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Kenny Sayes, Louisiana Office Products Dealer,
Earns ‘Business Person of the Year’ Award from
Local Chamber

Congratulations are in order for Kenny Sayes, owner of Alexandria, Louisiana-based Sayes Office Supply, who last month was
selected as Business Person of the Year by his local chamber of
commerce.
Since opening Sayes Office Supply in 1998 with 10 employees,
Kenny has grown his business to 46 employees, broadened out
his product mix, acquired several additional sales and service
locations and a large distribution warehouse.
His dealership is a highly visible corporate citizen of Central
Louisiana and Kenny himself is heavily involved in numerous
civic and charitable activities.
On the industry front, he was recently named chairman of the
board of the is.group dealer co-op. Congratulations to an outstanding independent and here's to even better things in 2011!

Jerry Gibbs, St. Louis Area Dealer,
Selected as Local Chamber President
Congratulations are also in order for Jerry Gibbs, owner of J&E’s
Office City, just outside of St. Louis, who was recently selected
as president of his local chamber of commerce.
J & E has been in the hands of the Gibbs family since 1976,
when his parents, John and Elizabeth, bought the office supplies
operation of a local printer.
Jerry himself started working at the dealership while still in high
school and son Matt is carrying on the family tradition and has
been working there since 2003.
Chamber executive director Jeannine Beck called Jerry the "obvious choice."
"He has his hands in just about everything and is a stellar example of what a board member should be," Beck said. "And an excellent representation of the Maplewood business community."
CONTINUED ON PAGE 4
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A Tipping Point for Independents
and It’s Movement in the Right
Direction
As a new year gets underway, it’s hard to look back on 2010 without wondering if perhaps it didn’t represent some kind of tipping
point for independent office products dealers and their partners.
While most of the general business headlines were largely negative last year—a stubborn recession, an equally stubborn unemployment rate and far too many bailouts and financial
scandals—the news for independents was far brighter.
is.group’s win on the U.S. Communities contract probably garnered most of the attention but it certainly wasn’t the only piece
of good news for independents last year.
We also saw new programs from TriMega and AOPD that further
strengthened the independent’s position on the national and regional accounts front, impressive new resources from the industry’s wholesalers and, long overdue, more manufacturer
promotions designed specifically for the independent dealer.
No doubt, some of last year’s gains were due to continuing disarray and dysfunction among our big box friends. But that’s only
part of the story and, we suspect, not really a particularly big part
at that.
There are a lot fewer independent dealerships around these days
than there were back in the so-called glory days. But the folks who
are in charge of those dealerships today know what it takes to run
a business.
They’re focused and disciplined. They recognize the power of
partnering and they use their partnerships to powerful effect.
They execute. Not always perfectly of course, but when something
doesn’t work the way they thought it would, they aren’t afraid to
tear up the playbook, turn on a dime and try something else.
They’re also outstanding civic-minded citizens, for the most part,
who spend far more time being grateful for what they’ve been
given than being lost in admiration at their own special business
genius.
On a personal note, it’s been a real privilege to be able to write
about you guys (and gals) in 2010 and I want to thank our readers,
advertisers and most of all, the dealers we wrote about for making
it all possible.
This past year may not have been a total joy ride but independents did a whole lot better than many others in the overall economy. And you know what? I have a sneaking suspicion that it
was just the beginning. The pieces are in place that could well
make 2011 a boom year for independents. No guarantees, of
course and the margin of error—particularly on some of the new
national account programs—is thin indeed. But exciting new opportunities are certainly out there. Let’s go get them!
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The #1 Software Provider for the Office Products Industry

Build Your Business
For Success
ECi supplies all the
building blocks you need
to grow your business.
ECi is the only office products
software provider that can be called
a true single-source solution. How?
• Easy-to-use tools that can boost sales
• Automate business processes
• Optimize delivery systems
• And much more!

4

Use Tax breaks to SAVE
on ECi products. Ask us how.

Demo DDMS and get a $25 gift card!*

www.ecisolutions.com/Build

Member of

866.374.3221 • www.ecisolutions.com • info@ecisolutions.com
*New customers only. Certain restrictions apply—contact us for details.
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"I just feel that if you're going to be serving
on the board, you've got to be helpful and
active," Gibbs told the local newspaper,
and he’s certainly got a track record of
doing just that. Among the items on his
chamber resume:
n 2009 Businessperson of the Year
n Marketing Committee Chairman
n Christmas Tree Walk committeeman
n Strategic Plan committeeman
n Ambassador committeeman
Somehow in between all that, Jerry still
finds time to run a thriving office products
dealership. “The past three months have
been going very well and we’re feeling optimistic about the new year,” he reports.
“We like to position ourselves as an operation that offers ‘Mom and Pop’ service
with big box pricing and it seems to be
working, with plenty of opportunity out
there!”

Joel Vockrodt, South Dakota
Dealer, Honored as a ‘40 Under
40’ Business Leader

For Third Year in a Row, Office
Solutions, California Dealer,
Honored for Recycling Efforts

Congratulations to Joel Vockrodt of Watertown, South Dakota-based Office Peeps,
who was recently honored by Prairie Business magazine as one of its “40 Under 40”
outstanding business leaders for 2010.

Congratulations are once again in order for
Bob Mairena and his team at Yorba Linda,
California-based Office Solutions, winners
for the third year in a row of a Waste Reduction Award from the state of California.

Joel and his wife purchased their 51-year
old family-owned dealership in April 2009.
Since then, he has implemented a successful re-branding effort that gave the
business a new name—from Office Systems to Office Peeps—to reflects a culture
that defines people as the “heart and soul,
brains and brawn, meat and potatoes” of
the company.

The awards program recognizes businesses in the state that have made outstanding efforts to reduce non- hazardous
waste and send less garbage to landfills.

Office Peeps also recently completed an
acquisition of another independent in the
southwest part of the state, giving a nice
boost to its overall market coverage.
Joel himself is just 33, so don’t be too surprised if he shows up on the local “40
Under 40” list again next year. Stay tuned!
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The company’s recycling program dates
back to April 2007 and today includes
cardboard, white and colored paper,
shredded paper, toners, computers, monitors, laptops, TVs, VCRs, stereos, fax machines, scanners, copiers, cell phones and
chargers, batteries, printers, wires, circuit
boards, servers, metal, microwaves, and
more.
This past year, Office Solutions kept more
CONTINUED ON PAGE 5
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than 200 tons of waste out of the landfills, equating to a savings
of over $52,000.
The dealership also offers recycling services to its customers,
providing free pickup to encourage more businesses to reduce
waste. To date more than 300 companies have signed up for the
program.

Best Office Solutions, Georgia Dealer, Celebrates
Tenth Anniversary

Pencil Cup Office Products, El Paso Dealer, Marks
Tenth Anniversary
In El Paso, Texas, the husband and wife team of Carlos and
Teresa Gandara at Pencil Cup Office Products are icing up the
champagne as they get ready to celebrate their dealership’s tenth
year of continuous service to the local business community.
And when they say local, they mean local! For the past three
years, Teresa has served on the board of Homegrown El Paso, an
organization dedicated to promoting the value of doing business
with locally owned and operated companies in the city.
“Business has been very good for us and we’ve continued to
grow even through the recession largely because of the support
in our community for buying local,” Teresa reports happily. People
in El Paso are very responsive to the Buy Local message and
once they learn there’s a local company in town who can do just
what the big boxes do only with lower prices and more professionalism, that’s all they need to make the switch.”
Somehow, we suspect that’s not the only reason the Pencil Cup
team have been able to grow the business from just three customers when they started to over 700 today. Congratulations to
the Gandaras and their team, here’s to the next ten years!

No wonder they’re smiling! The Best Office Solutions team has ten years of
solid growth to celebrate and they did it in style.

In Waynesboro, Georgia, about a three-hour drive east from Atlanta, Robin Baxley, Sandi Shields and their team at Best Office
Solutions have got plenty of reasons to celebrate these days.

Chuckals Office Products, Tacoma, WA Based Office
Products Dealer, Gets Into the Holiday Spirit by
Providing Turkey Dinner for Over 325

Last year saw their 10th anniversary and they marked the special
milestone in style, with a special Ten Year Anniversary Party and
New Product Show. “It’s been a terrific ten years, says Robin,
“with steady growth pretty much every year.”
And if all that wasn’t enough to ice up the champagne, the dealership also earned some special honors last October as readers
of their local newspaper voted it “Best All Around Business” and
“Best Small Business” in the area.
The two hard-charging entrepreneurs aren’t exactly sitting on their
laurels, though. Plans for 2011 include an aggressive new customer acquisition effort with a move into new markets and greater
focus on office furniture opportunities.
Not bad for two hard-charging entrepreneurs who started out with
just two employees (Robin and Sandi) and sales in their first year
of just under $1 million. Congratulations, and here’s to the next
ten years!

Just in time for the holidays, Chuckals Office Products gets ready to pack
and delivery over 325 turkey dinners for local families in need.

In Tacoma, Washington, Al Lynden and his team at Chuckals Office Products got into the holiday spirit and then some by putting
their support behind an effort to help local families in need enjoy
the season’s festivities properly.
Working in cooperation with “Friends of the Holidays,” a local
non-profit, and other equally civic-minded groups and citizens,
CONTINUED ON PAGE 7
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OP Revelation

™

BEAT THE POWER CHANNEL
“The new system has become a great asset. Because
of the e-commerce site we are able to easily attract
new customers and we have been able to increase the
volume of orders as well as the number of lines on each
order from our customers. The warehouse has improved
due to the new picking and manifest systems which has
resulted in a reduction in warehouse staff. Finally, our
cash ﬂow improved because of how easily and efﬁciently
we can invoice our customers”.
Vic Diaso - President
World Class Business Products
“Since converting to BMI OP Revelation, we never
hear the main customer objection that our website is
substandard. That objection has gone away and we
can pursue new customers with conﬁdence about our
e-commerce capabilities. BMI OP Revelation delivers
accurate and highly relevant search results with
extraordinary product presentation and content.”
Bernie Garvey - President
Garvey’s Ofﬁce Products

“On October 1st, 2008 we went live with BMI OP
Revelation e-commerce storefront and back end
software. I truly feel we had a great conversion. BMI was
very accommodating in addressing issues with the web
and making it user friendly. The difference between our
prior software vendor and BMI is that they care about
your issues and problems and want to ﬁx them. This is
really a state of the art system & every day I learn more
things that make me happy that we chose this product”.
Norma Anthony - COO
BF Molz

SOFTWARE FOR
The Independent Ofﬁce Product Dealer
OP RevelationTM from BMI is a complete software solution designed to
put “Power Channel” technology into the hands of Independent ofﬁce
product dealers and will effectively manage e-commerce, customer service,
procurement, wholesaler supply chains, inventory, warehousing, delivery
logistics, accounting, ﬁnancial reporting and operational analysis.

