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David Guernsey, VA Independent,
Elected Chairman of NFIB,
National Small Business Organization
The independent dealer’s profile in
the small business community rose
just a few notches higher last month,
with the election of Dulles, Virginiabased Guernsey Office Products
CEO Dave Guernsey as chairman of
the board of the National Federation
of Independent Business (NFIB).
NFIB is the largest small business association in the United States and as
such, will play a key role in shaping the nation’s political agenda
and debate in the upcoming election year.
“We have the U.S. Supreme Court case, National Federation of
Independent Business vs. Sebelius (challenging the constitutionality of recent healthcare legisatlion) in March, the National
Small Business Summit in May and national elections in November,” commented Dave. “Each of these events will have a
significant impact on our small business membership.”
Dave has a long track record of leadership positions in industry
organizations such as NOPA, BPGI, Independent Stationers and
Pinnacle Affiliates. He characterized his election to NFIB chairman as a “tremendous honor and privilege that comes with a
pretty significant workload.”
Dan Danner, NFIB’s president and CEO, commented that “Dave
Guernsey brings talent, energy and the ideal resume to his new
position as NFIB’s chairman.”

The NOPA
Scholarship Fund: Fifty
Years and Counting!
This year marks an important milestone for the NOPA Scholarship
Fund, as it celebrates its 50th year of
service to the industry.
The escalating cost of a higher education has become an increasingly
serious challenge for many NOPA members and their families
and since 1962, the Scholarship Fund has offered the association a very direct and effective way to help them meet that
challenge.
Today, more than 20 new scholarships are awarded each
year, thanks to the generosity of NOPA members who support
the fund with their tax-free contributions.
The deadline for submission for 2012 scholarships is March
16 and any person who is an employee or related to an employee of an Association member firm may apply.
In addition to a completed application form, candidates must
also submit a transcript of their grades, credits, and rank in
class, along with a a letter of recommendation from a person
employed by an association member firm.
Candidates must have graduated from high school or its
equivalent before July 1 of the year in which they would use
the scholarship and must have an academic record sufficient
to be accepted by an accredited college, junior college or
technical institute.
Students already in college or graduate school are also eligible to apply but previous scholarship winners are not eligible.

Tejas Office Products, Houston Dealer,
Celebrates Fiftieth Anniversary
It may be early in the year but 2012 is already shaping up to be
very special for Tejas Office Products, as Stephen Fraga and his
team prepare to celebrate their dealership’s 50th year of service
to the Houston business community.

More information and an application form are available on the
association’s website at www.iopfda.org/ScholarshipProgram, but if you or someone in your firm has a student
headed for college later this year, now is the time to get
started on an application.

The Tejas story began in 1962, when Stephen’s father, Lupe,
bought a small independent dealer in Houston and started out
with one truck and an office supplies inventory of just $500.
Today, some 50 employees generate annual sales north of $35
million and while office supplies still account for the lion’s share
CONTINUED ON PAGE 4
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Only ECi offers you a choice
in software solutions to fit your
business. Over 400 new
customers have made the
switch to ECi in the past year.
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of the business, the product mix today also includes office furniture, ad specialties and breakroom products.

CA Dealership Stinsons Goes the Extra Mile and
Then Some for Customer Appreciation Party

The dealership is very much of a family-owned and operated business. Founder Lupe is still involved on the business development
side of things and Stephen’s sister Michele has been a key member
of the team since 1985.
Reflecting on Tejas’s growth, Stephen pays tribute first of all to the
team of hard-working industry professionals who make it all happen every day, but he also gives kudos to the AOPD national accounts network and the DPCG dealer group for their contributions.
And as for the future? “We’re looking for continued growth in
2012,” Stephen reports happily.
Tejas recently became an authorized Keurig dealer and he sees
that relationship, plus a recent alliance with a local equipment
dealer on the Managed Print Services front, as offering plenty of
new sales and profit potential in the year ahead.
The dealership is saving most of its anniversary festivities for later
in the year, but it looks like Stephen and his team already have
plenty to celebrate.
Congratulations to yet another outstanding independent and here’s
to the next fifty years!

In Bakersfield, California, the folks at Stinson Stationers have been
helping local businesses run smoothly and efficiently for over 60
years.
But if they ever get tired of selling office products, there’s probably
a terrific new opportunity for them to explore in the catering business,
if the dealership’s Customer Appreciation Party last month offers any
indication.
For the event, the Stinsons team transformed about 20,000 sq. ft.
of their distribution center into party headquarters and treated over
CONTINUED ON PAGE 6
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800 attendees to food, fun and games in just two hours. And they
did it all themselves with no extra help!

Office Solutions, CA Dealer, Awards New Classroom
to Winner of ‘Ugliest Classroom Contest’

In addition to offering some outstanding hospitality to customers
and prospects, the event also served as dealership’s 2012 catalog
launch.
Attendees received a raffle ticket for every old Stinsons catalog
they brought with them, with some spectacular prizes up for grabs,
including a 55” LCD HDTV flatscreen TV, bicycles, iPads and more.
In exchange, attendees received a brand new 2012 catalog, along
with a special “Office Survival Kit” filled with samples and other
goodies.
By the end of the day, the dealership had collected close to 2,200
lbs. of old catalogs, which went straight to a local non-profit group
for recycling.
“We’ve been hosting a customer appreciation event for 25 years
now but this was the best yet,” says Ben.
“In addition to building loyalty with our customers, it’s also a great
opportunity to show them we have the resources to compete effectively with any of the big boxes.”

OS Business Interiors, the office furniture division of El Monte, California-based Office Solutions, recently helped turn a dream into
reality for one lucky high school in its local school district, when it
provided it with brand new classroom furniture free of charge.
The award was the result of a special “Ugliest Classroom Contest”
the dealership helded throughout its trading area.

WORLD PREMIERE
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a contemporary self-adhering display sign with hinged magnetic front to create
professional-looking signage/displays quickly and easily. Bid farewell to tape,
thumbtacks, etc. DURAFRAME® offers a simple, stylish yet efﬁcient way to
organize, display and update important information.

Features
t Adheres to any smooth, solid surface—simply peel, stick, done!
t Special adhesive allows for repositioning from one location to another*
t Sturdy lens cover pulls back effortlessly, allowing for speedy insert updates
t Magnetic seal holds inserts securely in place
t Can be read from both sides when afﬁxed to transparent surfaces, such as glass
t Available
v
in tabloid, letter and half letter sizes

Item#

Description

Size

DBL4877-01
DBL4878-01
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Half-Letter
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51⁄2" x 81⁄2"h

DBL4876-01

Taabloid

11" x 17"h
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Visit us on the web
to learn more about
DURAFRAME
DURAFRAME®
DURABLEOFFICEPRODUCTS.COM

*Non-removable on wallpaper,
painted surfaces and wood.
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For the future of your business,
invest for the long-run.
MBS DEV provides software solutions to help independent
dealers complete against big-box chains and discount
e-tailers. With the smart use of technology, we empower
business suppliers to grow their businesses in their local
communities and beyond.
Whether you are a small reseller and need a platform for
growth, or a large distributor with complex operations and
supply chain challenges, we have proven, scalable solutions to support your company from back-end to front-end
and everywhere in between.
For more information about MBS DEV & a free
white paper titled “Empower Your Distribution
Business to Compete” go to reg.mbsdev.com/
ID.shtml and enter the code “Independent.”

What do you want to do?
•
•
•
•
•
•
•

Win against the power channel?
Grow online business?
Improve the customer experience?
Connect sales to real time customer data?
Punch out to your customers’ ERP systems?
Reduce operation costs?
Market more effectively?

www.mbsdev.com
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Through email-blasts, flyers and onsite visits, schools were asked
to participate by submitting photographs of classrooms in need
and compelling reasoning as to why they deserved to be named
the “ugliest classroom.”

like FedEx and UPS eat away at its core business.

The winner was selected by an Office Solutions company-wide
vote and received all new classroom furniture featuring The HON
Company’s Smartlink line.

When budget cuts forced the Postal Service to shutter the local
post office, Vic stepped in with a replacement, opening up a 20 ft.
x 30 ft. store-within-a-store post office in his downtown Irving retail
location last October.

A new teacher’s chair and desk, 24 student desks and chairs, as
well as a modular storage unit, were installed at the high school,
with an estimated value of more than $17,000.
“With so many Southern California schools teaching daily with inadequate facilities, OS Business Interiors embraces any opportunity to help make a difference for students as well as to help turn
an educator’s dream of a new classroom into a reality,” said Office
Solutions president, Bob Mairena.
“It is within our core company values to always give back to our
local communities whenever possible,” he added.

