more in 2010. They sell facilities maintenance as a
service, not simply selling jan/san products.

“We continue to broaden our product offering,” states Seefeld. “We
are now a distributor for Green Mountain coffee and Coca-Cola
products. We have also increased our efforts on furniture, which is
beginning to show results.”

Many of their customers are large users—manufacturing facilities,
very large offices, etc. A lot of the volume comes from renewables
—can liners, paper towels, soap, tissue and other items used in
dispensers. Much is sold in case quantities.

“We've been doing business reviews for a couple of years now and
they definitely help with retention,” Miller explains. “It’s a great way
to let our customers know we're looking out for their best interests.”

The former head of Corporate Express’s janitorial program in
Memphis now manages Yuletide’s facilities maintenance division
and has also taken on the sales manager’s role at the dealership.
Major efforts for 2010 include the installation of the new Goldmine
Premium CRM program, which will include a new e-mail marketing
element.

Yuletide Office Solutions, Memphis, Tennessee. “Our sales volume
was down just 4% in 2009 over 2008, but it would have been much
worse if not for some extraordinary effort on the part of all of our
people,” said Yuletide’s Justin Miller.

They will also start a customer rewards program, focusing on the
small customer category, where churn is the highest. They have also
hired a full-time marketing director, to coordinate all these efforts.

The dealership’s two most successful initiatives, according to Miller,
have been a stepped up effort on business reviews with customers,
continued on page 25
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Guernsey Office Products, Chantilly,
Virginia. Guernsey is a major player in the
northern Virginia, D.C. and Maryland
markets. President and CEO David
Guernsey reports that their sales have been
over plan for the fiscal year ending in June,
and that the last half of ’09 showed
improvement, with furniture up significantly.

They operate a high volume retail store, with
a broad product offering that includes art
and school supplies and copying services.
An interesting sideline is time clock
systems, which they sell to factories and
packing houses, to the tune of $8,000 each.
The company has restricted its advertising,
moving away from expensive TV and
newspaper ads and concentrating on
business publications instead. They push
“buy local” whenever possible, which is
paying dividends, according to Tuesley.

As other dealers report, customers are buying
less, even though they have the same number
of employees. Guernsey says that annual
purchases per employee have dropped
significantly—from $700 to about $500.
The company has been able to offset some
of those losses from an aggressive program
of going after new business.
“We have had no layoffs during the entire
downturn,” Guernsey explains, “but we
have been very focused on costs
throughout our operation, from products to
all the services we buy. We will soon open a
new distribution facility, replacing three
smaller warehouses, which will help us
reduce costs even further.”
“A lot will depend on the employment
picture, but I believe that 2010 will be a
better year for independents than 2009,”
Guernsey predicts.

Yakima Bindery and Printing Company,
Yakima, Washington. “We have been very
lucky here, in that we haven’t had a lot of
job losses. Real estate prices didn’t go so
high to start with, so they didn’t drop very
much either,” states owner Prescott Tuesley.
“This is an agricultural area with lots of
orchards, and crops were good in 2009.”
Tuesley said that 2009 sales ran dead even
with ’08, and he’s looking for a slight
bump-up in 2010.

AAA has placed a major effort on cold
calling—where reps spend 15-20% of their
time—and they’re tracking and measuring it
carefully, which has produced good results.
Bertelson Total Office Solutions, Golden
Valley, Minnesota. “We’ve broadened our
product offerings in all three divisions of the
company—supplies,
furniture
and
janitorials—which has helped us hold our
own, except for furniture, which dropped
considerably in ’09,” says Bertelson’s
Stephen Unruh.
“We’ve done particularly well in jan/san.
We’ve gone after the big users, selling a
complete line of chemicals, equipment and
supplies and that has put us at a volume
level where we can compete on price and
still improve margins.”
Bertelson has also installed an improved
CRM program that has helped them keep
tabs on everything, mostly in real time. They
have also become a full-line Kimball dealer,
and expect their furniture business to
double in 2010.
Unruh believes strongly that management
services will be the future of the
independent dealer—helping customers
with all the minutiae of running an office,
and that much of it will be software-driven.
Once a management system is in place,
products will follow.

They have also targeted healthcare facilities,
especially smaller units where they feel they
have a better chance of success.
Although California has been hard hit by the
downturn, especially the housing market,
Danziger sees a future that still looks bright
for his company.
In addition to everything he’s mentioned,
they plan to broaden their product mix by
building up their breakroom and beverage
service, further improve their web site, and,
perhaps, expand through acquisition.