•

Unmatched Ease of Use, Functionality & Access to Data

•

Rapid ROI Through Improved Efﬁciency, Customer Service
& Margin Management

•

Advanced E-Commerce Search Engine with Enhanced
Wholesaler Content

CALL NOW!888.580.8382

BEAT THE POWER CHANNEL
Runs on Microsoft Dynamics NAV®

14 Penn Plaza, Suite 1105 New York, NY 10122

www.bmiusa.com
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Chuckals assembled, packed and delivered complete turkey dinners to over 325 families in the Tacoma area.

and send Friends a picture for a chance to win a $50 Visa Card.

“The current economic climate means there are more families
today in need of our help than ever and as a locally owned and
operated business, we and our partners were delighted to step up
and respond to the challenge in a special way this year,” said Al.

Friends’ delivery team also entered into the holiday spirit through
the Friends “Drive for Charity” promotion. Customers donated
over 250 canned goods, boxed goods, bottled juices and toiletries which were collected by Friends drivers and delivered for
customers to local Ohio food banks of their choice.

Holiday Spirit Rules at Friends Business Source,
Ohio Independent

And if all that wasn’t enough, the dealership ran a fiercely-contested “Ugliest Holiday Sweater” contest for their staff, with judging in the hands of the management team.

Idaho Dealers Run Holiday Season Food Drives

Phil Roark (center in white shirt) with some of his team at Office Value during
their recent food drive
To celebrate the holiday season, Friends ran an “Ugliest Holiday Sweater”
contest for its staff. The winner: school customer care specialist Erika Bailey
(left), who received her winnings from Friends VP of sales Betsy Hughes.

In Findlay, Ohio, Ken Schroeder and his team at Friends Business
Source were full of the holiday spirit and then some, with a broad
range of special promotions, charity fundraisers and more to deck
the halls and spread good cheer.
“Our customer base appreciates our lightheartedness and my
coworkers truly enjoy this time of year,” commented regional
sales manager Stacey Wolke.
Friends’ Customer Service department offered call-in customers
the opportunity to test their holiday knowledge and enter a
chance to win office-related items valued at $50 or more through
their game of “The Twelve Days of Trivia”. In addition, customers
who spent $100 or more and answered a Holiday trivia question
could win one of several special prizes.
The promotion was not only fun for Friends’ customers. It also
gave a nice boost to sales last month, generating about $10,000
in extra business daily during the twelve days it ran.
Also on offer: a “Trim your office space” promotion by which customers were encouraged to decorate their space, cubicle or chair
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In preparation for the holiday season, Meridian, Idaho-based Office Value collected nearly 1,800 lbs. of food, plus $150 in cash
for their local food bank.
“We wanted to find a way to give back to the community and the
community responded very positively,” reports Office Value sales
and marketing director Ronda Dobbel. “We even had 20 customers who asked for their own on-site collection bins!”
To encourage contributions, the dealership handed out a free pen
sample to donors and response was so positive, Ronda and her
team had to keep going back to the vendors for me.
“BIC, Pentel, Pilot, Sanford and Zebra Pen were all very supportive on the food drive,” says Ronda.
About five hours east, in Rexburg, Idaho, Mark Porter and his
team at Porter’s Office Products did a food drive of their own that
benefitted three local food banks in their part of the state. This
was Porter’s first year and they got off to a good start, with 30
customers participating and donating just over 100 items.
“Participating in the food drive certainly made our customers and
our employees feel good about helping others in need and we will
be back next year and looking to grow donations,” reports Mark.
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secrets of SUCCESS

n Granite Office
Salt Lake City, Utah
n Lee Mercer and Garth Hood, partners

Two Guys and an Idea
Making Money Out of Granite!
by Jim Rapp

n Supplies, Furniture
n Founded: 2007
n Sales: $1.3 million

Granite partners Garth Hood (left) and Lee Mercer

n Employees: 6

A Work in Progress

n Affiliation: S.P. Richards
n Online Sales: 74%

When I asked why they have been successful during the recession
of all times, they gave it some thought before answering.

n www.graniteoffice.com

It’s not too often these days you hear of a new dealership opening
for business that wasn’t the result of a buyout or merger. In Salt
Lake City, though, there’s a prime example in the shape of Granite
Office.
Granite started in 2007, just as the great recession came roaring
in. And it’s been successful, in the black and just three years old.
Its founders, Garth Hood and Lee Mercer, both wanted to start
their own business and each brought some industry experience
with them.
Lee had been a delivery driver for a dealer while attending college,
then became a sales rep for a local dealer after graduation.
Garth worked in the warehouse for a wholesale furniture distributor when in college, then moved into the office and finally worked
as an outside sales rep.
In planning their own business, Lee and Garth decided they would
operate on three basic principals:
n A caring culture
n Customer service beyond expectations
n Helping to preserve the environment.
“From day one, the two of us were on the street selling, with a
third person in the office to answer the phone,” they explained.
They continue to do a lot of cold calling, as well as staying in close
touch with customers.

JANUARY 2011

“First of all, the timing was right for us. We put our plan together
before there was any sign of a recession. And there were two of
us, working very hard, putting everything we had into it, as we
still do. I don’t think we could have done it as a single person.”
Then they added, “Same day delivery doesn’t hurt! But, we’re still
a work in progress. We have a lot to learn.”
One part of their plan is to get all customers online, and maximize
the savings that come with it. Another is to develop a helping culture among employees, and to take care of customers in a way
that goes far beyond what any competitor is doing.
Granite Office has also gone Green from the beginning. All of their
delivery vehicles run on natural gas. They participate in Rocky
Mountain Power Company’s Blue Sky Program, a renewable energy program using wind power.
They are also a certified e2 business in Salt Lake City. To be certified a company must meet goals that are economically and environmentally sustainable each year. In addition, the company
provides free pickup of toner cartridges, cardboard, paper and
electronics for recycling.
To end the interview, the two guys asked, “Do you want cookies
or brownies?” “What do you mean?” I asked. They answered, “If
you buy $50 or more, you have your choice of free cookies or
brownies!”
Put your money on Lee Mercer and Garth Hood. These guys
never stop selling!
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WHERE NEED MEETS

CAPABILITY

OPMA points your marketing
in the right direction.

Whatever your marketing needs may be—
catalogs, Web sites, photography—OPMA
can meet them.
A full-service marketing and advertising agency,
OPMA features the largest in-house design
and copywriting staff specializing in office
products promotion. We serve everyone from
independent dealers to global manufacturers
with an untiring dedication to excellence.
OPMA is also on the forefront of electronic marketing, crucial in today’s budget-conscious economy,
offering such innovative tools as AD-Links™, which
produces emailable, customizable flyers, and
FlipLink, which transforms printed materials and
PDFs into a dynamic electronic version.
Your marketing needs.
Our marketing capabilities.
Isn’t it time they meet?

4211 N. Division | Comstock Park, MI 49321 | (616) 785-6061 | www.opma.com

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

Office Depot in $5.75 Million
Deal with City of San Francisco to Settle
Overcharges Claim
State Purchasing Assn. Exec Pans Latest Florida Contract as
Motley Fool Gives Two Thumbs Down to Florida Big Box
For Office Depot, 2010 ended pretty much the way it started: with
a barrage of above-the-fold stories about overcharges and other
irregularities involving the Florida big box and its state and local
government contracts.
This time a year ago, the big story was a report from the San Francisco auditor’s office alleging Office Depot overcharged the city
by at least $5.75 million between January 2005 and July 2009, an
amount that represented more than 25% of the $19 million the
city paid to Office Depot during the period audited.
Twelve months later, that story was back in the headlines as the
city announced an agreement by which Office Depot will pay
$4.25 million in payment and purchase credits to settle the
charges.
Also last month, the head of the country’s leading membership
organization for state procurement officials had harsh words for
a new contract by which Office Depot will be the sole source supplier to the the state of Florida for its office supplies.
According to Naples News reporter Matt Clark, the contract will
allow Office Depot to use tactics that numerous government auditors have claimed result in overcharges to agencies in the past.
“Office Depot now will be allowed to lure government agencies
and nonprofits nationwide to the 16,000 products the state competitively bid at low prices without telling those agencies their
contract purchasing website will be blended by default with potentially more than 44,000 so-called “non-contract” products
priced as the company chooses,” Clark contended.

Jack Gallt, director of the National Association of State Procurement Officials (NASPO), told Clark it is unusual for a government
agency to allow non-contract items to be purchased, and called
the Florida purchasing deal a good example of “price shopping.
Certainly, it’s something NASPO would not support,” Gallt added.
And if all that wasn’t bad enough, adding to the company’s woes,
analysts at the Motley Fool online investment service warned Office Depot may well be heading for the history books before too
long. Here’s what the Motley Fool’s Rich Duprey had to say about
the company’s prospects last month:
“Forget the disgrace of being kicked out of the S&P 500 (Office
Depot also suffered that indignity last month) office supplies retailer Office Depot is likely to be kicked to the curb permanently.
Both it and rival OfficeMax had been subject to possible buyout
rumors, as the economy has wreaked havoc with business purchases of paper clips, rubber bands, and correction fluid.
“To get to a surprise $0.04-per-share profit last quarter, Office
Depot had to slash overhead. That's a fine short-term remedy,
but pressure from its biggest competitor, Staples means it's going
to need additional ways to hold the line on costs. That's not an
easy, repeatable solution, particularly after its CEO resigned following violations of Regulation FD rules. Office Depot is a stock
that will be left at the station.”
For more information on Office Depot’s state contract problems, visit
the Depot State Contract Watch section of INDEPENDENT DEALER’s
web site (http://www.idealercentral.com/Pages/Watch_List).