Office Products Warehouse, TX Dealer, Puts its
Stamp on Business Growth with New Post Office

But a threat to one company can also mean an opportunity for another. Just ask Vic Aubey and his team at Office Products Warehouse in Irving, Texas.

After taking the time to break in the new operation, Vic held an official grand opening last month, assisted by dignitaries from the
Postal Service, the City of Irving, the local chamber of commerce
and a representative from U.S. Senator Kay Bailey Hutchins.
Drawing such a prestigious crowd for the grand opening was nice,
but even better is the traffic the new post office has generated for
Vic’s store.
“Just a few months after opening, we’re already seeing around 300
people a day—far more than we used to—and we’ve been adding
new accounts on the commercial side, too,” he reports happily.
Not a bad way to start the year by any measure!

It’s no great secret that the U.S. Postal Service is facing some
major challenges, as more and more communications move to email and other online platforms and as private-sector competitors
CONTINUED ON PAGE 10
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New Furniture Development Manager at Hoyle
Office Solutions, NC Dealer
At Arden, NC-based Hoyle Office Solutions,
Kathy Hoyle and her team are welcoming
the latest addition to their staff, new furniture development manager Guy Cothran.
Formerly with Office Environments of
Asheville, Guy will lead Hoyle’s restructuring of its furniture program, with the goal of
expanding its product and service offerings
to the western North Carolina market.
“This restructuring, under Guy’s leadership, is going to provide us
with great opportunities to strengthen our abilities to meet the
growing needs of our customers,” noted Kathy. “We’re excited
about what he brings to the table as we expand this area of the
business.”

Dealer Social Media Posts
Starting this month, we will be highlighting useful dealer postings
that we come across on Facebook, Twitter or similar social media
platform—hopefully to give you an idea or two you can use in your
own market.
Our first two posts come from Coastal Office Products in Chesapeake, Virginia, and show how independents can use social media
to promote new product categories:
THE POWER OF SWAG!!!!!! 52% of trade show attendees say
they are more likely to enter an exhibit that provides some sort
of giveaway. Promotional items such as free pens, tote bags
and branded squeezie balls are fixtures at trade shows and corporate events, and they can be more than just decorative
ephemera. Set the right swag strategy and you can reel in qualified leads.
And their second post:
While you’re relaxing over the holidays, take a few minutes to
notice how many items you have around your house with some
sort of logo––water bottles, bags, t-shirts, pens, etc. It's amazing how many impressions you get for your investment when
you purchase branded product to distribute and how long your
logo hangs around!! Pick the right products and keep yourself
top of mind with your customer.
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Customer Care and
Community Support
A Winning Combination
Give Something Back
Office Supplies
Oakland, CA
By Jim Rapp

Give Something Back—what kind of name
is that for an office products dealer? A most
appropriate name, I’m sure you will agree,
when you hear their story.
Buddies Sean Marx and Mike Hannigan
worked in the business supply industry for
years, and though they both enjoyed great
success, they yearned to give something
back. The “Aha!” moment came one night
as Mike was cooking dinner.
Opening a jar of Newman’s Own spaghetti
sauce, he thought, “Hey, if Paul Newman can
do it, so can we! We might not have his baby
blues, but we sure know business products!”
So in 1991, Mike and Sean combined savings to found a dealership based on Newman’s Own, a company that would sell
quality products for less and give the profits
back to the community.
GSB began in Mike’s living room, but soon
outgrew those digs, moving into larger
quarters, and before long becoming one of
the West Coast’s largest independent office
suppliers.
Last year the company gave $550,000 to
non-profit organizations in the market areas
JANUARY 2012

they serve—$175,000 to food banks alone.
“We ask our customers and our employees
to select the non-profit organizations that
they would prefer to support,” Mike explains. “Our goal is to get the money to
where it’s needed most.”

A Little Different Approach
“We’ve always had a solutions-based approach,” says Sean.. “The giving is something
that
happens
after
we’re
successful—not the other way around.”
GSB is an eco-friendly organization, not
just offering a wide variety of Green products, but walking the walk themselves.

Give Something Back co-founders back to
back: CEO Sean Marx (left) and president
Mike Hannigan.

 Give Something Back
Office Supplies
 Oakland, California
 Sean Marx, CEO;
Mike Hannigan, President
 Supplies, furniture, printing,
coffee, promotional, MPS

What does the future hold? “We will continue to expand our business,” Mike and
Sean explain. “We now have offices
throughout California and Oregon, with an
expanding customer base across the country and a goal to reach $100 million in sales
by 2018.”

 Founded: 1991

Give Something Back is a remarkable organization and one that we will be hearing
a lot more from in the future—of that you
can be sure.

 www.givesomethingback.com
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 Sales: $30 million
 Employees: 100
 Partners: Independent Stationers,
United Stationers, S.P. Richards
 Online Sales: 70%
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busineess
business
We’re Enterprise Group, a Domtar business specializing in digital papers, processed and
unprocessed rolls, copy paper, custom cut sheets, continuous forms and other paper
products for commercial applications.
Because for us, this is more than a job. It’s in our ﬁberr. It’s what we do—and it’s who we are.

For more information, please visit egpaper.com
Follow us on Twitter @egpaper
Like us on Facebook:
cebook: www
w..facebook.com/egpaper

City of Seattle to Re-examine Office Depot Contract
The city of Seattle will reopen an inquiry into whether it was overcharged by Office Depot in the wake of government audits across
the country that have found millions in overbilling by the retail giant
and led to investigations by several state attorneys general, the
Seattle Times newspaper reported last month.
The action comes as a former Office Depot employee turned whistle-blower, David Sherwin, said that based on audit findings from
other government contracts, Seattle could be owed more than $1
million, reporter Lynn Thompson indicated.
The company has repeatedly denied any wrongdoing, even as it
has settled claims including $4.25 million to San Francisco this year
and $5.9 million to Florida in 2010, Thompson reported.
Seattle purchased office supplies from Office Depot through the
contract the Florida big box held at the time with U.S. Communities
Government Purchasing Alliance.
Seattle purchasing director Nancy Locke has served on the U.S.
Communities Advisory Board since 2004 and while she receives
no compensation, her expenses to attend its two-day annual meeting are paid by the organization, Thompson reported.
Sherwin, the Office Depot whistle-blower, said Locke had a conflict
of interest when she accepted the conclusions of a report prepared
at the request of an organization on which she served as an adviser.
The city of Seattle purchasing office looked into the overcharging
allegations in 2010 and said a sampling of invoices showed no
overpayments. But that audit examined only 12 purchases out of
a five-year contract with Office Depot in which the city spent $3.5
million for office supplies, Thompson reported.
Locke told the Seattle Times that in examining only a limited number
of invoices, the city believed it was exercising due diligence while at
the same time trying to determine how much time and resources it
should devote to a potentially lengthy and complex audit.
“We tried to bring enough resources to see if there were any red
flags. We didn’t find any,” Locke said.
While Seattle officials decided not to pursue a more thorough investigation, Dallas County officials said they weren’t satisfied by the
U.S. Communities accounting report.
“It was not independent enough for us,” said Diana Grafton, first
assistant auditor of Dallas County. She noted that U.S. Communities got a percentage of the total sales to Office Depot under the
five-year contract, an amount Sherwin estimated at $40 million on
more than $2 billion in sales, Thompson reported.
Grafton told the Seattle Times her office went to other cities that
had their own contracts with Office Depot that weren’t part of the
U.S. Communities contract and then compared the prices Dallas

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

County paid to those of the other jurisdictions. What they found,
she said, were overcharges to Dallas County of about $1.8 million.
She said the Dallas County District Attorney is now making a decision about whether to sue Office Depot.
“I’d guess we’re headed to court,” Grafton said.
Another agency that’s reexamining its Office Depot contract is the
Washington Department of Enterprise Services, formerly the Department of General Administration.
State auditor Brian Sonntag in 2010 concluded that Office Depot
overcharged the agency almost $300,000 during a 12-week period
the previous year. The special investigation report concluded that
the agency hadn’t adequately monitored the contract.
Department officials disputed the findings, arguing that the contract
was complicated and that the auditor was comparing apples and oranges when checking purchases against the company’s list prices.
But last month, a spokeswoman for the Department of Enterprise
Services said the department is in the final stages of an internal audit
of the Office Depot contract and hopes to finish by early next year.
Seattle officials now say they plan to re-examine the Office Depot
contract and have had preliminary discussions with the city auditor.
But they say they haven’t made a decision about the length or
breadth of the inquiry.
Said Locke: “We’re going to take another look.”
For more on Office Depot’s state contract problems, visit the Depot
State Contract Watch section of INDEPENDENT DEALER’s web
site www.idealercentral.com/Pages/Watch_List.