Garrigan’s Office Plus, Springfield, Ohio.
“We will be down about 10% for the year
(2009). We are in the process of dramatically
changing our entire operation, which
includes closing our retail store and moving
to a much larger facility. We will be hiring
more salespeople, working with our is.group
partner to reduce costs, building online
sales and upgrading our software, including
the Goldmine CRM program.”
These are the words of owner and president
Joe Garrigan, and he’s very excited about
their expansion plans. The dealership has

Yakima Bindery is both retail and
commercial, with no outside sales force.
JANUARY 2010

AAA Business Supplies, San Francisco.
“We looked at every part of our business to
see how we can be more efficient and
reduce costs without reducing our customer
service levels,” says AAA’s Steve Danziger.
“We have improved our online ordering
system, making it more interactive, driving
e-commerce as much as we can, improving
our CRM to make better use of customer
information and using GPS for our truck
fleet.”

continued on page 26
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also been working with five seniors from local colleges who each
put in 12-15 hours a week, contacting prospects and arranging
appointments for their salespeople.
“This may not seem to be the best time to expand and try new
things, but I decided that if I’m going to stay in the game, I need to
make the investment,” he explains.

to increase sales by at least 3% each month with a select group of
accounts, and so far they have accomplished it.
Palace is also participating in “Think Local First”, a group of several
hundred local independent businesses that are working together to
not only buy from one another, but to let everyone know that buying
from a locally-owned business does not include chain stores.
Trowbridge concludes, “2010 is looking better than it did a month
or two ago. We are finding prospective customers are more willing
to talk with us than before, and more times than not we come away
with an order.”

Palace Art and Office Supply, Santa Cruz and Monterey,
California. Palace is both retail and commercial. Co-owner Frank
Trowbridge describes their business as a specialty variety store,
with office, art and school supplies, furniture, and a whole lot of
other stuff! They are a major supplier to the school market, which
represents 20% of their business.
Although total sales were down slightly in ’09, Palace saw some
improvement in the latter half of the year, Trowbridge reports. In July
they restricted their sales force, creating teams that linked two
outside salespeople with one inside rep, who together work to
develop a deeper relationship with more than one person in each
customer organization.
Each group meets weekly to plan and compare notes. Their goal is
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A New Day for Independents
What remarkable stories these dealers have told! We did
not hand pick them, selecting the ones we knew were
quite successful. We talked with many others, and while
space will not allow us to tell their stories, results were
pretty much the same.
No one knows for sure when this economic downturn will
end, but if what you’ve read about the dealers mentioned
here is any indication of what the majority of
independents around the country are doing, 2010 should
be a much better year than last, with a continuing
increase in market share for the good guys.
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The

Real
Deal
on List
Price

By Rick Marlette

When you talk about list
price to office products
dealers, they will all tell
you they know what you
mean. But does the same
hold true for consumers?

Rick Marlette is co-owner and
director of programming for GOPD,
LLC. Prior to GOPD, he worked
independently in various facets of
the office products industry where
he developed specialized programs
and databases for office products
dealers, Prop Solutions, POE
Systems and OPSoftware. For more
information, visit www.gopd.com.
JANUARY 2010

Considering that none of the chains use list
price in their retail operations, the answer is
that most consumers probably don’t know
what list price is. You also won’t see list price
on the chains’ business sites either. Office
Depot was the last holdout, removing list price
from its BSD site earlier last summer.
It’s surprising, but most dealers do not know
what list price really means. The actual
definition (as best I can determine) is: “The
price that’s on my list.” This is not want most
dealers think it means.
Contrary to popular belief, list price is not the
same as Manufacturer’s Suggested Retail
Price (MSRP). It can be the same price, but the
two terms are entirely different.
MSRP is a legal definition, list price is not.
MSRP is set by the manufacturer, list price is
not. Only the manufacturer can change the
MSRP, practically anybody can change the list
price.
United Stationers and S.P. Richards have
21,389 items in common. This includes house
brands (UNV-SPR) that GOPD has crossed. Of
the 21,389 items in common, the wholesalers
disagree on the list price on 4,621 items.
That’s 22% of the items in common where the
list prices are different.
We’re talking about instances where you have
the same item, converted to the same unit of
measure, from the same manufacturer (except
for house brands), and the list price is different.
So what’s going on? Why are there so many
differences in list price between the
wholesalers? The answer is that not all
manufacturers provide a retail price. In such
cases, the wholesaler’s marketing department
assigns these missing list prices and
sometimes the list price difference can be
huge. This is especially true when it comes to
house brands.
A 64% difference in list price between the
wholesalers is not uncommon. A difference of
118% is not uncommon, either. And the dollar
amounts are not small. It is common for there
to be an over $100 difference in list price
between the wholesalers.