CONTINUED ON PAGE 12

JANUARY 2011

INDEPENDENT DEALER

PAGE 10

INDUSTRY NEWS

CONTINUED FROM PAGE 10

AOPD Launches New Federal,
State and Local Government
Programs
The AOPD national accounts dealer network has announced two new initiatives designed to broaden its members’ access to
opportunities in the federal, state and local
government markets in the coming year.
To service the federal government market,
AOPD has formalized a GSA participation
alliance agreement with Chantilly, Virginiabased Sita Business Systems, a newly approved AOPD member and holder of both
a GSA contract and a Blanket Purchasing
Agreement under the Federal Strategic
Sourcing Initiative.
While the AOPD-Sita program is optional for
AOPD’s GSA dealers, it provides them with
the opportunity to participate in the GSA
FSSI program even though the organization
did not receive a BPA award under the FSSI
program last year.
AOPD executive director Bud Mundt
stressed AOPD’s own GSA program will

continue to operate as it has, and added the
organization has no plans to relinquish its
own GSA contract.
At the state and local government level,
AOPD has launched an effort it says will allow
its members to compete with “piggyback”
contracts currently offered by organizations
such as the U.S. Communities Government
Purchasing Alliance, the National Joint Powers Alliance, the National Intergovernmental
Purchasing Alliance (National IPA), etc.
AOPD will use a contract recently negotiated
between member dealer Sandia Office Supply in Albuquerque and the County of
Bernalillo, New Mexico, to target state,
county and municipal purchasing agencies
as well as schools and school districts nationwide. These public agencies will be able
to make their purchases by piggybacking on
the Sandia-Bernalillo County contract, which
AOPD will market as America’s Choice.
“We’ve seen the landscape in which AOPD
members are marketing to federal, state
and local government customers change
dramatically in a very short period of time,”

said Mundt. “These new initiatives will help
our members respond to the new rules of
engagement and lay the foundation for
some significant growth—both for AOPD
and its members—in the coming year.”

Office Partners ‘Gathers on the
Gulf’ for Twelfth Annual Meeting
If you were looking for signs last month of
an improving office supplies market, the
place to be was Tampa, where the Office
Partners buying group held its 12th annual
“Gathering on the Gulf.”
The event drew over 54 vendors and 53
dealer members, along with both national
wholesalers, a healthy contingent of rep
groups and others for a three-day program
that featured non-stop one-on-one meetings, a seminar on selling to the federal
government, special networking opportunities and more.
Also on the agenda: introduction of Office
Partners’ new 2011 catalog, produced
with the help of OPMA.
CONTINUED ON PAGE 13
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“This was without doubt one of our most successful meetings
ever,” commented Office Partners president Jim Hebert. “There
may still be plenty of uncertainty in the overall economy but you
would never have known that in Tampa. The energy level was
high, the mood was consistently upbeat and we heard nothing
but rave reviews from vendors and our dealers.”

United Stationers Announces CEO Transition Plan

Three New Dealers for Dealer
Group Pinnacle Affiliates
Large dealer group Pinnacle Affiliates, LLC welcomed three new
dealer members earlier this month: A-Z Office Resource, Antioch,
Tennessee; General Office Supply, Lafayette, Louisiana, and PayLESS Office Products, Omaha, Nebraska.
The addition of these new dealerships brings Pinnacle’s membership to twelve and adds increased market coverage in the midwest and new coverage in the southeast, the group said.
U.S. Pinnacle chairman David Guernsey noted, “Pinnacle’s dealer
group model continues to gain traction and momentum as large
dealers learn more of what the organization offers. We are excited
to welcome three exceptional dealers—A-Z, General and PayLESS—to our membership. With the addition of these dealerships, Pinnacle adds considerable depth and breadth to its U.S.
market coverage.”

Richard W. Gochnauer

Cody Phipps

Wholesaler United Stationers Inc. announced last month that P.
Cody Phipps, president and chief operating officer, will become
president and chief executive officer when Richard W. Gochnauer,
the company’s current chief executive officer, retires in May.
Phipps, 48, has been with United for seven years and was named
president and chief operating officer last September.
He joined the company in 2003 as senior vice president of operations and was promoted to president, United Stationers Supply
division in 2006.
Prior to joining United, Phipps was a partner in the Chicago office

For more information, visit www.pinnacleaffiliates.com
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We Can Help You Reach the Summit
x

Strategic Planning and Risk/Opportunity Analysis

x

Merger/Acquisition

x

Executive Counseling

x

Succession Planning and Exit Strategy

x

Valuation and Maximizing Owner Value

William E. Kuhn & Associates
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of McKinsey & Company and a leader in the firm’s Global Operations Effectiveness Practice. He has an M.B.A from the University of Chicago Graduate School of Business and a bachelor’s
degree in mechanical engineering from Ohio State University.
Gochnauer, 61, joined United Stationers in July of 2002 as chief
operating officer and a member of the company’s board of directors. In December of that same year, he took the helm as president and chief executive officer. During his tenure, Gochnauer
focused on developing and executing a successful growth strategy and creating a high-performance organization.
“Today’s announcement demonstrates the quality of United’s
bench strength,” said Gochnauer, who joined United in July of
2002 as chief operating officer and became president and chief
executive officer in December of that year.

our valued partners to learn about the ever-expanding technology
to run their businesses more efficiently, grow revenue and increase profitability.”
Added Books, “The 2011 conference will be the first time all ECi
customers, business units, representative industries and preferred
partners will be together. We are confident that all participants will
quickly recognize the value of this collaborative event.”
Registration for the conference will begin in March and more information on Connect Conference 2011 will be announced over
the coming months. To learn more, go to www.ecisolutions.com.

Andrew Morgan
Named CEO of Red Cheetah

“An important part of my role as CEO has been to ensure that we
have the necessary leadership to continue to prosper and enable
the success of the business and all of our partners. We are confident that everything is in place to begin a smooth, extended
transition of leadership that will provide continuity for United Stationers. Cody is well-prepared for this new role. He will take full
responsibility for the execution of our 2011 plan. During this transition, I will provide support and coaching to Cody and the senior
leadership team to accomplish our objectives.”
Also last month, United announced several other new appointments and alliances. They included:
n The appointment of Jeff Leja to the position of vice
president, sales for its LagasseSweet jan-san division.
Leja previously served as LagasseSweet’s director of
national accounts.
n A new relationship with the Advertising Specialty
Institute (ASI) to provide a turnkey program to help United
Stationers’ resellers add promotional products to their
mix.
n The addition of National Office Furniture to its supplier
portfolio, expanding its furniture offerings in both the
mid-market and contract furniture segments.

ECi Announces 2011 National Users Conference
eCommerce Industries, Inc. (ECi), parent company of DDMS, Britannia and Accsellerate among other industry software solutions,
has announced details of its 2011 national users conference.
Connect Conference 2011 will take place November 1–3 at the
Renaissance Worthington Hotel in Fort Worth, Texas.
“Customers look forward to our national users’ conference and
the response we’re already receiving is very positive,” says Ron
Books, president and CEO of ECi Software Solutions.
“The Connect Conference 2011 will provide a chance for anyone
who uses an ECi business solution to receive training on their
software from our team of experts. They will also have access to

Andrew Morgan, president, founder
and owner of dealer technology
provider Red Cheetah, last month
assumed the additional role of
CEO. Morgan purchased all interests held by Steve Kahle and Kahle
is no longer part of the company.
"Having founded Red Cheetah and been in the office products
business for well over a decade, I am extremely pleased with the
opportunities Red Cheetah has on the horizon. I am very confident in our executive, sales and support team members knowing
we will continue to strengthen our dominant market position,"
Morgan stated.

Thalerus Group, Educators Resource Form New
Alliance
Dealer technology provider Thalerus Group announced this
month that it has formed an alliance partnership with Educators
Resource, a wholesale distributor of school learning materials and
education toys.
Lillian Yeh, president of Thalerus Group, said the new vendor alliance with Educators Resource will provide Thalerus dealers the
opportunity to meet the diverse product needs of their customer
base within the contract office and education market.
“Our dealers are constantly deepening customer relationships beyond just the traditional office supply market. This also includes
selling to the education market. Thalerus Group is doing its part
to support our dealers engaged in this type of marketing strategy
by engaging in a supply chain relationship with Educators Resource,” said Yeh.
Brad Summersell, executive vice president of Educators Resource, said, “This partnership allows us to reach more dealers
CONTINUED ON PAGE 16
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interested in focusing on selling a comprehensive product offering
to the school market. Thalerus dealers will be able to combine
their strengths in traditional product lines to schools with over
20,000 additional instructional materials for teachers which enhances the dealer’s market position as a full line school supply
provider.”

New President and COO for ACCO
ACCO Brands Corporation announced last month that Boris Elisman has been named president and chief operating officer, with
full responsibility for the sales, marketing, and operations of all of
the company's businesses and products worldwide.
Elisman will continue to serve in his current role as president of
ACCO Brands Americas until the company names a successor.

K.Coaching to Deliver Sales Leadership Training to
S.P. Richards Advantage Members, Adds New
Dealer Training and Development Director
Regular INDEPENDENT DEALER columnist Krista Moore and her
team at K.Coaching, Inc. have signed an agreement to provide
wholesaler S.P. Richards with live, interactive, on-demand sales
training webinars and live regional workshops as part of its Advantage Program for dealers in 2011.
The S.P. Richards’ program, known as FUEL, will provide salesfocused training that touches all aspects and areas of an office
products independent dealer’s business, K.Coaching said.
FUEL will be available to all S.P. Richards members who participate in the company’s Advantage Program—a program of sales
and marketing tools, seminars, training, and other initiatives specific to Advantage Program members.
“As we’ve all learned, everyone is in sales—rookies, veterans,
your customer service team, credit managers, even your drivers,”
commented S.P. Richards president and COO Rick Toppin. “With
these programs, they now have unlimited access to the best office products sales and sales management training available.”
In addition to its new alliance with S.P. Richards, K.Coaching will
continue to offer a broad array of coaching and training programs
to many industries and all independent office products dealers
throughout North America, Australia and the UK, the company
said. For more information, visit www.kcoaching.com or see
Rick Toppin’s YouTube video announcement of the program
(www.youtube.com/watch?v=nu6nqMRYXso).
Separately, K.Coaching announced the addition of Corne’ Rutherford to the organization as its new director of dealer training and
development.
Rutherford comes to K.Coaching from dealer technology provider
Red Cheetah, where she served as channel manager and sales
representative.
Her previous industry career also includes positions with Acsellerate and S.P. Richards.