Federal Audit Criticizes Small Business
Administration for Excluding Small Businesses
The Small Business Administration's Office of the Inspector General (SBA-OIG) has released an audit report criticizing the SBA's
practice of misrepresenting the true percentage of federal small
business contracts awarded, according to a post by Lloyd Chapman on the Huffington Post.
The SBA designates certain types of federal contracts as ineligible
for small business when calculating the federal government's dollar
baseline, despite the fact that the Small Business Act mandates
23% of total federal prime contract dollars go to small businesses,
reports Chapman.
For example, the total federal acquisitions budget was listed at
$545 billion for 2010, yet small businesses were only eligible for
$433 billion, due to SBA exclusions.
This practice of excluding over $100 billion from the small business
CONTINUED ON PAGE 16
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Show No Mercy, Slay the Competition with BMI’s OP Revelation™
At BMI, we have always taken care of the underdog, the independent office products dealer. This is why we
developed an e-commerce and back-office solution that arms independent office product dealers with the right
slingshot and ammunition needed to slay Goliath, or as you know them, the Power Channel.

Ready to Conquer The Power Channel?

Contact us today to get an in-depth look at
your battle strategies with BMI OP Revelation™
Call us at (888).580.8382 or visit www.bmiusa.com/conquer.

BMI’s OP Revelation™ E-commerce solution, powered
by Microsoft Technology, levels the online playing ﬁeld,
offering more than just an ordering platform, it also:
•

Drives Higher Margin Sales Through Dealer Preferred
Product Positioning.

•

Delivers Cross-Sell, Up-sell and Accessories Opportunities
Automatically.

•

Wholesaler Independent – Optimized For United and SPR.

•

Choice of Advanced Search Engine and Content.

Business Management International
529 West 42nd Street, Floor 4, Suite L, New York, NY 10036
www.bmiusa.com

Call us at (888).580.8382
www.bmiusa.com/conquer
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baseline allows the SBA to release a small
business procurement report every year that
makes the percentage of federal contract
awards to small businesses appear higher
than the actual amount.

perience and expertise.”

The inspector general’s report is heavily
critical of the SBA's unwillingness to revise
its guidelines to no longer exclude certain
kinds of contracts from the federal government's dollar baseline when calculating
small business goals, or as an alternative,
offer an explanation for why certain types
of contracts are excluded.

For more information, visit www.officepartners.com..

"SBA's analyses on goaling guidance remain
unclear and incomplete. Additionally, some
procurement actions may be inappropriately
excluded from the small business goaling
calculation," the report charges.
“By relying on flawed statistics,” said Chapman, “the SBA rendered small businesses ineligible to receive $112 billion in federal
contracts last year—simultaneously robbing
small businesses of significant income and
falsifying reports to appear as if the federal
government is awarding more contracts to
small businesses than they actually do.”

Office Partners Hosts 2011
‘Gathering on the Gulf’
Two new programs targeting the federal
government market—one for supplies and
one for office furniture—were among the
highlights of this year’s “Gathering on the
Gulf” meeting of the Office Partners dealer
group in Tampa last month.
On the supplies side, the new program is
being offered through an alliance with
Metro Office Products, holders of a blanket
purchase agreement under the GSA Federal Strategic Sourcing Initiative (FSSI),
while the furniture program is the result of
a new partnership with HPFI (formerly High
Point Furniture) and leverages that company’s GSA contract.
“The federal l government market is simply
too big for any dealer to ignore,” commented
Jeff Williams, director of government sales
and development for Office Partners.
“These new programs provide Office Partners dealers with turnkey, market-tested
platforms to grow sales with two companies that already have very successful track
records in the government marketplace and
bring to our organization many years of ex-

In addition to the new programs, this year’s
meeting also featured the traditional series
of one-on-one meetings between dealer
members and their supplier partners.

Wist Office Products, AZ Dealer,
Joins AOPD
The American Office Products Distributors
national accounts dealer network (AOPD)
has announced the addition of Tempe, Arizona-based Wist Office Products to the
organization.
“We are very pleased to have Wist Office
Products join the AOPD network,” stated
Bud Mundt, AOPD executive director.
“Their award-winning level of service in the
Phoenix market will be a great addition to
AOPD and our customers.”
The addition brings AOPD membership to
95 dealers and affiliates with 181 locations
throughout the United States, as well as
Canada, Europe and Australia.

Independent Stationers
Announces New National
Account Awards
The Independent Stationers dealer group
last month announced two new national
accounts agreements for its membership––with Sioux Falls, South Dakotabased Great Western Bank and
Independent Distributors Cooperative-USA
(IDC-USA) in Indianapolis.
Great Western Bank operates 188 locations
serving the Midwest. Under the new twoyear agreement, Independent Stationers will
service the majority of Great Western Bank
locations. The agreement covers office supplies, paper and technology products.
IDC-USA is a national purchasing, marketing, and selling cooperative representing
over 260 independent distribution locations
coast-to-coast.
IDC-USA provides national coverage and
local expertise to serve end-users with
power transmission, hose, rubber, hydraulics and related products.

TriMega Announces ‘Generate
2012’ Regional Meetings
TriMega Purchasing Association has announced the details of its regional meetings
for the upcoming year.
The spring gatherings, organized under the
theme of “Generate 2012,” will take place
from February to May 2012, in five different
regions throughout the country.
Volunteer dealer members serve as regional
coordinators helping to facilitate the meeting for the dealers in their area while making
certain local dealer interests and issues are
represented at each event.
At the meetings, each attending member
dealership has individual, focused meetings
scheduled with the strategic suppliers that
are in attendance, combined with an education and idea exchange component
which features dealer discussion sessions
and learning workshops.
Generate 2012 will also feature an interactive clinic on social media for independent
dealers conducted by Internet guru Bart
Miller.
“We couldn’t be more excited about Generate 2012,” stated Michael Morris,
TriMega’s vice president of marketing.
“We’ve taken some helpful feedback from
members to keep the best elements of our
regional event and tweak the others. The
result for 2012 is a better, meatier and
stronger format that will deliver even more
real value for attendees.”
The meeting schedule is as follows:
Mar 1-2, Western Pasadena, CA
Westin Pasadena
Mar 15-16, South East Nashville, TN
Sheraton Nashville Downtown
April 26-27, South Central Dallas, TX
Sheraton Downtown Dallas
May 3-4, North Central Chicago, IL
Crown Plaza Chicago O’Hare
May 17-18, North East Atlantic City, NJ
Revel Resort
For complete details and registration information, visit www.trimega.org/generate.

CONTINUED ON PAGE 18
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CITY OF HOPE
TOUR AND
2012 KICKOFF
RECEPTION

2012

EVENT
CALENDAR

At City of Hope, we are on a mission to ﬁnd new treatments and cures for all cancers.
With almost 30 years of member support from the National Ofﬁce Products Industry,
we have been able to develop new drugs and treatments that are saving lives all over
the world. And that is something everyone can live with.