Auto Power Adapter with USB Power Port
(KMW-33418), for example? Is it $11.45 or
$17.45?
The answer: Both $11.45 and $17.45 are
correct list prices for KMW-33418! They are
two prices on somebody’s list, which is all it
takes to qualify as “correct list price.” That’s a
huge spread— 52% to be exact. So what do
you charge the customer who gets a discount
off list? What list do you use?
The chains know that list price is subject to
interpretation. They have also been known to
make adjustments to list prices when needed.
There is nothing legally wrong with the chains
changing list prices. There is also nothing
legally wrong with the chains charging more
than list price for an item.
Selling over list price is a topic of much debate.
One of the most popular giveaways from
GOPD is our “chains over list” files. Dealers
seem to love these files because they
apparently reinforce how “dishonest” they
think the chains are.
One dealer even went as far as producing a
video that shows him standing in front of a
Staples store with a megaphone and
complaining about Staples selling products
over list price. You can see the video on You
Tube (Search for “Discount Dude).”
I understand this dealer’s frustration and I
sympathize with him. But standing in front
of a competitor’s business and scolding them
for making money is not helping his business.
If the market price for widgets is $500, then sell
them for $500. It makes no difference what
anybody else’s list price is—including the
manufacturer’s suggested price. After all, it is
called “suggested” retail price.
List price is good for a guideline or reference
price, but nothing more. What we need to do
is sell products at the same or similar prices as
those of the chain stores.
Selling over the so called list price should not
be a reason for concern. I can assure you that
the chains will continue to sell items over list
price no matter what independent dealers do.

What is the correct list price for the Kensington
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Training Helps Keep Companies Competitive
A well-trained sales force leads to greater efficiencies
and a more successful operation By Phil Barnette, manager, United Dealer Training
Many executives overlook one of the most
critical success factors: training. Well-trained
employees are more productive and efficient,
are more likely to be satisfied with his or her
job and tend to be better performers across
the board. A trained workforce is more
competitive and contributes to a more
positive corporate culture overall.
United Dealer Training (UDT) helps resellers
achieve the benefits of a trained workforce.
Developed by office products pro- fessionals,
UDT has trained thousands of reseller
personnel since 1996 giving them a strong
competitive edge.
UDT was designed with the reseller in mind,
using direct input received from the reseller
community. The program features a variety of
training options and platforms, including
face-to-face sessions, webinars, e-learning
tools and podcasts.

Components Available Today
United recently rebuilt UDT’s face-to-face
workshops to offer educational and
informational platforms, combined with
intense simulations. These sessions feature a
number of office-products-industry roleplaying scenarios, such as a negotiating
exercise where participants act as buyers and
sellers to reach a satisfactory agreed upon
price. While some participants may find these
simulations nerve wracking at first, the
role-playing exercises can prove very
beneficial. In the words of one trainee in the
Sales to Success Boot Camp, “I liked the
interaction and role play. It pushed me out of
my comfort zone!”
The e-learning portal includes courses taught
by UDT-trained facilitators. These sessions
include material from United Stationers’
category teams—furniture, Jan/San, and
Azerty—along with 30 new courses from an
independent source on topics such as
business communications and customer care.
The e-learning suite includes a variety of
computer-skills courses. UDT’s e-learning
classes are very flexible; they are accessible
24 hours a day, 7 days a week.
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The UDT interactive Webinars offer a look into
selling and negotiating styles, including a
skills-assessment profile. These sessions are
monitored by one of United Stationers’ trained
facilitators.
Our new podcasting capability provides yet
another way to access our training. The
podcasting site enables resellers to
download courses and get
up-to-date training on categories
and breaking news in the
office products area. In the
near future, we plan to
use this site to offer
daily motivational tips.

Coming Soon
Twitter, Facebook, Linked-in and other social
media sites are having a growing impact on
the business community and we plan to add
this component to UDT soon. By early 2010,
we plan to launch our new Facebook site for
dealer personnel who have attended our
workshops.
We will use Facebook to stay in touch with
trainees and provide updates on the market
and tips for how they can sell more effectively
in today’s economy.

Why UDT is Important
Regardless of the number of delivery
mechanisms and training modules we offer, we
continue to hear the same question: “Why is it
important to continue to educate and train my
sales and sales management team?” The
question is asked even more frequently in a
down economy, as most companies’ focus
shifts entirely to making sales.
There are several important reasons to keep
an emphasis on training. First, training your
sales team gives them the competitive edge
they need to be successful, especially in a
down economy.
According to leading human resource
consultants, sales professionals prefer to
work for a company with a vested interest in
their training and education, which helps with
sales force retention.
INDEPENDENT DEALER

As Zig Ziglar once said:
“What’s worse than training your workers and
losing them? Not training them and keeping
them.”
Saving money is another key reason to
continue to invest in sales and sales
management training. According to
Development Dimensions International, the
cost of replacing a sales professional today,
depending on location and compensation, is
more than $100,000. By investing 2-4% of
annual revenues in sales and sales
management team training and education,
companies can achieve a solid return on
training investment.
Additionally, ongoing training and education
helps sales teams improve their selling
techniques.
UDT-trained sales professionals and
industry veterans have told us that
they have truly benefited from the new
skills and techniques they learned.
UDT is committed to grow and change with
sales teams. We continually look for the most
current programs and training capabilities to
deliver the content you’ve asked for on a
variety of platforms. Our focus is clear—to
provide you with the information and skills
necessary to ensure the success of your
business.
Talk to your United Account Manager for more
information about UDT.
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2010:

Year of the Possible
Big Box Implosion

It’s Time for a
Pre-Emptive

Strike

By Bill Kuhn

Last month I mentioned the very real
possibility of an implosion of the big box
players this year, particularly given their
revenue percentage decline was two to
three times greater than the average
independent dealer in 2009.