"Under Boris' leadership of ACCO Brands Americas, we have significantly improved customer relationships and operational metrics," said ACCO chairman and chief executive officer Robert J.
Keller. "Our success in the Americas has been a key driver of the
company's enhanced financial performance. His track record of
success, coupled with his deep understanding of both the office
products and computer products segments, will serve us well as
he takes on his new global responsibilities."

Greenguard Certification for Safco
Safco Products Company last month announced it has achieved
Greenguard Indoor Air Quality Certification for over 70% of its
product lines.
Safco said the milestone signifies a long-standing dedication to
ensure its products meet the rigorous standards of Greenguard
Certification as well as their stewardship of every environment
their products are a part of.
Safco is currently in the process of certifying the 17 new product
lines it released last year. Their ambitious effort displays their willingness to go beyond one or two certified product lines, offering
a broader product selection, ensuring everyone who uses a Safco
product can breathe a little easier, the company said.

New Home for Durable Office Products
Office organization products maker Durable Office Products Corp.
has moved its U.S. offices to a new location in Addison, Illinois.
The new address is 1225-C Greenbriar Drive, Addison, IL 60101.
Phone numbers will remain the same (Voice: 847-787-0100 / 800273-3118; Fax: 847-787-0311 / 800-683-6195).
Durable said the move was prompted by the company outgrowing its previous facility. Its new home has a capacity of 800 pallet
spaces and features four loading docks, eliminating the need for
off-site storage and reducing past delivery log jams.

“We are thrilled to have Corne’ join our team,” commented Moore.
“With her 13 years of experience in the office products industry
she will quickly become an integral part of K.Coaching and a respected asset to our clients.”
CONTINUED ON PAGE 17
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These are obviously challenging times for
everyone in our industry. How has the downturn
affected ECi?

Newsmaker Interview:

ECi President and
CEO Ron Books

BOOKS: Things are going pretty well, all things considered.
Like everyone else, the economic downturn affected us and
2009 was a challenging year.
There were a number of dealers who went out of business and
we saw a fair amount of consolidation in some of the industries
we serve.
However, we fought the temptation to reduce our workforce
and actually increased investments over the past two years. We
added resources and invested in technology like helpdesk software and a new phones system, all with the intention of being
able to better service our customers.

It’s been nearly a year since United Stationers’
acquisition of MBS Dev. Is it a good thing or a bad
thing for the dealer community for wholesalers to
get that involved in the technology side of the
industry?
BOOKS: It’s a good thing that the industry’s wholesalers are
making investments in technology on behalf of the dealer. The
big boxes are making significant investments in technology and
it will take a group effort in order to keep pace.
The concern I have is that investing in a solution that has a very
small number of office products dealers that actually use it just
further fragments the overall spend and provides zero benefit
to the masses.
At the end of the day, there’s a finite aggregate spend available
to the dealer community to devote to technology. The more
systems there are out there, the more that spend gets divided
up and the more difficult it becomes for those systems to be
successful for the dealer community.
I am also interested to see how comfortable dealers will be having their wholesaler have complete access to their customer
data. I know that this is something dealers have always been
concerned about, even with us, and I can assure you we are
never going into the business of selling office supplies.

No two independents are alike, but one thing they all share is a
need for technology that’s just as good, if not better, than any of
their big box competitors. As a new year gets underway, we sat
down with ECi president and CEO Ron Books, one of the industry’s key players on the technology front, to get his perspectives
on this critical area. Here’s what he had to say.

But who decides what the magic number is for just
how many technology firms should be at play in
the industry?
BOOKS: I don’t know the answer to that. It sounds great on
paper to say that competition is good but the further you spread
those resources among multiple solutions that are doing pretty
much the same thing, the less your chances are of having comCONTINUED ON PAGE 18
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petitive software that’s able to match
what the big boxes bring to the table.

What’s your read on the state of
the dealer community in general
these days? How do dealers
stand today from your
perspective and what are your
expectations for the coming
year?
BOOKS: I meet with a lot of dealers in
the course of what I do and the first
question I always ask them is, how’s
business?
Most of them tell me they saw improvements in 2010 versus 2009. However,
those improvements have been coming
slowly and there are still a lot of challenges out there starting with less overall
consumption.
Having said that, there are many dealers
who have done a good job of managing
their businesses effectively―getting into
multiple verticals, leveraging technology
and so on―and they are thriving. There may
be fewer of them today than before the
downturn, but they’re still very successful.

You mentioned the importance
of leveraging technology
effectively. What are the key
requirements needed to make
that happen?
BOOKS: It’s really all about expanding
the use of technology. Ten years ago,
when I came into this marketplace, technology was defined basically as an ERP
system that did accounting, inventory,
and order entry and not a whole lot more.
For today’s successful dealers, technology has moved far beyond just ERP applications. They are taking advantage of
e-commerce to grow their business,
they’re utilizing sales analytics to get better profitability from their customer base,
they’ve got mobile solutions in place to
increase productivity from their wareJANUARY 2011

house and delivery operations and
they’ve got PSN for communications with
their vendors over the Internet, and so on.

Ecommerce is clearly a focal
point of the industry now. What
are you doing at ECi to ensure
the independent dealer keeps
pace with the big box players?
BOOKS: Anyone at ECi would tell you
that e-commerce is a top priority for me
personally and it it’s a big focus of our
organization from an investment perspective. We’ve probably spent about $7
million to date on ECinteractive alone
and we have over 30 employees who are
dedicated exclusively to that product.
We have over $2.5 billion transacted annually across ECi web properties, with
significant growth being seen across the
BritLink and Ecinteractive/D-Force 2
platforms. We’ve made considerable
progress in the past year and have a
very aggressive roadmap for 2011.
While the target keeps moving and we
still have a lot more work to do, I can assure you we couldn’t be more committed to ensuring our dealers can compete
in every aspect of e-commerce.

What are the key elements of
that moving target today and
what do you expect them to be
six months from now?
BOOKS: We just launched our integrated marketing initiative, which will
give our dealers the ability to send
HTML flyers to their customers and
prospects and generate online sales.
Additionally, we are in the process of redesigning our user interface, enhancing
the approval process, and further driving
end user self service functionality.
We are also leveraging our Acsellerate
acquisition by integrating their end user
usage reporting. This will allow for those
dealers that have Acsellerate to provide
tremendous value to the end consumer.

INDEPENDENT DEALER

This is something end users will be demanding in the months ahead.

There was a lot of talk at the
BSA meeting last year about the
need for greater standardization
for e-commerce content and
format. How important is that
from your perspective?
BOOKS: It’s absolutely critical. If everybody takes a different approach to how
they build their content, then it causes a
tremendous amount of waste. We all
end up doing the same basic things
multiple different ways, which translates
into more fragmentation of spend and
more competitive disadvantage in the
marketplace.
Any standardization we can bring to this
area will just make it a whole lot easier
for the solutions providers and the dealers. It’s a critical need and provides an
opportunity to increase return on investment for the entire channel and bring
new technology to the marketplace far
quicker.

Any final comments?
BOOKS: The dealer community should
know that there are a lot of people at ECi
working extremely hard every day to try
to help them better compete. We understand that our success is 100% tied to
our dealers' success and it’s a commitment we take very seriously.
They should also know that ECi continues to grow within the industries we
serve and anything they might hear to
the contrary is unequivocally false.
Not only do we have more than 5,200
customers in total and over 2,000 in office
products alone, but we added over 100
new office products dealers in 2010. Our
sole focus is on finding ways to make our
dealers more successful and when we’re
doing that, we’re doing our job.
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NOPAnews

Healthcare Reform Implementation in 2011:

The Republican Agenda
After a lengthy, highly partisan and ultimately decisive battle to enact healthcare
legislation in 2009-10, one might think that
the debate on this hugely important and
complex issue is over. But it’s not.
Drawing upon their new majority status in
the U.S. House of Representatives and
much stronger minority position in the U.S.
Senate after the November elections, Republicans are outlining a strategy to repeal
the Patient Protection and Affordable Care
Act that President Obama signed in March
2010 or—at a minimum—to amend it in
ways intended to help small business.
As we enter a new year, NOPA remains engaged in the broad-based Small Business
Coalition on Affordable Healthcare, led by
the National Federation of Independent
Business (NFIB).
Since March 2010, the Coalition has focused on implementation of the new
healthcare law and that effort will continue.
However, it also is pushing for repeal of
that law, or at least fundamental changes,
to ease the disproportionate burden of implementation on small businesses.
While prospects for outright repeal are uncertain, some important amendments
have strong prospects that relate to eliminating burdensome tax and ‘grandfathering’ provisions in the enacted law.
Meanwhile, in the background there are a
number of major constitutional challenges
to the healthcare law that have been
mounted by state attorneys general and
JANUARY 2011

others, with most political pundits agreeing that the U.S. Supreme Court ultimately
will need to address the fundamental issues they raise.
This judicial process will take time to play
out, which puts the short-term decisionmaking regarding “corrections” to the
healthcare law into the hands of the new
Congress.

Status of ‘Grandfathering’ Rule

fewer than 200 employees have shopped
for insurance coverage within the past
year. More than 30% of those firms ultimately changed the type of health plan
they offer, mainly to manage premium cost
increases.
The Coalition noted that the preferred solution would be for the federal government
to suspend all restrictions in its interim
grandfathering rule until 2014, when the
Act is fully implemented.

The Small Business Coalition filed a second set of comments on grandfathering of
health plans with the Obama Administration on December 17. The focus of those
comments is a push for removal of several
inflexibilities in the proposed implementation regulations that otherwise will lead to
the loss of grandfathered status for most
small business health insurance plans.

This step is necessary to allow employers
and employees to make adjustments necessary to maintain their current plan coverages so that—as promised during the
healthcare debate—“if you like your plan,
you can keep it.”

Insurance plans that are not grandfathered
are subject at an earlier date to a fuller
range of short-term rules regarding minimum healthcare coverage, employee
cost-sharing, etc. under the new act.