Building
Hope
RESEARCH
TREATMENT
EDUCATION

SCOTT LIGHT
President, GP Professional Washroom & Wiper
Solutions and Communication Papers
Georgia-Paciﬁc and 2012 Spirit of Life Honoree

The National Ofﬁce Products Industry is
committed to putting our compassion into
action and I am proud to be City of Hope’s
2012 Spirit of Life® honoree. Please plan to join
us at the annual City of Hope Tour and 2012
Building Hope kickoff event.
Our industry is at its best when we’re working
together on behalf of City of Hope. It’s
inspiring when we join together and there are
a number of ways you can contribute to the
cause:
• Host a golf outing
• Start an employee giving program

For more information on how to get involved,
please visit www.cityofhope.org/nopi or
call City of Hope at 866-905-HOPE

• Create a unique product promotion

February 27 and 28
(Monday and Tuesday)
City of Hope Tour
City of Hope Duarte, California

May 7 and 8
(Monday and Tuesday)
Bob Parker Memorial Golf
Outing at Kiawah Island
Hosted by ACCO Brands
Corporation
Kiawah Island Resort, Ocean
Course – Kiawah Island,
South Carolina
August 13 and 14
(Monday and Tuesday)
Honoree Golf Outing at
The Cloister,
Hosted by Georgia-Paciﬁc
Seaside Golf Club - The Cloister
at Sea Island, Georgia
October 16
(Tuesday)
Howard Wolf Golf Classic
Cantigny Golf Club –
Wheaton, Illinois
October 17
(Wednesday)
Spirit of Life Gala
The Chicago Hilton Hotel –
Chicago, Illinois
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3M to Acquire Avery Dennison’s
Office and Consumer Products
Business
The new year has started with another
mega consolidation deal with the announcement from 3M that it has entered
into a definitive agreement to acquire the
Office and Consumer Products business
(OCP) of Avery Dennison Corp. in a $550
million cash purchase.
The news comes less than two month after
ACCO Brands announced its acquisition of
MeadWestvaco Corporation’s Consumer &
Office Products business in a transaction
valued at approximately $860 million.
The Office and Consumer Products business of Avery Dennison includes labels,
binders, presentation products, filing and
indexing products, writing instruments, and
other office and home organization products. Sales in 2011 are estimated to be
$765 million with EBITDA of $95 million.
“This acquisition complements our global
business, which includes our iconic Post-it
and Scotch brands, and will allow us to

better serve our customers with accelerated product innovation,” said Bill Smith,
vice president and general manager, 3M
Office Supplies Division. “In addition, OCP
will build on 3M’s strong and long-standing
customer partnerships worldwide.”
The transaction is expected to be completed in the second half of 2012, subject
to customary closing conditions and
regulatory approvals.

Technology, Green Issues Front and
Center at School Equipment Show
If the education market is at all important to
your business, San Antonio was the place to
be last month, as the National School Supply
and Equipment Association (NSSEA) hosted
its 2011 School Equipment Show.
The event drew some 1,600 industry members, including more than 200 first-time
dealer attendees and representatives from
over 100 school districts.
On the agenda: a tradeshow featuring over
180 exhibitors of the latest furnishings and
related products for today’s schools and uni-

versities and an extensive program of special
presentations and workshops that explored
critical issues in the education market.
Not surprisingly, technology and sustainability
were both front and center at the show.
At the opening day’s general session attendees heard from representatives of the U.S.
Dept. of Education and the U.S. Green
Building Council on the Green Ribbon
Schools program, a new initiative designed
to recognize schools that have not only
successfully “greened” their curricula, facilities and overall operations but also enlisted
the active support of students and teachers
for more environmentally-responsible practices and policies.
On the technology front, the program included a presentation on a new middle
school in Arizona built around the STEM
concept (Science, Technology, Engineering
and Mathematics), where traditional classroom design has been replaced by highly
flexible, technology-intensive workspaces
that are continually configured and re-configured throughout the day, depending on
student activities and project requirements.
CONTINUED ON PAGE 20
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Most exhibitors gave the show high marks
for the quality of attendees and offered an
enthusiastic thumbs-up for the effort by
NSSEA to bring more school district administrators and other key decision makers to
the event.
And with current projections calling for a 5%
increase in total elementary and secondary
enrollment between 2008 and 2020 and a
13% increase in enrollment in post-secondary
degree-granting institutions between 2009
and 2020, there were still plenty of reasons—
despite current pressure on education spending at all levels—to be optimistic about future
market prospects.
Next year’s School Equipment Show is
scheduled for November 7-9 in Tampa. For
more information, visit www.nssea.org.

New Version of ECinteractive
Features Increased Functionality
with S.P. Richards PSN
Dealer technology provider eCommerce Industries last month announced the release
of ECinteractive version 11.1, the latest version of its web storefront.
The new version features enhanced integration with the S.P. Richards Private Supply Network (PSN), a platform that allows
dealers using ECinteractive to purchase
supplies from S. P. Richards and also receive electronic acknowledgements from
the wholesaler.
“We are very excited about all the new capabilities included in this release of ECinteractive,” said Paul Gatens, director of
marketing information at S.P. Richards. “All
the enhancements with the SPR PSN make
the user experience faster, easier and more
informative.”
“We are excited to offer these new features
on ECinteractive,” added Becky Manion,
senior product manager, ECinteractive and
is.D-Force2. “We hope that these new features will help drive even more online sales
for the independent dealers.”
The new functionality includes:
 The ability to sort by price, one of the top
requests from B2B customers, according to ECi
 Enhanced content in the Favorites and
Quick Order screens that provides consistent content regardless of the point of

entry by the customer
 Auto-Complete in the search function,
making it easier to search by providing
suggested search terms as the user
types, similar to the technology utilized
by Google
 A new Ink & Toner Finder, linked to an industry-leading ink and toner cross reference service, a technology SPR licensed
on behalf of the dealer community in
order to provide up-to-date machine
matching functionality
“The partnership between SPR and ECi has
never been stronger,” Gatens said. “Our joint
investments are contributing to a robust and
competitive independent dealer community.”

MBS DEV Announces Hosted ERP
Dealer Software
Technology provider MBS DEV has announced general availability of a hosted
product offering for office supply dealers.
MBS DEV’s hosted ERP solution contains
much of the same rich functionality as a traditional deployment, but uses the convenience of the cloud, the company said.
“Enabling MBS DEV’s robust ERP solution for
office products dealers for a cloud computing
model was driven by our commitment to the
Independent Dealer Channel,” said Paul
Hesser, chief operating officer, MBS DEV.
“Hosted software gives small- and
medium-sized businesses an opportunity
to exploit a robust e-commerce and ERP
solution to develop another competitive
edge at an investment level that is appropriate for them,” he added.
“Having our system in the cloud means we
get to take advantage of the broad capabilities
of MBS DEV and Microsoft Dynamics AX
while retaining control and visibility to IT
costs,” said Kirk Ramsdale, president of Cardinal Office Products in Frankfort, Kentucky.
“We have been able to extensively leverage
the flexibility of MBS DEV to improve our
customers’ experiences, particularly in the
area of eCommerce,” Ramsdale added.
“We are excited about this cloud offering
for office products dealers,” said Hesser,
“and we expect that our hosted services
will quickly develop into a service that will
become an essential resource for distributors in the other markets we serve as well.”

Thalerus Group Integrates
Marathon’s Credit Card
Processing into its Software
Thalerus Group last month announced it
has integrated credit card processor and
payment gateway Marathon Solutions into
its Vendere web store solution and Vibe
business management software.
Marathon Solutions can support processing
for level 1, 2 and 3 credit card billing detail, according to Tim Hutteger, president and CEO.
“Thalerus Group offers a very robust and attractive e-commerce and business management solution to our dealers,” said Thalerus
president Lillian Yeh. “Our dealers will now
have an additional choice to consider when
it comes to selecting a partner for their credit
card processor and payment gateway.”

Roaring Spring Paper Products
Gets Ready to Celebrate 125th
Anniversary
Congratulations are in order for manufacturer Roaring Spring Paper Products, which
this year is celebrating its 125th anniversary.
The company was founded in Roaring
Spring, Pennsylvania, in 1887 as Roaring
Spring Blank Book Company to produce
ledgers, journals and other paper products.
Today, Roaring Spring’s 330-plus employees
operate out of a 400,000 sq. ft. facility that
manufactures an extensive variety of school
and office supplies, including notebooks,
pads and tablets, art and drawing books,
filler paper, index cards and pocket folders.
To commemorate the milestone, the company has introduced a new slogan, “Preserving your ideas for 125 years,” which will
be incorporated into its current marketing as
well as new initiatives for the coming year.
“Over the past 125 years, countless words
have been recorded on paper produced by
Roaring Spring Paper Products that are now
part of history,” commented Dan Hoover.
“Business plans have become success stories. Volumes of research and class work
have been documented by students. Endless personal thoughts and communications have been shared with family and
friends. We are proud to have provided the
resources to preserve these ideas and look
forward to many more years as a leader in
this industry,” stated Hoover.
CONTINUED ON PAGE 21
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AmpliVox Introduces
Customizable Lecterns Line

Selco Receives Women-Owned
Small Business Certification

The Highlands Group Spins Off
Mid-Atlantic Furniture Div.

In a move that adds an extra layer of versatility to its Pinnacle lecterns line, AmpliVox
Sound Systems has introduced a wide range
of customization options to match the official
colors of any organization.

Filing products manufacturer Selco Industries has received federal certification under
the Women-Owned Small Business
(WOSB) Federal Contracting Program.

The Highlands Group (THG) independent
rep organization last month announced it is
spinning off its contract furniture division in
the Mid-Atlantic.