Big Box Players SWOT Analysis

Their Advantages
(Strengths & Opportunities)

A Mixed Bag

This is the first time since national chains
arrived on the office products scene that
independent dealers have made
significant strides in terms of their overall
market share.

Size advantages (including
national presence)

Focus on cost &
productivity

Buying power

Market perception

Pricing

Systems driven

The big box players have certain obvious
advantages, but their weaknesses and
risks, in my opinion, now far exceed those
advantages as shown in the table.

Technology

CRM (Customer
Relationship Mgmt)

National accounts

Their Vulnerabilities
(Weaknesses & Threats)
Inflexibility
High turnover
(particularly in sales)
Limited talent & experience
Debatable added-value
Impersonal customer service
Cultural issues &
low employee morale
Cutbacks (e.g., store closings,
inventory reductions)

The Big Box SWOT Analysis
While the advantages of the big box
players as shown in the table are fairly evident, their vulnerabilities
are becoming more obvious.
Two deserve comment. Inflexibility is a major vulnerability. The
majors seem to feel that one model fits all. However, each
customer is unique with its own needs, and the big boxes are not
structured to satisfactorily respond to varying customer needs.
Included in inflexibility is the majors’ inability to react quickly.
Decision-making is not allowed on the firing line.
The other vulnerability requiring further explanation is Limited talent
and experience. The big boxes will be able to hire; people are
looking for jobs in today’s economy and some are willing to accept
almost any position.

But I believe it is highly questionable whether the big box players
will be able to attract and retain genuine industry talent and
experience, particularly in sales and sales support.
The “Mixed Bag” column on the table includes factors often
thought to be advantages, but each factor listed is a two-edged
sword. Focus on cost & productivity is driven by the quarterly
financial pressures of Wall Street and can lead to poor customer
service. For example, call centers are relocating to distant cities
and inexperienced phone reps are taking over what were outside
sales responsibilities.
Market perception is a very mixed bag. Many customers believe
the majors must have the lowest prices—which isn’t always true.
continued on page 30
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Other market perceptions such as questionable pricing
practices and business tactics continue to haunt them.
Having excellent systems is an advantage, but being
systems driven, believing that metrics and measurements
are the primary way of doing business, isn’t an
advantage. This ties in to Customer Relationship
Management. CRM is critical, but all too often the majors
associate that with technology and computers, and not
the all important personal face-to-face customer
relationships.
Note that all of the difficulties the major players have, as
shown in the vulnerability and mixed bag columns, relate
to a lack of a good relationships with people, both
internally and externally.

More problems for the majors
Each of the major players is now faced with serious
problems. The Staples-Corporate Express merger, an
attempt to blend two very different cultures, is a long way
from being finalized. The merged entity has now lost a
large part of its sales and management talent pool, many
of whom are now with independent dealers.
Office Depot is struggling with the continuing exposure
of its pricing and business practices. Just last month, as
reported elsewhere in this issue, San Francisco’s City
Attorney issued a demand letter to Office Depot
expressing his intention to “vigorously pursue” at least
$5.75 million in overcharges.
Or my own personal experience in early December
watching the news on the local ABC affiliate. The report
was about companies that consumers should be aware
of when purchasing Christmas gift cards because the
companies cited might not be around by the time the gift
cards will be used. Two companies received the most
coverage; yep, one was Office Depot.
OfficeMax, which never seems to have gotten its act
together after the merger with Boise Cascade Office
Supply, has had major cost reductions and continues to
fight internal turmoil in management and throughout the
organization.
Put this all together along with a continued struggling
economy and 2010 could well be the year of the “perfect
storm” for the majors IF the independent dealer
community takes the proper steps.

Strategies for competing with the big box players
In last month’s column, I listed ten strategies for the independent dealers to
consider, the first being to develop action strategies to compete with the big
box players. The following are another ten strategies to effectively
accomplish that (a few being among the ten strategic actions listed last
month).

1. Learn everything you can about your local big box players.
Visit their stores regularly; check prices, store layout, staff knowledge
and service and other shoppers.
Engage all your staff, not just sales people, in seeking competitive
intelligence and finding out what really is happening with the big boys.
Identify your target accounts now buying from them, and do your best
to find out what those customers are really paying.
Even if you are trying to be their second source, or suggesting
products not carried by the majors, you can probably learn the pricing
system that their big box player is offering them. Talk to independent
dealers in other markets to find out what they are experiencing. Find
out whether there is local talent worth recruiting.

2. Identify your differentiated value.
By now you should have determined your differentiated value and
competitive advantages. Take a look at the big box players SWOT
table. This may lead you to realize other competitive advantages
and identify the ones to really emphasize.