Just prior to adjournment, another attempt
was made to pass amendments to the new
healthcare law to eliminate the new Form
1099 reporting requirements that were included in the Act as “revenue enhancements,” intended to address concerns of
under-reporting of taxable income paid in
small amounts to product and service
providers.

In its comments to federal agencies involved in rulemaking to implement the new
healthcare law, the Coalition highlighted
the need to allow small businesses to
make changes in the structure of their
health insurance plans as a means to
adapt to large premium increases while
maintaining comparable, ongoing insurance coverage for their employees.
According to a recent Kaiser Family Foundation study, 63% of small firms with
INDEPENDENT DEALER

Form 1099 New Reporting
Requirements

As a result, effective January 1, 2012, unless these provisions are changed during
2011, businesses of all sizes will be required
to report to the IRS all cumulative purchases of goods and services totaling $600
or more from a single vendor.
CONTINUED ON PAGE 21
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It is estimated that a large percentage of small businesses
would need to issue a hundred or
more 1099 Forms each year,
rather than one or a few dozen,
while bearing the higher accounting and reporting costs associated with the higher volume of
1099 Forms they must issue.
Despite some last-minute, qualified support from President
Obama for relief in this area, two
separate proposals in the Senate
failed to pass during the final days
of the lame duck session, including one sponsored by Sen. Max
Baucus (D-MT) that called for outright repeal of this provision without a substitute means to raise
revenues lost through the repeal.
The Coalition will be pushing
strongly for introduction and
quick passage of such an amendment early in the new Congress,
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given Republicans’ gains in both
the House and Senate in the fall
elections.
Independent dealers are encouraged to share their concerns on
these matters with their newly
elected or re-elected congressional
representatives (www.house.gov)
and senators (www.senate.gov)
starting this month.
Whether you support outright appeal of the new healthcare law or
common-sense amendments to
ease the burden of implementation on small businesses like your
own, NOPA encourages you to
get involved and stay involved.
Contact Chris Bates at NOPA
(cbates@nopanet.org;
Tel: 703/549-9040, x 100) for
more information or assistance
in contacting your elected officials.

NOPA Names New Directors for 2011-13
NOPA is pleased to announce the election of three new
directors to its board of governors, who will serve a 201113 term of office. New directors include:
• Mitch Bean, managing partner,
Eakes Office Plus Inc., Kearney, NE
• Harry Macey, president,
Perry Office Plus, Temple, TX
• Jennifer Smith, CEO,
Innovative Office Solutions, Burnsville, MN.
Dealers with continuing NOPA board terms include Chip
Jones (2010 Chair), Minton-Jones, Atlanta, GA; Mike
Tucker (2011 Chair), George W. Allen Co., Beltsville, MD;
Dale Bloem (2011 Vice Chair), New England Office Supply,
Inc., Braintree, MA; Alan T. Bird, LEED AP, Complete Office
Supply/Office Furniture USA, Indianapolis; Scott Bruce,
Bruce Office Supply & Furniture, Birmingham, AL; Ofie
Garza, Consolidated Office Systems, San Antonio; Tom
Gormley, Hurst Group, Lexington, KY, and Glenn McDaniel, Office Smart, Sierra Vista, AZ.
Other NOPA board directors are John Burgess, S.P.
Richards Co.; Greg Fish, TriMega Purchasing Association;
Charles Forman, is.group; David Haugh, United Stationers; Donna Snyder, GOPD, and Sharon Stepien, AOPD.
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How’s
How’s Biz?
Biz?
Some Improvement Last Year,
2011 Is Looking Better
By Jim Rapp
It’s been a long, drawn-out recession, and although the
government says it’s officially over, you wouldn’t know it
by looking at our industry.
Consider this. When we talked with dealers near the end
of 2008, they reported a slight weakening of business in
the last quarter of 2007. That’s when the downward spiral
began. Now, three years later we are still a long way from
business as usual, whatever that might be.
Yet independent dealers have weathered the storm pretty

well, with some doing better than others, and a few doing
quite well. How have they done it? Most often mentioned:
• Aggressively going after new business
• Increased margins through improved pricing
• Better cost control
• Participation in buying group and wholesaler
programs.
CONTINUED ON PAGE 23
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Eternal Optimists

make a big point of our recycling program and the improved quality
of our toner cartridges.”

“You have to be optimistic to be in this business,” says Nathan
Goldberg, who operates Specialized Office Systems (SOS) from
its Phoenix headquarters.

Patsy said that their involvement in community activities has
helped them get name recognition.

“The last two to three years have been challenging for us, but with
a lot of hard work and perseverance, anything’s possible.”
SOS has grown by constantly widening its product offerings and
customer base. The company started in 1985, selling forms for
medical facilities and since has become a full line dealer, offering
supplies and furniture, with an in-house printing facility.
“The recession has provided opportunities for us to grow. We have
acquired businesses in Tucson, Las Vegas and Los Angeles and
we’re actively seeking opportunities in other areas,” Nathan continues.
“First of all, we don’t compete directly on price. We think we have
a good pricing model. We will never be the cheapest guy in town
but we talk to our clients about the overall value of the service we
provide—the amount of time spent trying to order something,
deal with back orders, wrong shipments, substitutions, etc., all
the problems that some other suppliers create.”
Also, we’ve found that most people would rather buy from a
small, locally-owned enterprise, where they can sit down with the
owners, where they care about each others’ business, and the
local community.”
Across the country, in Jacksonville, Florida, those thoughts were
echoed by Patsy Underwood of Atlantic Laser Office Products.
“Many of our customers have really been suffering the last couple
of years, so we’ve made a special effort to help them in any way we
can to reduce their costs. We look at everything they’re buying,
whether from us or someone else, and then make suggestions. We
started a rebate program which has helped retain customers. We

Expanding Services
“We just completed our fiscal year on September 28. Sales are
up 6% over the previous year, profits up 7%,” states Mark Miller
of Eakes Office Plus in Grand Island, Nebraska.
Eakes operates a large commercial business and eleven retail
stores. They sell everything—supplies, furniture, copiers and
everything in between, just about anything any office might need.
“The last quarter of 2010 has been a little slow, but we believe
that 2011 will be strong and build as the year progresses,” Mark
continues. “Customers continue to be cautious—they’re not
spending like they could. They just need to have a little more confidence in the overall economic situation.”
The company recently increased the size and offerings of its instore printing services, which they call, “Printing Centers.”
“It’s sort of like a copy center on steroids,” Mark explains. “We
have many more services, including wide format and banner
printing.”
Eakes also recently introduced a managed print services offering,
with its supply people working closely with the copier team to
bundle up the customer’s printer, toner, paper and maintenance
business into one package.
In Sierra Vista, Arizona, Office Smart has not only expanded its
product lines, but also the territory it covers, with an increased
presence in Tucson, 60 miles away.
“We are very aggressive about getting new business,” says owner

CONTINUED ON PAGE 24
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Glenn McDaniel. “We use an outside resource to make appointments that has been working very well.
Glenn says the national big box players are not doing well in the
area, and seem to have backed off from their previous aggressive
approach. He cited an example of a new large medical facility his
team was able to pick up because of lack of follow through by
one of the giants.
“2010 was a good year, but not great. Supplies picked up, furniture was flat. There’s every sign that 2011 will be better, especially
furniture. The economy here has stabilized, and I feel more confident now than I have anytime in the last several years,” he says.
“Office Essentials, with operations in St. Louis and Kansas City,
has just completed a very successful year,” says Kate Dougherty.
“We’ve added a lot of new business through organic growth, and
acquired a company that specializes in technology and managed
print.”
Kate describes 2010 as a year of building blocks for the dealership—setting the stage to take it in a new and more streamlined
direction. “We’ve changed how we talk about ourselves, how we
present who we are—not as an office products company, but as
a business products and service provider. We have or will obtain
just about anything that any office might need or want.”
The company has also introduced an employee rewards program,
called “Essential Bucks,” where every employee can be recognized for outstanding achievements. The monopoly-like paper
money given out can be used to “buy” items from a menu of products, from sporting goods, clothing and many other items. “It’s
an opportunity to recognize and thank our people, and they love
it,” she said.

A Quick Swing
Around the Country
Here’s what some other independents
are saying about 2010 and 2011:
AAA Business Supplies, San Francisco, continues to
add new products and services, with good results,
says CEO Steve Danziger. “We continue to grow in a
slow economy, with very tough competition. We will
expand our coffee business in 2011 and launch
managed print services and hopefully make an
acquisition.”
The Phillips Group, Middletown, Pennsylvania—
Sales were up 2.5%, gross profit was up 2% and net
profit was up 9.7%, according to supply division
president Bob Chilton. The sales forecast for 2011: up
about 4%.
Redmen Office Supply, Tahlequah, Oklahoma—2010
sales were double 2009, reports owner Chuck
Bread.This is due primarily to tribal casino business,
which is rapidly expanding. They expect to triple their
volume in 2011. Redmen is a Native American-owned
business.
Garvey’s Office Products, Niles, Illinois—Sales have
increased 10%, margins have held firm, net income is
up 40% due to reduced expenses. For 2011, sales are
expected to grow at least 10%. “We continue to take
market share from the power channel,” says president
Bernie Garvey.

CONTINUED ON PAGE 25
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Pay-LESS Office Products, Omaha, Nebraska—
Sales volume up slightly over 2009. Customers are
starting to buy C&D items, not just the essentials.
“We’ve been able to hold our margins, but it hasn’t
been easy,” states owner Jim Matgen. “We have one
person on staff to handle pricing, contracts, etc., and
this has helped. We’ve added one sales rep. 2011
looks promising.”
Brown & Saenger, Sioux Falls, South Dakota—“The
first half of 2010 started strong, but got a little soft
during the summer. We’ve seen a pickup in the last
quarter and we’re optimistic about 2011,” states
president Lyle Dabbert. “Furniture sales are increasing
and we feel that is a good sign for other products.
We’ve also been able to increase gross margins by one
or two points.”
Electronic Office Systems, Fairfield, New Jersey, a
copier dealer, reports sales up slightly over 2009.
Margins are a problem as customers do more shopping
and some competitors will take a deal at very low or no
profit. “We sell a lot of refurbished equipment that
comes from offices that have defaulted on their leases.
“This is very profitable,” says owner Andrew Ritschel.
Great River Office Products, Minneapolis,
Minnesota, has seen a slow but steady increase in
dollar volume in 2010, with furniture leading the way.
Owner Sandy Schmidt reports increased gross margins
in the 33-35% range. “Our reps have done an excellent
job of pricing out orders in order to obtain this high
level, aided by increased sales of custom products
which carry higher margins. We believe 2011 will be an
even better year, especially for furniture, due to national
contracts.”