Certification was given by the El Paso Chamber of Commerce, a third-party Federal Government Contracting Program certifier.

David Dignan, formerly president of The
Highlands Group Mid-Atlantic, will be the
principal of the newly formed entity, The
Dignan Group, which will focus on sales of
contract furniture.

The polyurethane shell of the Pinnacle line can
now be ordered in virtually any shade, making
it an attractive choice for colleges, high
schools, sports organizations, and other entities promoting their brand’s color identification.
The lecterns easily fit into any indoor or outdoor setting, thanks to their durability, style
details and ease of mobility.

The Women-Owned Small Business
(WOSB) Federal Contract program is
administered by the U.S. Small Business
Administration. It authorizes federal government contracting officers to specifically
limit or set aside certain requirements for
competition solely amongst women-owned
small businesses (WOSBs), or economically disadvantaged women-owned small
businesses (EDWOSBs).
Selco CEO Ruby Hill commented, “This
certification opens up additional contracting and partnering opportunities for our
company in the federal arena. I am very
pleased that our company successfully
completed the meticulous process.”

Dick Seppala, formerly VP of office supplies
for The Highlands Group Mid-Atlantic, will
take on the role of vice president for the organization’s northeast region.
“The time was right to bring the Northeast
into alignment with the THG business
throughout the balance of the country,”
said THG president Rick Morgan.
“All of the suppliers and customers of THG
will benefit from the more focused approach our sales associates in that market
will bring to our three core categories: office
supplies, transactional furniture and cleaning and breakroom,” Morgan added.
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NOPAnews
NOPA Announces 2012 Officers and New Directors
The National Office Products Alliance (NOPA) has announced new
officers and directors of its 2012 Board of Governors.
Dale Bloem, product manager of New England Office Supply in
Braintree, Massachusetts, will serve as the 2012 chair of the NOPA
Board of Governors.
Glenn McDaniel, president of Office Smart in Sierra Vista, Arizona,
was elected by the 2011 Board to serve as vice chair for 2012.
As chair, Bloem will provide leadership with the Board of Governors
and NOPA president Chris Bates in setting 2012 priorities and planning and executing NOPA’s advocacy, product data standards and
other industry initiatives.
Bloem has over 25 years of experience in the office products industry. He joined New England Office Supply in November of 2009
through the acquisition of Old Colony Stationery. At Old Colony he
was involved with all aspects of the business––administration and
finance, purchasing, technology, marketing and distribution.

Dale Bloem’s extensive
experience as a dealer
active in both commercial
and government markets
makes him the ideal
candidate to help NOPA
members succeed in the
future. NOPA is very
fortunate to have him on
the Board and serving as
our new chair.

“Dale’s extensive experience as a dealer active in both commercial
and government markets makes him the ideal candidate to help
NOPA members succeed in the future," said Bates. "NOPA is very
fortunate to have him on the Board and serving as our new chair.”

Furniture in Birmingham, Alabama, and Tom Gormley, vice president of Hurst Group in Lexington, Kentucky.

NOPA also announced several new directors will be joining its
Board for a 2012-14 term. They include Jerry Carroll, vice president
of The Office City in Redwood City, California; Lane Harper, vice
president of Gulf Coast Office Products in Pensacola, and Rod
Manson, president of Office Advantage in Poway, California.

Also, Harry Macey, president of Perry Office Plus in Temple, Texas;
Jennifer Smith, CEO of Innovative Office Solutions in Burnsville,
Minnesota; Greg Fish, executive vice president, purchasing, of
TriMega Purchasing Association, and Charles Forman, executive
vice president of Independent Stationers.

“We are delighted that Jerry, Lane and Rod will be joining us on the
NOPA Board this year,” said Bloem. “They will help ensure that
NOPA's plans and initiatives are well focused on priority issues and
we look forward to their counsel and input as they join current directors on the NOPA Board, which includes some of the most experienced and knowledgeable dealership owners and executives
in our industry.”

Also, John Burgess, vice president of sales, S.P.Richards; Havid
Haugh, director of the public sector management group at United
Stationers; Donna Snyder, president of GOPD, and Sharon Stepien,
manager, national operations of AOPD.

Continuing members on the 2012 NOPA board include past chair
Mike Tucker, president of George W. Allen Co., Inc. in Beltsville,
Maryland; Mitch Bean, managing partner of Eakes Office plus in
Kearney, Nebraska; Alan Bird, president of Complete Office Supply
in Indianapolis; Scott Bruce, president of Bruce Office Supply &

Outgoing members included Chip Jones, NOPA past chair and
president of Minton-Jones, Norcross, Georgia and Ofie Garza,
president, Consolidated Office Systems in San Antonio.

JANUARY 2012

In announcing the new directors, NOPA also expressed its thanks
to those directors whose terms ended in 2011 for their many contributions during their tenure on the Board.
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Innovative Product Development
Makes For New

Sales and Profit Opportunities

for Independents

Independent dealers aren’t the only
ones in the office products business
that are re-inventing themselves these
days and focusing on new product categories to create new sales and profit
opportunities.
Case in point: Fairfield, Connecticutbased Acme United Corporation.
Acme has a distinguished history that
goes all the way back to 1867. For most
of its 140 plus-years, it functioned basically as a ruler and scissors company
and did so with great success.
But times change and smart companies
change with them.
Today, Acme operates as a leading
worldwide supplier of innovative cutting,
measuring and safety products to the
school, home, office, hardware and industrial markets.
From its historic roots in Connecticut, the
company has expanded across the
globe, with operations in Canada, Europe
(located in Germany) and Asia (located in
Hong Kong and China), in addition to its
U.S. headquarters.
And while scissors and rulers are still an important component of the overall product
mix, they’re only part of the story today.
Driven by a fierce commitment to quality
and innovation and a willingness to make

the necessary investments to take the
company to the next level, Acme offers
an increasingly broad product line built
around industry leading brands like
Westcott®, Clauss®, Camillus®, PhysiciansCare® and Pac Kit®.
And for a business that plays in one of
the most mature segments of the office
products space, it has developed
remarkable expertise when it comes to
new product development.
“As a company, we pride ourselves on our
ability to add new value and innovation to
traditional products and our flexibility
when it comes to opportunities in custom
products and bid situations,” says Acme
chairman and CEO Walter Johnsen.
Its Westcott brand, for example, is the
leading scissors and ruler brand in the
U.S., but Acme also markets under that
brand other precision office tools such as
trimmers, pencil sharpeners and other
school and office items, including antimicrobial items and an innovative line of Titanium non-stick cutting tools.
In recent years, Acme has also found a
major new growth opportunity in the
health and safety products market.
The company sells first aid kits, refills
and over-the-counter medications under

its PhysiciansCare brand and operates
its own FDA-approved facility for first aid
kit assembly and distribution.
“Health and safety products represent an
outstanding opportunity for dealers looking to broaden their product mix and increase the value they bring to their
customers and we’re committed to helping them make the most of that opportunity,” says Johnsen.
In addition to first aid kits, refills and
two-pack over-the-counter medications
for use in school, home, office, construction or industrial settings, PhysiciansCare
also offers emergency preparedness
products for hurricanes, tornados and
similar natural disasters and even personal first aid kits that fit into a desk,
auto, truck, backpack or tool box.
At a time when dealers are looking to maximize the value of each and every customer,
Acme’s increasingly broad product mix offers some outstanding opportunities.
Their more recent products not only are
designed to keep office workers healthy.
They also look poised to strengthen the
bottom lines of the dealers who sell to
those workers! For more information,
visit www.acmeunited.com.

WHAT’S COMING
DOWN THE ROAD?
INDUSTRY PROSPECTS FOR THE NEW YEAR AND BEYOND
By Jim Rapp
This year sees the fifth of our annual dealer survey of “How’s
business and how do things look for the coming year and
beyond?”
A one-sentence summary of 2011 goes something like this:
“A little better than 2010, but nothing like what it was prerecession.”
Just about every dealer we talked with believes the business
environment will improve, but it’s going to be at a slow pace.
Few wanted to speculate on what the economy will be like
three or four years from now, and I have to say that most
dealers are not planning that far ahead.
The one thing that came through loud and clear from the
dozens of dealers and industry leaders that we talked with is
this: We’re running mean and lean—we’ve become better
managers, reduced operating costs, hired better employees
and generally streamlined our businesses to be profitable in
an increasingly competitive environment.
It is not surprising that the more aggressive, innovative dealers are doing better overall, and are more optimistic about the
future.
Frequently mentioned changes:
 A growing number of competitors, especially
online
 A growing number of people—and different
people—making buying decisions
 A growing number of acquisitions
 Online ordering continues to grow
 Wider product offerings
 A growing number of non-traditional customers
 Retail store sales improving

CONTINUED ON PAGE 25
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BETTER AT WHAT WE DO

a well run, efficient and, we believe, very professional workplace.”