3. Brand and market that differentiated value.
Describe exactly what your differentiated value can mean to big box
customers—for example, your personal relationships with
customers, consultative selling, responsiveness, experienced staff,
flexibility to deal with unique customer needs, dedication to and
support of the local community—those are areas of big box
vulnerability. Caution: Don’t knock or bad mouth the competition;
that never pays. Show why you’re good.

4. Don’t cut out spending on marketing.
Investment in brand marketing is essential in recessionary periods
and to effectively compete with the majors. Now is the opportune
time to increase your market share at the expense of the big box
players. Spending money—wisely and creatively—can improve
your market share and generate a favorable return on investment
of those funds you devote to communicating your differentiated
value. Educate and communicate to your employees, customers
and prospects about how you deliver that customer value.

5. Take advantage of your wholesalers and dealer groups.
To enable dealers to better compete with the big box players, the
wholesalers and dealer groups are stepping up their technological
support and adding better programs for the independent dealer.
You can leverage your business to more effectively compete with
the major players by analyzing the programs that are most
cost-effective for you.

continued on page 31
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6. Identify your best product and service opportunities.
The big box companies have cut inventory drastically over
the past year, and there are several product areas they
have not pursued to the level that independent dealers
have. Customers may not be getting the products they
need when they need them.
Also, look outside the normal office products mix and see
which product lines might help you to get a better foot in
the door to the customers currently buying from Staples,
Office Depot or OfficeMax.
There is a long list of product opportunities, many of which
have been covered in earlier issues of INDEPENDENT
DEALER; one in particular, promotional products, should
not be overlooked.
Services are another area of opportunity. The big boxes
focus much more on products than services. Evaluate
warehousing, delivery, asset and inventory management,
consulting opportunities on green and ergonomics and the
numerous services available to furniture dealers.

7. Identify your best market sector opportunities.
In spite of the cutbacks in federal, state, and local
government, government sectors (including GSA) remain
attractive and Office Depot’s problems with its pricing and
other issues make it particularly vulnerable.
Just recently, Wist Office Products won the statewide
Arizona contract, beating out the competing bids from all
three national big box chains. Barefield Workplace
Solutions was awarded the Mississippi state office
supplies contract for the next five years, again beating out
big box bids.
Investigate the educational and healthcare market as well,
two other sectors that have remained relatively strong
during the downturn.

9. Develop and promote your buy local story.
Every community today needs every possible tax dollar it
can get, meaning it needs to have its workforce employed.
You’ll find a wealth of information in the “Buy Local”
section of the INDEPENDENT DEALER web site
www.idealercentral.com/buylocal_07/index.html on the
very tangible economic benefits that buying from locally
owned and operated business brings to a community. For
example, as much as $45 of every $100 spent at
locally-owned businesses stays in the local economy,
while only $14 of that same $100 spent at a chain
business stays in the community. Develop dramatic ways
to get your own “buy local” story out to your community.

10. Support your community.
Support your community by participating—and supporting
your employees in their participation—in local projects
and organizations. Develop meaningful seminars to
educate your community—and your customers—on those
things as a business that you and the vendors you
represent can offer. The big box players are beginning to
realize that they need to be financially more supportive of
the community. But the independent dealer can be at the
grass roots, volunteering and participating at the local
level, providing the substance to your “buy local” story.
The independent dealers’ relationships and dedication to
their customers and their communities can’t be duplicated
by the big box players.
Furthermore, most of the vulnerabilities listed in the SWOT table
can’t readily be overcome by the majors, in part because of their
size, organizational structure and big business attitudes.
Values are changing and will continue to change as we all struggle
through these challenging economic times. The bubble is bursting,
the implosion among the major players occurring. It is time for the
independent dealer network to make its pre-emptive strike.

8. Develop specific programs for building customer
relationships.
Customer relationships form the very backbone of the
independent dealer model and have the potential to offset
any price advantages that might be held by the big box
players. Specific strategies for CRM were discussed in my
last column.

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant, writer, and speaker with over 35 years of industry experience. He consults
with dealer principals and their management teams in areas of strategic planning, leadership and organizational development, marketing, financial
management, valuation and merger/acquisition. For more information, contact Bill by phone 303-322-8233, fax 303-331-9032, or e-mail: BillKuhn1@cs.com.
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Two Special Gifts
That Probably