Office Peeps, Watertown, South Dakota—2010 sales
are up slightly over 2009, with copiers and furniture
doing better than supplies and service, according to
president Joel Vockrodt. They’ve recently had several
large sales, furnishing a new police headquarters, a
technical school building and a new university building.
“We’re focusing more and more on government and
school business, and I’m optimistic about all the
is.group endeavors, including their U.S. Communities
program.”
Kennedy Office, Raleigh, North Carolina, had a tiny
increase in sales in 2010, but owner Mary Catherine
Sigmon is beginning to see improvement, with a pickup
in furniture, mostly budget lines. Order size is
increasing, as are margins. “We are cautiously
optimistic about 2011 and are looking forward to
participating in is.group’s U.S. Communities
government purchasing cooperative.”

Dealer Groups Had a Good Year
As I talked with dealers around the country, I heard very positive
comments about every dealer group. Most often mentioned were
better prices from an increasing number of suppliers, and being
more aggressive in obtaining contract business, both government
and commercial.
Bud Mundt, AOPD executive director, said that 2010 was a very
good year. Commercial business was up 12%, with 58 new contracts through November. Three new members were added in
2010, and the organization now includes 73 members in the U.S.
and Canada, and 96 total members worldwide.
“2011 will be another strong year for us,” Bud says, “with increases up in the double digits.”

CONTINUED ON PAGE 26
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How’s Biz?
Cover Story
continued from page 25

“I’m very proud of what our members have accomplished in
2010,” states is.group president Mike Gentile. “Business was up
across the board. Reality hit dealer members squarely. They realized that they had to be more progressive and get into other product categories—jan/san, beverages, managed print services, ad
specialties, etc. Some had to reinvent their companies and ask
themselves, ‘Do I have the right sales force, the right stocking
model, am I in the right markets?’ Many, many of them have done
just that and are well positioned to grow their businesses in the
coming year.”
“TriMega was up single digits for 2010,” says executive vice president Grady Taylor, “with some hopeful signs in the latter part of
the year. We are cautiously optimistic that business will speed up
even more in 2011. We will continue to add new business through
our Point Nationwide national accounts program and explore
other avenues to help members with topline and gross margin
growth.”
“Business was up in 2010,” states Office Partners president/CEO
Jim Hebert. “We made money, business came back some, but
not as much as we had hoped. At our recent meeting, partners
were pretty optimistic about the future. Everyone’s taking a closer
look at pricing and what they’re paying for goods, especially the
C & D items. I’m encouraged when I see dealers paying increased
attention to the fundamentals of their operations. This bodes well
for the future.”

Wholesaler Comments
Jim O’Brien, senior vice president of marketing, S.P. Richards Co:
“Many of our dealers have found 2010 a very challenging year. Of
course, there are a number of dealers that did well. We feel slightly
better about 2011 overall, even though the economy in general
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continues to be weak, and high unemployment is probably going
to continue for a while. Yet, independents are doing a lot of things
to gain traction and build their market share. TriMega’s ‘Point Nationwide’ program is encouraging. Dealers that have a new business focus and who are taking advantage of all the technology
out there are the ones that are more successful.”
Cody Phipps, president and COO, United Stationers: “Industry
conditions have been challenging in 2010. We are expecting modest improvement for 2011. We believe that our strategy of ‘Winning from the middle’ will continue to create growth opportunities
in a variety of ways that do not rely on a rebounding economy.
With our many different services, dealers can build incremental
sales with new product categories and value-added services. For
these dealers with the right strategy and execution, 2011 will be
a good year.”

Recovery Ahead?
Office products, furniture and equipment manufacturers, distributors and dealers have just completed another tough year, following two years of disappointing results.
Will 2011 be better? There are a lot of signs pointing in that direction.
Independents that I’ve talked with recently, almost without exception, believe that they will have a better year in 2011, and most
importantly, their bottom lines will improve. They’ve done a good
job of controlling expenses, while paying more attention to pricing
and cost of goods.
Next year, when we ask, “How’s business?” we think you’ll have
a smile on your face and a few more dollars in your pockets!
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By Phil Barnette

The sales process can be a long and arduous task for any small business. From
prospecting to the initial call to closing the
deal, the process can be intimidating. Accordingly, sales managers can use programs to help improve their sales force.
Once such program is the United Dealer
Training (UDT).

For example, when prospecting, sales professionals should dedicate a minimum of
two to three days per week, and plan approximately two hours per session.

A comprehensive training and educational
curriculum, United Stationers’ UDT program provides independent resellers with
the necessary knowledge and skills to
compete in today’s business environment.

The next step in the sales process is getting
the first appointment. First, determine the
decision maker and contact that person.

From initial preparation, to securing appointments, to dealing with resistance
from the decision maker, the UDT program
shares successful sales tips.
One of the objectives the program
stresses is preparation—and this preparation applies to the small-business owner
as well as the sales representative.
Specifically, to maximize the number of
leads that can be transitioned into clients,
owners should work to provide qualified
leads or specific areas to target.
Doing so can help minimize the time spent
pursing nonproductive leads. A good rule
of thumb is that sales representatives
should have a revolving potential client list
with a minimum of 100 prospects.
Sales representatives must also be prepared when prospecting, which starts with
reserving adequate time devoted to the
process.
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Each session should have a goal of making up to 15 calls per hour, while trying to
secure conversations with up to five separate decision makers.

Because the sales representative may first
reach a receptionist or assistant, the sales
representative should ask this “gate opener”
to schedule time with the decision maker.
If the decision maker is unavailable, there
are still positive steps to take. The UDT
program estimates that approximately
80% of sales happen after the fifth contact,
so it’s important to be persistent and collect additional information after each call.
However, if after five or six attempts, there
is still no response, sales reps should leave
a brief, concise voice mail or send an e-mail.
Once the decision maker is on the phone,
a sales representative has roughly 20 seconds to get and hold that person’s attention. Be sure to have a strong, confident
opening.
Then, the sales rep should take the most
important step in the sales process: listening. The more a prospect says, the more
insight the sales representative has to
make the sale.
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In listening, a sales representative can
learn about the prospect’s needs, wants
and challenges. And he or she can use this
information to not only ask the next question but also to make the sale.
One of the key ways is for a sales rep to
develop a conversational dialog to gather
information or ask open-ended questions.
While engaged in this conversation, the
decision-maker is likely to voice objections. Thus, properly handling these objections is critical.
Top producers are prepared with effective
responses to the most common objections.
Realistically, there are no objection responses that work 100% of the time.
However, having rebuttals readily available
can make or break a sale.
Preparation, diligence and tenacity are key
for any sales process. Following these tips
can help your team turn prospects into
clients.
For more information about the UDT program—including two sessions open in
February and March—please visit
www.ussco.com/resellers/mp_dt.shtml.

Phil Barnette is manager of United
Stationers’ Dealer Training
program with more than 38 years
in professional sales. Barnette
has researched, developed and
facilitated sales and sales
management courses across the United States.
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Innovative
Planning
&
Leadership
for 2011
By Bill Kuhn
Every so often, the Harvard Business Review publishes a breakthrough issue. I was excited to see that the special double issue
for Jan/Feb 2011, which turns the spotlight on business model
innovation, is one of those exceptional issues.
Typically, many of the HBR articles are geared to larger corporations and their leaders. However, the current issue is equally applicable to small businesses—for that matter, to our entire
industry—in terms of addressing innovative leadership and strategic planning.
As a follow-up to my December column titled “2011: The Opportunity is Here—The Time is Now,” I thought it could be very beneficial for dealer principals and their management teams to
extract some of the gems of wisdom from the latest HBR.
This column only begins to scratch the surface of the contents in
this special edition, so I would recommend you pick up a copy; it
should be available on your news-stand until around mid-February.

Reinvent Your Business
In the article, titled “Reinvent Your Business Before It’s Too Late,”
Paul Nunes and Tim Breene write about the dire consequences of
failing to reinvent yourself in time.
They cite an alarming statistic published in the book “Stall Points”
by Olson and van Bever, namely that, “when a company runs up
against a major stall in its growth, it has less than a 10% chance

of ever fully recovering,” with many of those companies later being
acquired or forced into bankruptcy.
The office products industry fared better than that 10% during the
2000-2002 recession as many dealers found ways to expand in
areas such as jan/san, breakroom products, green products and
promotional products, as well as expanding into growth markets
such as healthcare, education and government. However, those
dealers who didn’t move quickly often became the casualties that
Olson and van Bever mention.
In today’s recession, I haven’t seen a lot of dealers truly reinventing
themselves and really probing in depth into our current stall points.
Nunes and Breene suggest that at-risk companies typically focus
on their existing operations and wait too long in preparing the
groundwork for their future. Companies frequently fail to move from
the end of one performance curve to the rising slope of another.
Their research also indicates companies that successfully reinvent
themselves have two traits in common: firstly, the ability to
broaden their focus beyond their present product lifecycle and
secondly, the ability to address three areas, namely to track the
basis of competition in their industry, renew their capabilities and
nurture a ready supply of talent.
This six-page article on reinventing your business is packed full of
strategies and thought processes to address these three areas. I
will certainly be incorporating these concepts when I work with
dealers in their strategic planning processes.
CONTINUED ON PAGE 29
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I N N O VAT I V E P L A N N I N G A N D L E A D E R S H I P. . .
Design a Winning Business Model
Another informative article in the Harvard Business Review issue
on innovative business planning is by Ramon CasadesusMasanell and Joan Ricart, “How to Design a Winning Business
Model.”

CONTINUED FROM PAGE 28

Their thrust is that for companies to endure, they must get the
right balance among these three boxes: Box 1 being preservation,
Box 2 being destruction and Box 3 being creation. I was fascinated to learn that these three perspectives are actually based
upon the three main deities of Hinduism.