“One good thing that came from the recession is that it taught us
to be better operators,” says Jamin Arn of Office Pro in Janesville,
Wisconsin.
“We’re doing about the same amount of business this year as we
did prior to the recession, but with fewer employees,” Jamin reports. “We’ve hired an experienced general manager. Our customers see that we’re doing a better job. A lot of the customers we
lost in 2009 and 2010 are coming back because they realized that
the big boxes weren’t so great after all. 2011 was our best year and
2012 looks even better. We’ve broadened our geographic area,
while selling a wider product range to existing customers.”
Rick Voigt of Cleveland’s Today’s Business Products tells a similar
story. “2011 was a record year for us. At the end of 2008, we made
staff reductions. Poor performing sales reps were gone and we
hired a courier service to deliver to outlying customers. That allowed us to have a more efficient delivery method, delivering next
day from our own warehouse. “By working closely with TriMega
and S.P. Richards, we are competitive with the ‘self serve stores’.”
Rick’s confidence about being able to compete with just about anyone was shared by a number of other dealers, including Bill Jones
of The Office City in Redwood City, California.
“We had a 7% sales increase in 2011, on top of a 20% increase in
2010,” reports Bill. “We acquired two small dealers over the past
several years. Business here in Silicon Valley continues to be good,
but outlying areas such as Stockton and Modesto are still very
depressed.
“We’re pretty optimistic about the future but we know that we have
to be better at everything we do if we’re going to build our business. We started by upgrading our software to make it superior to
any competitor. Our next big thing is improving our inside sales operation, as more customers go online.
“We’ve rebranded the company and improved our marketing.
Lastly, we’ve built a nice place for everyone to come to every day—

Arizona is a state that has been hard hit by the housing market
meltdown over the past few years but it hasn’t been all bad, suggests Ian Wist of Wist Office Products in Tempe.
“In a way, the terrible economic situation and very high unemployment here have been our good fortune,” he says.
“There are a lot of talented people here looking for work, so we upgraded our staff. At the same time, the big three (boxes) keep
changing how they operate, which frustrates customers. All of this
is working in our favor,” Ian explains.
“2011 was a pretty good year and 2012 will be even better. There’s
more synergy now, more forward momentum. Our good habits will
pay off handsomely in the future, with a more professional staff
contacting higher level people at prospective customers.”
Beyond 2012, Ian doesn’t see a whole lot of change in his market.
“The economy here will continue bumping along the bottom. So
many people are gun shy about the future.”

CONSOLIDATIONS CONTINUE
There have been an increasing number of buyouts and consolidations in the dealer community the past several years and this trend
most likely will continue.
Several factors have combined to bring this about. The economic
situation, of course, has some dealers wondering if it’s still worth
the fight—particularly the very small.
Then there are some owners who want to retire but have no family
members to take over.
All of this provides opportunity for those dealers who want to expand and grow their businesses.
In Bensonville, Illinois, Feller Business Solutions certainly fits that
description. Feller’s Wendy Pike says that their company is looking
at things a little differently than dealers have in the past.
“We’re looking through different eyes—a fresh new look,” she explains. “Our basic idea is to help customers improve their businesses—partner with them, help them grow and have fun doing it.
We engage them, whether through social media or other means.”
The company recently bought three dealers in the Minneapolis/St.
Paul market and will put them all together, with a new name and
train their employees in the new operation model. “We are currently
looking for more acquisitions,” says Wendy.
Other dealers I talked with have also either made acquisitions
and/or are looking for them.
“The only way to grow our business in this extremely poor business
environment is through buyouts,” contends Tricia Burke of Office
CONTINUED ON PAGE 26
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Environment Company, Louisville, Kentucky. “We do a lot with furniture, which has helped us sell supplies. We’ve updated our brand,
have a new logo, and are actively working on several possible acquisitions,” she reports.
Bruce Eaton of Eaton Office Supply in Amherst, New York, sings a
similar song. “Last year we purchased Service Office Supply and
folded it into our operation. This has made us a stronger company
and better able to compete with everyone out there,” says Bruce.
“We continue to invest in our business. We have a product manager
for each category—food and beverage, furniture, etc. Our coffee
business is very strong. We’ve started selling managed print
services.”
Bruce concludes, “2012 is looking good, especially furniture. Overall, I’m very excited about what the future has to offer.”

GROWING IN ALL DIRECTIONS
While acquisitions provide instant growth, more and more dealers
are building their businesses through geographic expansion, product category growth and customer category growth.

greater furniture sales.
“2012 should be good, but maybe not in the double digits,” says
Kenny. “The most important thing we’ve done is upgrade our staff.
We’ve really worked hard to improve our reps’ performance—to
work more closely with each customer—to manage the business,
not just take an order. And it’s working!”
Another growth area for independents is managed print services
(MPS). “We noticed that no one in our area was doing it,” explains
Skip Ireland of COS Business Products and Interiors in Chattanooga, “so we jumped in with both feet. We studied it carefully,
hired knowledgeable people, trained others and went after the
business. We now have more than 3,000 devices under contract
even though we never even sold machines until six months ago!
“We had a small sales increase overall in 2011 and I expect 2012
to be about the same,” Skip says. “Beyond 2012, I’m not optimistic. As we enter the fourth year of slow business, it’s putting a
whole new set of pressures on us and other dealers as well. My father used to say, ‘You can’t lower your operating costs enough to
offset the need for growing your sales.’
Independents must build volume while being more efficient, because margins will be almost impossible to increase.”
CONTINUED ON PAGE 27

A prime example is Palace Art and Office Supply in Santa Cruz,
California. Like many other dealers, Palace started as a retail store
and then moved into the commercial market. They also picked up
lots of government business and went after the education market.
In recent years they made several acquisitions, and expanded their
territory south of San Francisco all the way to Monterey.
What’s most interesting is that they continued to expand all parts
of the business, including retail.
“Our retail business is growing, says Frank Trowbridge, one of three
brothers that operate Palace. “We are unique, in that we offer items
that are not sold at most office supply stores—artist supplies and
contemporary furniture, for example.
“We’ve learned that you can’t operate a retail store simply selling
office supplies. Location is critical, marketing is different, in-store
promotion is important and you must stock items that small offices
and home offices use, and have knowledgeable salespeople on the
floor.
“We’ve had a nice increase on furniture recently, but most important is what we’ve been able to do with 20 to 100 employee offices.
We made a special effort with this group—personal visits, talking
with top managers, making our case—and we’ve had a good reception. We found that Staples and Office Depot seldom make personal calls on these customers, since they have fewer salespeople
on the road.”
In Alexandria, Louisiana, Kenny Sayes and his team at Sayes Office
Supply posted a 23% sales increase last year, due partially to
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KEEPING THE
CUSTOMERS YOU HAVE

There’s a growing feeling that, “I can’t be all things to all people.
Maybe I should specialize—by customer type or size, government
business, online only, or just contract business.”

Customer retention is a major concern for most dealers today. It’s
not just the big boxes trying to steal customers, but other independent commercial dealers, national online sellers, and the Amazons of the world. “Even customers that we thought would never
leave are at risk,” remarks John Haupstueck of Rosa’s Office Plus,
Richmond, Indiana. “Every day is a battle.”
John, as well as other dealers I talked with in the Midwest, is living
with an economy that continues to deteriorate—factories are closing or reducing their workforces.
He continues, “Just today, one of our largest customers told us
that they would not pay more for any products in 2012 than they
paid in 2011. ‘Take it or leave it’.
“Another customer asked us to look at every item they buy and
come up with a lower-priced replacement. The Independent Stationers programs have helped us make better buys, but dealers
have to do more—anything that can be done—more dealers banding together, making larger purchases, working with manufacturers
and going after very large national accounts.
“Looking down the road, I don’t see us returning to pre-recession
levels any time soon. For independents, there will most likely be
more mergers and acquisitions, more regional players.”