Weren’t
In Your

Christmas
Stocking
By Tom Buxton

What did Santa bring your business for Christmas this year? Oh, the old guy didn’t
stop at your place either? I heard that he was way too busy trying to find Zhu Zhu
Pets for all the good little children in the world and just didn’t have time to call on
office products dealers or consultants this year.
Let me share two very special presents that should be on your belated Christmas
list and the folks who should be able to give them to you, since St. Nick only works
one night per year.
The presents you need come from the software companies in our industry. Some
of them already have already provided one or both of these gifts, but they are not
always well publicized or up to date. You need:
n The ability to provide a loyalty program to your customers that can be easily
tracked by your software.
n The capability to “Hard Sub” by customer and individual department, rather than
being limited to computer logic that forces the same substitution for all
customers.
The first gift will serve as an important component of expanding your Internet sales profitably, while the second
will determine whether or not you can compete long-term with what is left of the power channel.
In my opinion, both these gifts are vital to your future in this business, but if I had to choose only one for 2010,
I would choose the second. Let’s look at why number one is important to your customers and why number two
could be the key to expanding your business in the coming year.
People like free stuff! Quill has proved the truth of this fact for years and continues to be the single most
profitable portion of Staples, its parent company, because of its focus on providing mid-market
supply buyers with rewards.
These rewards and the coupons that go along with them are part of an overall plan
meant to produce higher margins and greater customer loyalty and oh boy, does it work!
To give you just one example of how high prices can go using Quill’s marketing plan,
let me describe a bid for a group of four banks that I assisted a dealer with in 2008.
All four banks were using different suppliers and the buyer in each location provided
their current pricing for the most important items.
Copy paper from the bank using Quill was priced at $51.05 per case for 20lb 92
bright. No, I am not kidding.
Let me make myself “perfectly clear” to quote a disgraced former president. I
am not suggesting that loyalty programs should be used as a way to charge
astronomically high prices to your customers. However, too many dealers have
the opposite problem. They charge their customers way too little because they
fear they will lose them to the competition.
Loyalty plans that are well run should provide the customer a bonus for
buying while adding to the bottom line. Accomplishing both tasks at once
is where your software provider can help.
We not only need our software to provide coupons that customers can easily
access; it also needs to be able to track the amount of giveaways that
individual clients are receiving, so that we can raise our margins in concert
with their participation.
Loyalty programs cost 1-2% to administer, so if our software encouraged us to
raise margins 3-4% on those customers that participate, we could please the
customer and make more money. By the way, just in case you don’t think that this is
important to consider right now; Staples is sending out at least four coupons a month to customers in
the U.S. and Canada.

continued on page 33
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As important as gift number one can be to your
company this year, gift number two is even more
vital if your goal is to retain more mid/large accounts.

they have not chosen for their market basket and the
vendor (you) can make more money on the items
that have been selected.

In order to lock competitors out of your largest
accounts and possibly win a few of theirs this year,
your reps must have the ability to customize your
company’s offering to the specific desires of the
client.

The customer will then send out an e-mail or some
other communication to their entire company
bragging about the cost savings that your company
will be providing them.

I am quite familiar with the use of “favorites” lists
but this is not what we need. For years, your larger
competitors have recommended a concept called
“Demand Management.”
You can google “Demand Management” on the
Internet for further insights into the concept, but
basically, it is a way to encourage a customer to
standardize on a limited set of products.
The selected products often have a combination of
the following characteristics: They are purchased at
a very competitive cost, the customer’s usage of the
product is high and they are similar in form, fit and
function to other items within the same class of
product.
The customer finds value in the fact that their
supplier is attempting to limit their exposure to items
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They will also tell their end users that in order to cut
costs and save jobs, the item ordered may not be the
exact same SKU that they receive. (By the way, I am
aware that we would like our customers not to limit
their spending to commodity items, but in our
present economic circumstances, doesn’t it make
more sense to offer “Demand Management” rather
than expose ourselves to an outright bid?)
So, here is what you need from your software
provider: Your software needs to be able to identify
an item as part of a market basket for an individual
customer and substitute that item for any other
similar item that is ordered.
I would give you an example, but it would probably
insult a manufacturer, so hopefully you can grasp the
concept without needing specifics. If not, give me a
call and I will explain the “Demand Management”
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concept in more depth.
In conclusion, I apologize to any software providers
or manufacturers that might take offense from this
month’s column. But even with that apology, I would
encourage all dealers to consider instituting a loyalty
plan immediately and start talking to your larger
customers about saving them money through
substitutions.
My final recommendation to dealers: Politely ask
your software provider for a timeline on revisions to
their software that will enable you to track loyalty
programs and substitute by customer and
department. I might even offer to pay them
something for it if they can provide it fairly quickly,
because they will be “gifts” that keep on giving to
your business throughout the coming years.

Tom Buxton is founder and CEO of
InterBizGroup, a consulting firm that
works with independent office products
dealers to help increase sales and
profitability, For more information, visit
www.interbizgroup.com.
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should consider the following three
components.

announce the new account goals for
2010.

1. Clearly communicating the vision
and strategy for the upcoming year

n Ask your employees to participate in a
discussion about what they can do to
help contribute to meeting this goal.

2. Engaging your employees in a team
environment
3. Building excitement and momentum
for the new year.
As you consider incorporating these three
components, I would like to offer some
recommendations and creative ideas to
ensure your meeting is productive,
meaningful and has the desired impact.