The writers state that a company’s model must depend upon how
it interacts with models of other players in the industry, arguing
that a more narrow view dooms many to failure. This certainly reenforces the comments by Nune and Breene.

The authors go on to say that most companies overwhelmingly
focus on Box 1—managing the present (i.e., preservation). I certainly cannot argue against that position. In the dealers I’ve observed and consulted with, I would estimate that 80-90% are
devoted to the present (i.e., I have my hands full trying to survive
and get through these difficult times), perhaps 10% are devoted
to the future (I’ll worry about that when I know times will be better)
and roughly 5% to selectively forgetting the past (I can change—
if I have to).

In my annual planning columns in December 2009 and 2010, I
wrote about the importance of developing your strategies around
the vulnerabilities of the big box players, including the designing
of a SWOT analysis (strengths, weaknesses, opportunities and
threats) for each of the big box players in your market.

I’ve continually preached that real change is very difficult. The
writers state it slightly differently: “Before you can create, you
must forget.” They add that many companies become too comfortable with their existing business models and that they need
to reinvent those models to fend off new competition.

The HBR article made me realize the equal importance of developing a SWOT analysis for major independent dealers in your
market, particularly those doing well and perhaps a step ahead
of you in their creative thinking.

Another suggestion from in their article: “Thirty percent of participants in any strategy discussion should be younger than age 30,
because they are not wedded to the past.” This insight alone is
worth the price of the current magazine.

While most companies are engaged in some type of business
model planning, the authors contend they typically develop their
models in isolation, without adequately thinking about competition,
even models that companies believe are highly innovative.

Casadesus-Mananell and Ricart use some esoteric words such
as virtuous cycles and feedback loops; however, it’s worth reading about these cycle and feedback concepts and the role they
play in reinforcing your competitive advantage (along with weakening your competitors’ cycles), establishing internal consistency
and alignment with your company goals.

There’s More…
This recent HBR issue triggered my thinking on several additional
key issues that dealers should be continually reassessing.

The Role of Leaders in Business Model Reinvention

For example: What happens if you do, or do not, have a competitive differentiated advantage? Are you looking at all your potential
opportunities (including new growth) and are you positioned to
respond to possible threats? Do you know when and when not
to stock and when and when not to outsource? Have you and
your leadership team developed a mindset that will create a business model based upon innovation?

Business Model Reinvention requires leadership by the dealer
principal and its management team. The third article I reference
is titled “The CEO’s Role in Business Model Reinvention,” by Vijay
Govindarajan and Chris Trimble, both with the Tuck School of
Business at Dartmouth.

As I stated last month, the opportunity is here and the time is now.
Capturing that opportunity in a timely fashion will require an innovative business model and this latest issue of Harvard Business
Review represents an outstanding resource to help you focus on
exactly what that means for you and your dealership.

Another benefit of this article is the authors’ ability to define and
distinguish among terms like strategy, business models and tactics, which often are used synonymously.

In past articles, I’ve written about the need for an appropriate vision, about change, flexibility and organizational realignment.
These authors perhaps say it better. They contend that a forwardlooking CEO must do three things: manage the present, selectively forget the past and create the future.
The article provides a useful diagnostic tool, creating boxes for
each of these three key tasks and describing each in terms of
strategy making, accountability and organizational design.
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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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I’M A

relationship Salesperson
By Troy Harrison

For the past five years, I’ve recruited an
average of a dozen people per year for my
clients. For each of those jobs, I’ve interviewed anywhere between ten and 25
people. That means that I’ve interviewed
somewhere in the neighborhood of 600 to
750 people in the last five years.
I would bet that every one of them at some
point during the interview described themselves as a “relationship salesperson.” Unfortunately, “relationship selling,” which
should be one of the most meaningful
phrases in selling, has become meaningless through overuse.
When I drill down on what these candidates
mean by “relationship sales,” 90% of them
give me an answer that is some variation on
the Stuart Smalley Affirmation on Saturday
Night Live: “I’m good enough, I’m smart
enough, and gosh darn it, my customers like
me!”
Well, not to diminish the importance of
being liked by your customers, but there’s
a lot more to successful relationship selling that that.
Successful relationship selling has several
different elements, which we will get to in
a moment. But, for me, the key questions
to the quality of a relationship are:
n Can you monetize the quality of your
relationship with your customer? This
is selling, after all, not running for
Homecoming King (or Queen). Being
liked is great, but if you can’t turn that
into money, you are not engaged in
“relationship selling.”
n Can you maximize your business relationship with your customer? By
maximizing, I mean the ability to extract all or nearly all the potential opportunities with your customer. If
they’re buying stuff they could be buy-
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ing from you from a competitor, you’re
not “maximized” within that customer.
Essentially, there are three different levels
of customer relationships, and most salespeople will have customers in all three:
The Loyal Customer. This is the Holy
Grail of customer relationships. When they
buy, they buy from you. When competitors
call, they not only don’t buy from them;
they don’t entertain proposals or appointments.
You have contacts at all the appropriate
levels within the company, you are able to
maintain good profit margins.
Moreover, Loyal Customers evangelize for
you. When they hear of others that could
make use of your services, they recommend you freely and willingly. Ideally, you
should have a game plan for any customer
who is NOT at this level to move them in
this direction.
The Habitual Buyer. The Habitual Buyer
can be deceptive. Habitual Buyers sometimes look like Loyal Customers. When
they buy, you are their default source.
However—and this is an important distinction—you have very little leeway with a Habitual Buyer.
Mess up a delivery (and, let’s be honest,
we all sometimes make mistakes), and you
lose their business. Raise a price, and you
reopen the buying decision.
Often, Habitual Buyers will also screen you
from getting multiple contact levels within
the company, and will be much more
guarded in their dealings with you.
The dangerous part about Habitual Buyers
is that salespeople can be lulled into thinking that they are Loyal Customers. Then a
competitor picks their pocket, seemingly
out of nowhere.
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The Occasional Buyer. The Occasional
Buyer is just that. They shop you every
time, and typically have no real pattern to
their purchases (although if you’re losing
business on price, Occasional Buyers will
be where you lose it).
The Occasional Buyer has no real affinity toward you or your competitors; you’re just a
place to get stuff, as are your competitors.
Most of the time, if you’re dealing strictly
with a purchasing agent, the customer is
an Occasional Buyer—which is as good
an argument as any against dealing strictly
with purchasing agents.
The true “relationship salesperson” will
have more customers at the Loyal Customer level than other salespeople.
More importantly, they will have a game
plan in place for advancing Habituals to
Loyals, and Occasionals to Habituals.
Getting there isn’t easy. It involves a lot of
hard work and preparation and focus on
the selling process.
It also involves a level of honesty that is
uncomfortable. Ego-driven salespeople
(which most of us are) want very badly to
think that all of our customers are Loyal
Customers. Recognizing that many are not
is tough.
But if you want a good way to build your
business in 2011, identify all your major
customers by the three levels above, and
then create a game plan to move them up.
Your boss—and your wallet—will thank you.
Troy Harrison is a sales consultant, trainer, and the author of “Sell
Like You Mean It!” Learn more and
subscribe to his weekly E-Zine,
the HotSheet, at www.SalesForceSolutions.net.
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RESOLUTIONS FOR 2011:

Steal But Don’t Deceive
By Tom Buxton

Note: This month’s column contains more
personal information about my company
and me than you might want to know.
Please skip some or all of it if it seems too
“preachy” to you.

and learning everything I can about Managed Print Services (MPS).

The dawning of a new year is a great time
to consider how to improve both personally and professionally. Personally, I am determined to change some things about the
way I eat, talk and behave in 2011.

What changes do you need to make to
your company (owners) or go-to-market
strategy (sales people/sales managers) in
order to ensure that you remain profitable
and relevant?

Eating less Mexican food (including the
Margaritas which are an almost mandatory
additive), becoming a better listener and
being a bit less confrontational with those
I disagree with are some of the personal
improvements that I intend to achieve and
maybe this year I will actually succeed
with many of them.

You may need to focus on expanding your
efforts towards marketing new lines of
business. It may be time to hire or fire people or customers. Maybe you should work
on improving branding or evaluating your
company’s overhead.

What are your own personal goals and
how will you measure your success? I plan
to create a formal chart within my CRM to
track progress towards my goals, so that I
don’t let them fall off the radar screen.
Professionally, both you and I will need to
reinvent ourselves if we are to thrive in
2011. In my role as a consultant, I have
more colleagues and competitors than
ever before, so if I focus only on what customers have hired me to address in the
past, the possibility of becoming obsolete
becomes a very real threat.
Consequently, I have spent part of the last
year sharpening my skills at restructuring
companies that are struggling to survive

If I can help current customers and
prospects thrive in a down economy and
address the MPS conundrum, the
chances of my own company’s survival
improve exponentially.

No matter what you need to do to become
more relevant, I urge you to begin immediately. Today is the beginning of your future.
And as you begin the process of attacking
2011, may I suggest two additional maxims for your consideration:

1. Steal as much business as you can.
Whether you live in northern Canada or the
southern United States, there is no market
out there that offers anything in the way of
significant, unknown “new business.”
Everyone who is not buying from your
company is purchasing their products or
services from someone else at the present
time.
“Stealing” business from competitors is
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the most consistent method to grow a
company in this day and age, but many
sales people don’t even have a plan to find
out what is out there.
Create a plan and measure your company’s efforts to seek out new business.
Make doubly sure that you or your reps
don’t quit on a prospect after just one call.
Act like the future of your company hangs
in the balance, based upon the number of
cold calls and follow-up calls made each
week, because it does.

2. Never let the ends justify the
means.
During my years as an owner and midlevel manager in the office products industry, I witnessed too many cases that
involved the deception of customers, employees and even friends. Sometimes, I
even acquiesced in that process.
Eventually, I walked away from career opportunities because I knew that I could not
live with myself or teach my family to value
honesty if I engaged in activities that I felt
were plain wrong.
Over the years, I have heard from many
owners, managers and sales people in the
independent world that it is impossible to
be completely honest and stay in business.
I cannot believe that this can be true, but
if it is God save us from ourselves. We
must strive to do the right thing professionally and personally or our society will
fail.
CONTINUED ON PAGE 32
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R E S O L U T I O N S F O R 2 0 11 . . .
For those of you who believe as I do—
even though there will always be times
when we may not measure up totally to
that standard—that doing the right thing is
right for its own sake, I leave you with an
oath written by members of the 2009 MBA
class from Harvard University.
Hundreds took the oath on the day before
their graduation ceremony and since that
time it has spread to numerous other universities both here and abroad.
I hope that you will join me in taking it in
preparation for success in 2011:
THE MBA OATH
As a business leader I recognize my role in
society.