EVALUATING YOUR
BUSINESS MODEL

One such dealer is Becky Harlan of ROSI Office Products in Salt
Lake City. “We’ve had to step back and look at everything we do,”
says Becky. “We decided that we would build the profitable parts
of the business while keeping expenses low.”
They’ve done that by farming out everything possible, going stockless, even dropping unprofitable customers.
“We have very good margins and business has been good but not
great,” Becky reports. “2012 will be a better year for us and even
better beyond 2012.”
Bob Mairena of Yorba Linda, California-based Office Solutions says
he’s evaluating everything they do to see if there might be a better
alternative.
“With our current customer base, margins continue to shrink,” Bob
laments. “We need to change that. In the future, I don’t see us as
being just an office supply company. Our jan/san business is growing rapidly. We are doing quite well with printing and ad specialties.
I also see some opportunities with government business in the future.”
“Sometimes I wonder if we’re in too many businesses,” states Addison Jones of The Supply Room Companies in Ashland, Virginia.
“I don’t see supplies and furniture improving to any great extent
until the economy recovers. Schools, higher education and healthcare are holding their own, but furniture is still greatly impacted. It’s
mostly a replacement situation today.”
The Supply Room acquired Joe Ragan’s coffee business and Parson’s, a paper distributor last year. “Both have great potential,”
says Addison.

More and more dealers are taking a hard look at their business
model and asking themselves, “Is this what I should be doing to
maximize profits and grow my business?”

“We’re selling breakroom and other supplies to coffee customers
and training Parson’s people to sell furniture. We’re considering
managed print services. The idea of combining paper, toner and
other needs into a contractual sale with monthly billing is very appealing.”
Looking to the future, Addison says, “Overall, I’m optimistic and
for 2013 and 2014, I’m very optimistic.”
Eakes Office Plus, Grand Island, Nebraska, is a commercial dealer
covering a large geographic area and also operating nine retail
stores.
“We’ve just finished a very successful year,” says Eakes’ Mark
Miller. “We had a 15% sales increase overall, with retail up 5%. Our
copier division did the best, furniture was up some and supplies
about even with the previous year.
“Furniture and copiers, along with the services that go with them,
will be our largest growth areas.”
Mark sees great opportunities at the retail level. “We’ve put great
CONTINUED ON PAGE 28
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emphasis on services—copy centers, printing, all the things that
small offices and home offices need. Those services, along with
gifts, greeting cards, and other high margin items, work well for us.”

WHAT OTHERS SAY
“2011 has been a record-breaking year for Independent Stationers,” says the group’s president Mike Gentile. “We’ve done it
through our national accounts program and by providing innovative
sales and marketing tools to our members.
“We see it in increased sales from direct suppliers, wholesalers and
sales through our RDC program.
“The more progressive dealers continue to expand into new categories—jan/san, coffee and beverage, ad specialties, safety supplies and furniture.”
Mike concludes, “As the big boxes struggle for relevancy, independents will continue to grow and increase market share. In three
to five years, I believe there may be only one big box standing,” he
predicts boldly.
“Our membership is stable and overall they’re doing well, says Office Partners president and CEO Jim Hebert.
“Government business has been good and will continue to be
good. Furniture has come back a bit and should be considerably
better in 2012 and beyond. Healthcare will grow as the population
ages.”
“It’s been a challenging year for our members,” states TriMega
president Charlie Cleary. “Our 3% growth last year is not what we
anticipated or planned for. Our goal was 4-5%, but economic conditions have not improved. We are cautiously optimistic for 2012,
but if unemployment stays high, offices will continue to buy fewer
supplies.
“It’s encouraging to see some of the larger dealers investing in new
technology—improved online systems, better websites, etc. These
dealers are having growth rates of 6-8% or higher.

that occurred as the year progressed. Through the third quarter of
2011, industrial supplies and the janitorial/breakroom category experienced double-digit growth, while office products experienced
single-digit growth. Furniture continued to lag and technology sales
were down slightly.”
“As we move forward into 2012 we may see continued challenges
with the economy. But we believe we can enable our partners to
succeed with a continued focus on our “winning from the middle”
strategy. One example of this is Orbit Point services platform, enabling independent resellers to better serve larger, more complex
customers including those in the public sector. We also continue
to develop more cross-selling opportunities to help resellers offer
a broad and rich set of products and services across multiple channels. And we are developing various forms of digital marketing to
help resellers capitalize on growing eCommerce demand. As the
economy begins to improve, those companies that have developed
the right strategies and can execute them will be way ahead of the
game.”
Jim O’Brien, senior vice president of marketing for S.P. Richards,
offered this perspective:
“The company’s growth in 2011 was in the low to mid single digits
overall, with independents leading the way with mid to high single
digit growth.
“The furniture category was flat, with supplies and technology up
in the single digits. Breakroom had mid-teen growth, helped by the
efforts of our business development specialists.
“Our Business Source brand had an exceptional year, including the
direct buying component, which dealers can access from those
domestic manufacturers making the Business Source brand.
“We continue to improve electronic content and functionality on
dealer websites. In addition, dealers are really beginning to leverage the power of analytics. MyAnalystPro is helping dealers improve margins and buying pattern analytics is driving larger order
sizes on dealer websites.

“Add to that new product categories—cleaning and breakroom
supplies, coffee and beverages, etc., going after new customer categories, along with better marketing, all add up to a very bright future for dealers willing to make the investment.”
AOPD executive direct Bud Mundt says that while most members’
core business is flat right now, the future looks bright. “We have 47
new contracts, much of the business coming from the big boxes.
I believe the next three to five years will be quite good for our members, and for all independent dealers.”
Cody Phipps, president & CEO of United Stationers, has these
comments:
“Like many other companies, we were encouraged by stronger
growth earlier in the year, but were challenged by soft conditions
CONTINUED ON PAGE 29
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“Independents are showing that they can take market share.
They’re embracing new products and new categories and there are
even more growth opportunities out there.

Consultant Tom Buxton of the Interbiz Group sees three changes
that will occur within the next three years. First, successful dealers
will view themselves as the best option for next day delivery of all
products and services, including MPS, furniture moving and reconfiguration, coffee and breakroom, jan/san, window, wall and floor
coverings and even marketing assistance and support.

“2011 was a record year for us with the office products channel,”
states Bob Evans, vice president of technology products for Synnex Corporation.

“Second, improved management—budgeting, controlling expenses, tracking sales and growing Internet share and even charging for services to unprofitable customers.

“More and more dealers are offering not just toner and other replaceables, but also computers, monitors, keyboards, hard drives,
software, even projectors.

“Third, improving strategic focus—constantly working to improve
services, looking for new talent and building long-term relationships
with customers.”

“Our greatest growth area in 2012 and beyond will be managed
print services, as more and more independents enter this very
promising field.”

K. Coaching’s Krista Moore believes that the most progressive independents will become more aggressive, strategic and innovative
in the coming years.

“I don’t see major economic factors and industry conditions changing that much over the next ten years, which tells me that dealers
can and should prepare for the long run,” advises industry consultant Bill Kuhn.

“They will capitalize on current relationships through social media,
which will build loyalty and increase lead generation. They will upgrade their sales force and quickly adapt to a changing marketplace. The overarching opportunity is to develop effective
leadership.”

“For 2012 and 2013, we expect about the same—we’re really not
going to get help from the overall economy. We don’t expect white
collar jobs to return to pre-recession levels for five to six years.

“Sales volume may rebound somewhat, but margins will continue
to be a challenge. We’re driven not only by the U.S. economy, but
by the economies of Europe and increasingly by China. Customers
will continue to try to do more with less, sacrificing people and talent. Dealers may also fall into this trap.”
Bill continues, “To me this says that this year’s plan, for three years
out and even beyond, must address who you are and what you
want and can be. Most dealers don’t seem to address this. Typically, it’s far more, ‘Where is the next sale?’
“Dealers should set their vision and take steps in the coming years
to achieve that vision. There are companies in other industries that
have done just that, with amazing results. It can occur in our industry for those that have the foresight and people values to make
it happen.”
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How do you sum it all up? From Niles, Illinois, Bernie Garvey of
Garvey’s Office Products, sent us this e-mail which I believe comes
close to what many other dealers are thinking these days:
“We are certainly living in interesting times. Despite what is going
on in the economy, at Garvey’s we have come to realize that we
can only control our own actions. So get up each day, work hard
with laughter and good will. We try to innovate, produce good value
for our customers and help each other along. And all things considered, there’s still never been a better time to be an independent
dealer.”
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Hard to Get That Foot in the Door?
...Not Anymore!