Communicating the Vision and
Strategy for the Upcoming Year

Time to
Get
Ready
for the
Kickoff!
By Krista Moore
Just as the opening kickoff signals the
beginning of a new football game, so too can
your company use a kickoff event at the
beginning of a new year to launch a new
game plan and sales strategy for your team.
It is common with progressive sales
organizations to hold an annual sales kickoff
meeting. Although these organized meetings
can have different formats and levels of
complexity, most have similar goals and
intentions.
If you are thinking about having a sales
kickoff meeting for your team this year, you
JANUARY 2010

Hopefully by now you have created your
strategy and defined the company vision for
2010. Now it’s time to unveil it to your
employees. Even if you are not quite
finished, don’t delay on having the event.
You may use the kickoff meeting to engage
employees to help you better define the
plans and pinpoint specifically some tactical
ideas.
Your employees will naturally feel motivated
as you share the game plan for 2010. By
sharing your vision and plans, you will get
them involved and make them feel they are
a part of something bigger than themselves;
this is a natural motivator for many.
Your team will also realize that the company
has put a considerable amount of time,
attention and detail to planning for 2010; this
will inspire their confidence and provide
them with a sense of security and motivation
to help the company achieve results.

n Show product categories and the
percentage of overall sales these
product categories represent.
n Post the categories and the
percentages, and have employees
match them appropriately to win prizes.
You can then announce what the 2010
goals are in those product categories
and ask for their participation in outlining
specific penetration strategies.

Engage Employees
in a Team Environment
This is best done off-site at a location that
gets everyone away from their regular
day-to-day business surroundings.
Create a fun atmosphere with team-building
activities that get everyone engaged and
working together.
Just because it is a sales kickoff meeting
does not mean that others are not invited.
This is a great time to build camaraderie with
all departments and get everyone interested
and involved in the plans for success in
2010.
Plan in advance how you will engage
everyone while having plenty of time for
breaks, sidebar communications and
collaboration sessions.
Some ideas:

Every employee needs to know his or her
responsibility for attaining company goals.
The kickoff is a great time to show financial
information to help your people more fully
understand their direct impact on
profitability.

n Have sales reps present their personal
2010 plan to their peers. You can do this
individually or as a team. It will take
some pre-work explanation and
planning, but this is a great way to
ensure your reps have thought through
what they will be doing better and
differently in 2010.

Explain in layman’s terms your strategies
and how you created them. Provide a
specific explanation of sales and profit
results for 2009 and what you will do
differently and better in 2010 to achieve
company objectives.

n Have department managers and
supervisors—such as customer service,
delivery, and marketing—present their
plans for 2010; task them with
specifically explaining how they will
support the sales effort.

Some ideas:

n Play games such as Jeopardy. Create
questions based on categories such as
customers, business metrics, company
history and products. You can have
different questions in each of those

n Showcase a list of the new accounts for
2009 and how much revenue they meant
to the business.
n Introduce the new prospecting strategies
that you're putting into place and
INDEPENDENT DEALER
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categories to win points or prizes. This is a
great way for training on various
components of the business that everyone
might not be aware of. Creating teams
based on departments or organizational
structure will make the game quite fun and
competitive.
n Launch a sales incentive program. This is
the best time to announce an incentive
program that rewards high achievers.
Describe specific goals and their attendant
prizes and rewards. Make sure participants
know how each will be measured
throughout the year, while ensuring
everyone has an equal opportunity to win.
n Reward and recognize 2009 performance.
Acknowledging those who have exceeded
their quotas for 2009 is another great
motivational tool to kick off the new year.
You can give awards for highest increase in
revenue, greatest increase in GP percent
and/or margin dollars, new sales rep of the
year, largest furniture order, and highest
e-commerce percentage. When you reward
and recognize high-performance, others
will understand the metric and benchmarks
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that the company has established for
everyone to obtain.
Regardless of your format and theme, you will
need to ensure proper planning and
preparation.
Use this as an opportunity to delegate
assignments to a team of employees that can
create the agenda and take care of all the
details.
Many companies hire external resources such
as K.Coaching or other training and consulting
organizations to help plan their kickoff meeting,
incorporate training, and assist in delivering the
messages.
Sometimes you can say the same things that
an outside consultant might say, but hearing it
from an industry expert or experienced third
party lends a measure of objectivity.
Using external consultants also demonstrates
to the employees that the company is investing
in their development and is committed and
sincere about reaching company goals in 2010.
As we begin a new year, your company game
plan and vision should be clear, the company
energy should be high, and the employees
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should be ready to kickoff and execute a
victory.
If this is not how you would describe the mood
of your employees this month, then consider a
sales kickoff meeting to create more
enthusiasm and excitement for 2010.
Everyone should know the game plan, feel the
anticipation, know what their position is, and
how the team is counting on them to execute
and win!