CONTINUED FROM PAGE 31

Therefore, I promise that:
n I will manage my enterprise with
loyalty and care, and will not advance
my personal interests at the expense of
my enterprise or society.
n I will understand and uphold, in letter
and spirit, the laws and contracts
governing my conduct and that of my
enterprise.
n I will refrain from corruption, unfair
competition, or business practices
harmful to society.
n I will protect the human rights and
dignity of all people affected by my
enterprise, and I will oppose
discrimination and exploitation.

n My purpose is to lead people and
manage resources to create value that
no single individual can create alone.

n I will protect the right of future
generations to advance their standard
of living and enjoy a healthy planet.

n My decisions affect the well-being of
individuals inside and outside my
enterprise, today and tomorrow.

n I will report the performance and
risks of my enterprise accurately and
honestly.
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n I will invest in developing myself and
others, helping the management
profession continue to advance and
create sustainable and inclusive
prosperity.
In exercising my professional duties according to these principles, I recognize
that my behavior must set an example of
integrity, eliciting trust and esteem from
those I serve. I will remain accountable to
my peers and to society for my actions
and for upholding these standards.
This oath I make freely, and upon my
honor.
Good luck, good selling and good living in
2011!

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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SIX COMPENSATION TIPS TO

Attract, Retain & Motivate
HIGH PERFORMERS
By Gordon Bye

If it’s properly designed and implemented, your
sales compensation program should function as
a powerful investment in the future growth of
your company. Here are some suggestions to
help make sure it does all that and more!

1

Align your compensation plan with the results produced.
Invest time to evaluate your compensation plan’s effectiveness in reflecting the sales reps’ value to your company,
namely the gross margin and increased revenue they deliver.

2

Don’t undervalue high sales performance. One of the biggest
mistakes owners often make that may communicate a lack
of respect to the sales team is to cap earnings per salesperson.
Whether it’s an official policy in the sales compensation plan or
not, an earnings cap de-motivates your sales team.
Often, if a top performer exceeds expectations and ends up
making over $100,000, a sales manager will adjust the sales
compensation plan for the following year to make this accomplishment even more difficult.

4

Be prepared to pay top dollar for sales results. Top performing sales reps are attracted to a sales compensation
plan that is going to reward them for sales success.
Note, I did NOT say they want to be rewarded for their unique
skills, talents, experience, and characteristics; although they all
possess those attributes. I also did NOT say they want a higher
percentage.
In fact typically they will cost you less as a percentage. High
performers are confident in their skills and are willing to live
and die based on the sales results they produce.
Unlike their underperforming counterparts, they possess a
unique DNA with a special ability to produce results. They play
a vital role in your overall growth strategy.
To create a sales compensation plan that attracts, retains and
motivates high performers, you should rethink the value you
are placing on the sales compensation program.

5

Use targeted incentives to motivate the top performers.
Paying a base salary and commission often is not
enough incentive to motivate required new behaviors, if the
money is elsewhere.

This is faulty logic. People are your most valuable resource.
You must allow them to reach and exceed their sales potential
in order to keep them fulfilled and challenged.

Top performers are often motivated by tangible rewards, such
as trips, bonuses, paid time-off and public recognition.

In addition, if they are striving to beat their own records, they
are doing so at a direct profit to your bottom line. Salary caps
are counter-productive and don’t attract the top performers.

6

Even if you apply this as an unwritten rule, it will serve to demotivate and ultimately drive away the top performers you do
manage to attract.

3

Think of your budget for compensation as a percentage.
It is amazing how many managers still focus on the dollar
amount a sales rep should make. They say something like, “I
will not pay over $75K for a sales rep!”
Think of it this way: If you pay a sales rep $75K to sell $500K,
it amounts to a 15% sales cost. Or, you could pay a high performing sales rep $200K to sell $3MM, with a sales cost of
7.5%. Which would you rather do? Which makes more business sense?
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Accelerate your sales compensation plan for top performance. Institute a plan that pays significantly more for
sales growth over last year’s numbers; but only a percentage
on commission for sales that have remained steady.
This kind of accelerated sales compensation program not only
motivates your sales team and top performers, but will also
drive your company toward desired goals.
Respecting and paying for the activities that lead to bottom
line results in your business will attract, retain and motivate a
high performance sales team, thereby ensuring a healthy culture of success and long-term growth.
Gordon Bye is a managing partner and the president of Sales Growth
Specialists, with over 30 years’ experience in sales and sales
management. His latest e-book, Compensation Compass, details a
common sense approach to effective sales compensation.
www.salesgrowthspecialists.com/compensationcompass/
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Never Hire
from a Pool of ONE
By Krista Moore
In last month’s issue of
INDEPENDENT DEALER,
I wrote about three costly
mistakes to avoid when hiring a sales manager. I discussed the importance of
sales leadership and how to
set yourself and your sales
manager up for success.
I also mentioned that the
third most costly mistake
would be to hire from a
pool of one, which frequently happens but is
easy to avoid.
At K.Coaching, we've established a turnkey solution
that includes all the materials
you need to plan for, interview, hire and train office products industry sales managers. I would like to share some excerpts from
it that will help guide you to find and retain the best sales manager
for your business:
Create a written job description with key
responsibilities and success criteria
Although the job description may vary widely by company, documenting job responsibilities is necessary so that you can share
them with the candidate and use them as a benchmark for monitoring your hire’s performance and success.
Example of a Sales Manager position description:
The Sales Manager is responsible for managing the sales
business plan, delivering incremental sales growth and
managing account profitability. He or she will implement sales
strategies around conversion, penetration and retention to
ensure the company meets revenue and profit objectives.
The Sales Manager will recruit, interview, train, manage and
coach the sales representatives to meet their individual
achievement goals and developmental plans.
Examples of some key responsibilities:
n Achieve agreed-upon sales and margin objectives
n Create a sales culture of creativity, constant learning, motivation and enthusiasm about the business
n Analyze business trends and respond accordingly
n Ensure the execution of sales strategies and tactical sales plans
n Work with sales representatives in the field and participate in
business reviews with top accounts
n Coach, mentor and develop sales representatives to maximize
their potential and ensure revenue growth and maximum profit

n Effectively implement and monitor employee programs, such
as compensation, performance appraisals and professional development
Document and clearly outline the compensation plan
The compensation plan for this role will likely include a base salary
plus bonus incentive for achieving the business plan and quotas.
Be sure the compensation plan is documented so that you can
provide a physical copy to your final candidate and clearly describe it so the candidate can ask questions before being hired.
It is very important for sales managers to understand how they
can directly maximize their compensation by meeting and exceeding expectations and goals.
Outline the core competencies that are essential for success
Clearly communicating the skills required for this position will help
candidates determine if they are qualified and ready for the challenge.
You may want to weight the importance of specific competencies
as well. For example, a core competency might be hiring and retaining great salespeople.
If one of the key responsibilities of your new sales manager is to
build a new sales team, this competency might have a higher
weighted value than other success factors.
Once you've established the core competencies and weighted
values, use them to aid your decision-making as you are comparing candidates.
Advertise for the position
At K.Coaching, we highly recommend that you begin advertising
in your local market through LinkedIn, a social networking site
that has become very popular and affordable for professional job
postings and searches.
In fact, a recent study shows that over 80% of new hires for sales
leadership are coming from the LinkedIn system.
If you are a LinkedIn member, then you are likely a member of national office products or sales-related LinkedIn groups. These
groups will allow you to post your open positions at no charge
and have hundreds of members who could pass on this information to potential candidates.
We also recommend that you promote the position via local business journals, through customer referrals and on other online job
sites, such as Monster or CareerBuilder.
Define your interview and selection process
You must have a screening method in place to eliminate unqualified candidates and help move promising candidates through
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NEVER HIRE FROM A POOL OF ONE
your selection process with ease.
Many companies outsource these activities to recruiting companies, but you can
also take on the task yourself with some
guidelines in mind.
To begin, ensure you define and follow a
strict process of elimination and are very
particular about who makes it to an in-person interview.
Sample selection process:
1. Eliminate resumes that do not meet the
basic job requirements, appear unprofessional or have any spelling or typing errors.
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cover letter, phone interview and postphone interview follow-up. Also consider assigning scores for industry or
sales management experience, demonstrated accomplishments and proven
leadership.
4. Create a shortlist of 4-6 candidates to
come in for an in-person interview. Be
prepared with specific interview questions to ensure you’re identifying their
applicable experience, inherent sales
leadership qualities and ability to fit into
your culture.

2. Conduct 15-minute, pre-screen phone
interviews with potential candidates, asking each person the same two or three
questions. Take note of how quickly they
build rapport. Also ask yourself:
n Did they answer your questions?
n How were their communication skills
and phone voice?
n Did they have any annoying habits?

Sample interview questions:
n Why are you applying for this position?
n Tell me about a time when you created, built and inspired a sales team to
success?
n What is your biggest frustration with
sales management?
n How would your past manager describe you?

3. Score candidates against each other
using a point system. For example,
score candidates on a scale of 1 to 5 in
areas such as resume appearance,

5. Finally, administer a sales management/
leadership assessment—such as HR
Chally or DISC—to your top two candidates and schedule a final presentation
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and interview with each of them. The candidates should prepare and deliver an 8-10
minute presentation on a subject of their
choice. Watch and evaluate their ability to
be creative and professional, build rapport
and communicate effectively with the audience. Consider these performances in
addition to the candidates’ prior interviews
and scores.
On the surface this evaluation process may
appear daunting and complicated, but this
position, or lack thereof, can make or break
the future of your company. Why wouldn't
you put the necessary planning and system in place? When you have found that
perfect hire, you’ll be thankful you did!
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 sales strategies, sales training
and leadership development. For more
information, visit the K Coaching web site at
www.kcoaching.com.

PAGE 35