Krista Moore is President of K
Coaching, LLC an executive coaching
and consulting practice that has
helped literally hundreds of
independent dealers maximize their
full potential through enhancing their
management systems, sales training,
and leadership development. For
more information, visit the K
Coaching web sites at
www.kcoaching.com, for coaching
and consulting programs and
www.opwebinar.com for the latest
online training courses.
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The Other Side of

Sandy Schmidt

Traveling Halfway Across the Globe to Make a Difference

It’s over 8,000 miles from Minneapolis to
Bangkok, but for Sandy Schmidt of Great
River Office Products, there’s a connection
between those two points that is making a
huge difference for children whose basic
needs and level of poverty most of us can’t
even imagine.
Most days, Sandy’s focus tends to be on
business at the Twin Cities dealership she
and her husband Dan bought in 1994.
But Sandy, like many independents, also
feels an obligation to give back for all that
she and her own family enjoy and since
1998, she’s been doing that in a way whose
impact is literally felt halfway across the
globe.
It started, as these things so often do, with
a contact at church. Sandy and Dan met a
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volunteer who had been working in
Northern Thailand on a program to help
young children there to a better future.
“It’s an area of grinding poverty where most
kids leave school after sixth grade and
either go straight to work in the rice fields or
end up involved in the opium trade in some
way,” she explains.
Moved by what she heard from her church
volunteer, Sandy and her friends started
looking for a way to do something about it.
The result: an innovative Adopt-A-Teen
program, by which people in the Twin Cities
sponsor a young man or woman in Thailand
and help pay for their education and basic
needs.
Sponsorships, Sandy explains, start at $30
a month and have already helped numerous
INDEPENDENT DEALER

graduates from the program develop the
skills and knowledge they need to escape
what would otherwise be a vicious cycle of
poverty.
Sandy herself has traveled numerous times
to Northern Thailand to help at the schools
and dorms the organization runs and even
though it’s a grueling trip—at least 25 hours
on a plane and that’s assuming the
connections are on your side— she says it’s
been more than worth the effort.
“It’s a richly rewarding program and a
wonderful opportunity to give back to the
global community that we’re all a part of,”
she explains. And for a growing number of
young men and women in a far off land, it’s
opening the door to new possibilities and
the kind of life they hardly knew existed.
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THE LAST WORD

Wouldn’t It
Be Nice...?
By Chuck Hellar, Chairman
Chuckals Office Products,
Tacoma, Washington
Chuck Hellar began Chuckals Office Products in 1994 with his
co-owner and business partner Al Lynden. When they started,
annual sales ran approximately $300,000. Today, they have
reached eight figures and growing. After a career in which he
has been active in the industry on the national level, serving on
the NOPA board and attending many NOPA, buying group and
wholesaler meetings, Chuck is embarking on part time
retirement. But as he gets ready to rides off, at least for some
of the time, into the sunset, he’s got a few questions for the
industry at large.

Wouldn’t it be nice if an independent dealer would not
protest when a state or local government contract is
awarded to another office supply company or
companies? This makes the independent look foolish,
creates a riff between independents, and risks seeing
the contract being awarded to a large big box store,
since it is perceived as evidence that independents do
not have their act together.

Wouldn’t it be nice if the wholesalers, buying groups and
manufacturers would all work in concert for the
betterment of the independent office supply dealer?
Right now, everyone looks like they’re trying to get into
everyone else’s pool, instead of concentrating on the
area they do well. All too often, the independent suffers
as a result, while the big box companies sit back and
enjoy the self destruction.

Wouldn’t it be nice if NOPA would take a leadership
position on ethics and promote, as a major focus, an
“ethical” test standard? Each employee of an
independent company could take the “ethics” test and
if they passed, could put a special “ethical logo” on their
business card. As a result, the customer could be
assured that they are dealing with a true professional.

Wouldn’t it be nice if independent dealers were always
honest and acted with integrity? There have been too
many cases—and one is really too many—where an
independent dealer will recruit a salesperson from
another independent company and offer that person
money for their customer list. Then, they will defend the
salesperson against any non-compete that the
salesperson may have signed, trying to find any loophole
they can. To my mind, this is unethical and outrageous
behavior. Independents should be trying to help each
other whenever possible, not make them weaker.
Wouldn’t it be nice if independent office supply
companies did not solicit the customers of other
independent supply companies? Many independents
are small and to lose a customer really hurts. Why not
concentrate on obtaining customers from the big box
stores, who have the vast majority of office supply
customers? It only makes sense and would make the
independent channel much stronger.
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Wouldn’t it be nice if NOPA broadened its horizon and
focused on other items beyond governmental or
legislative concerns? For example, when TriMega
decided to start a national account program, I believe
NOPA should have studied the proposal and made a
recommendation on whether this was good for the
industry. I know it is hard with the buying groups and
wholesalers on the NOPA board and providing support
as sponsors, but this should not preclude an
independent study. This is just one example of activities
that NOPA could undertake.
Wouldn’t it be nice if more dealers would take their
destiny into their own hands? Far too many rely on what
a buying group or wholesaler rep tells them and then if
it goes wrong, they blame the rep. Be your own boss
and accept responsibility for your own mistakes and
successes!
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