By Mandy Pusatera
Over the last several months we’ve reviewed all the social networking sites that
you need to be utilizing for your business,
right? WRONG!
You cannot forget to add LinkedIn
(www.linkedin.com) to your sales and marketing tool box!
While you’re most likely aware of LinkedIn
as a great way to network with the professionals you already know and an excellent
means of finding employment, it may never
have crossed your mind to use it to increase your customer base and, in turn,
your sales.
With 131.2 million members, customers are
quite literally right there waiting for you. You
just have to think a bit outside the box.
Start with the basics. Make sure your own
personal profile is filled out completely. It
will instill a sense of trust among those you
plan to connect with in the future.
You should also create a detailed, informative LinkedIn Company Page for your business and ask your most loyal customers to
recommend your products and services.
Next, analyze who you are currently connected with. Are they all old college buddies or maybe just a few colleagues from
your own company?
Too many people underutilize LinkedIn by
simply connecting with those they know on
a personal level and forget that staying
close with their customers is vital to expanding their sales network.
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If you aren’t connected to your current customers, send them each a personal invitation to join both you and your company on
LinkedIn today.
Upon accepting your invitation, they will
become a 1st Degree connection and be
updated on what’s going on with you and
your company.
Your 1st Degree connections will be the
most valuable weapon in your sales arsenal, so make sure you really start nurturing
these online relationships and continue providing value by posting creative, informative
status updates on your company’s page.
Now, it’s time to kick your LinkedIn skills
into high gear. Review the profiles of your
current customers and see who they are
connected to. These people will appear to
you on the site with a 2nd Degree connection badge on their profile.
If there is a buyer from another company on
your customer’s list of connections that
you’ve been dying to get an appointment
with, you may have just found yourself an “in.”
Simply shoot them an InMail Message
using your current customer as a conversation starter. If the new buyer knows you
do business with someone they already
know and trust, they will be much more
open to hearing about you and your company and much more apt to switch their
business to you in the future.
Once this new buyer has been won over
and you feel a strong connection has been
established, you can browse their connections and start the whole process over, conINDEPENDENT DEALER

tinually building your sales network each
and every day.
Next, use LinkedIn’s Advanced People
Search to locate new prospective buyers.
So you want Company X’s business and
you already know the buyer’s name?
Simply go to LinkedIn’s Advanced People
Search and input his/her information. If they
have a LinkedIn profile, it should pop right
up and you’ll be able to see if you share any
connections.
If you do, ask that person to introduce you!
Maybe you both belong to a specific
LinkedIn Group?
If so, you can send them an InMail Message breaking the ice over the common interests you both share.
Or, if you don’t already have the buyers’
names, do a random business search for
your territory, find the buyers and repeat the
process listed above.
With persistence, it’s pretty difficult for you to
not gain new customers using this method.
Properly used, LinkedIn can be your ultimate sales tool. Each day, make it a part of
your routine to send any new contacts a
LinkedIn invitation.
A little time invested on LinkedIn today
could mean big money earned tomorrow!

Mandy Pusatera is director of Heads Up for
The Highlands Group. Connect with The
Highlands Group on LinkedIn! Sign Up for
Heads Up E-Newsletters!
PAGE 30

Building
Sales
Velocity

By Troy Harrison

The dictionary defines Velocity as the measure of speed in objects in
motion. Troy Harrison (that’s me) defines Sales Velocity as the measure
of a customer’s need to act on, buy and implement your proposal.
In short, Sales Velocity is the difference between a proposal that
lands in the customer’s inbox and gathers dust and a proposal that
stays at or near the top of your customer’s action list—until you are
awarded the business.
When I put it that way, Sales Velocity sounds like something we all
want, doesn’t it? But how we get it is the big question.
Customers all have their own unique needs and wants, and those
needs and wants range from the direct (the stuff you’re selling—
paper, toner, etc.) to the indirect effects of what you sell (less hassle, better image, other indirect benefits).
Usually, it’s the indirect benefits that are the key to Sales Velocity.
Even more often, the typical office supply sales call doesn’t really
dive into those indirect benefits.
To get at them, you have to ask good questions that speak to the big
picture needs of the customer, not just focus on product-centric issues.
Here are some questions that can help you find your customer’s
Sales Velocity drivers:
 What are your company’s expansion plans?
 Who sees your printed communications?
 What would you like your customers to think about your
documents’ appearance?
 How are people rewarded in your company for good
decisions?
 What is the impact of decisions that don’t work out?
 Define a successful program from the perspective of
yourself, your employees, your boss, your customers.

Where does sales passion come from? Well, for far too many people, it doesn’t.
Where it exists, it comes from an excitement, involvement in and
commitment to the selling profession. It comes from a true belief
in what you are selling—have you sold yourself before you try to
sell anyone else?
It comes from a need to make buyers feel the same excitement you
do. It comes from recognizing the buyer’s needs, seeing what is
going to happen through the adoption of the product and feeling
the same result as the buyer.

Five Steps to Boost Sales Velocity:
1. Ask great questions. Only great questioning, that gets to the heart
of your customer’s indirect needs for your stuff, will allow you to uncover your customer’s real priorities and Sales Velocity drivers.
2. Make sure to catch and note those drivers. They’re easy to spot.
Anytime your customer gets excited or emphatic about a need,
that’s a driver of Sales Velocity.
3. Tie your products and services to the customer’s Sales Velocity
drivers; i.e. “This is how our programs address this issue.” Use
testimonials and case studies when you can (if you don’t have
them, get them; we’ll talk about Case Studies in a future issue).
4. Present your products and solutions with passion. If you can’t
get excited about solving your customer’s needs, how can your
customer?
5. Close directly and enthusiastically.
Incorporating these five steps into your selling will keep your proposals out of “inbox purgatory” and instead make you an action
item for your prospects.

There are a lot more, but essentially you want to find out what your
customer’s dream-wheel definition of a successful program is.
Then, you figure out how to give it to them.

You’ll also find your calls will be more fun and interesting for you
and your prospects. That’s not a bad deal, is it?

But even after uncovering your customers’ Sales Velocity drivers
you’re still not done. There’s one other key ingredient, and that’s
passion on your part.

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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What Will

the clothes
You Wear

communicate

in 2012?

By Tom Buxton
He was walking out the Best Buy as I
was walking in. He had a job application
in his hand and an air of happy confidence on his face.
That look fascinated me, because this
young man’s attire was totally inappropriate for the circumstances and he
seemed utterly clueless about the
“aura” he projected.
Faded blue jeans and a generally unkempt appearance might be just fine for
a night out with friends, but for a job
search or interview the look could not
have been worse.
What “aura” are you going to communicate in 2012?
The great sales trainer Harvey Mackay
recently said, “As the economy goes
down, the dress code goes up.”
However, these words are not being
heeded by numerous sales folks within
our industry.
During the past few years I have worked
with nearly 200 different dealerships,
manufacturers and rep groups.
I have observed that the attire and attitudes of those whose task it is to
contact customers on a regular basis
vary greatly.
I have heard everything from, “All the
people I see are my friends and I would
make them uncomfortable by dressing
up” to, “The world of work is a casual
place and I don’t want to stand out from
the crowd.”

a point to perform an experiment
whenever I speak to sales teams or
executives.
After the first session, when hopefully
they have found some value in my
seminar and are feeling more optimistic
about their future in this great industry,
I will ask if any of them feel they would
have had a harder time learning from
me if I was not dressed in a tie and coat.
What if I wore a logoed golf shirt and
polo pants? Would it have made a difference to them?
Invariably, at least one person in the
group—and often more than one—will
say they have trouble accepting advice
or direction from someone whose manner or attire is not consistent with their
stated expertise.
Obviously, not everyone feels that way,
but is it really worth taking the chance
on not putting my best foot forward with
everyone I meet?
Here is the problem: The old saw, “You
never get a second chance to make a
first impression” is still just as true today
as it ever was.
And I think we would all agree that the
world is more competitive—especially
within our industry—than it has ever
been before.
So, can we afford to risk even one potential contact by not dressing appropriately?
OK, so what is dressing appropriately?

To be fair, there are also those who believe in dressing well, but it seems like
the ranks of those people are thinning
fast.

In my opinion, there should be no casual Fridays for anyone responsible for
touching customers in person on a
regular basis.

Why is this such a big deal?

Calls to customers where you feel you
should be more casual should never be

Over the past few years I have made it

CONTINUED ON PAGE 33
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mixed with cold calls or high level
meetings.
For cold calling, a tie (hopefully
with colors that are somewhat up
to date) and coat for guys and at
least a dressy pantsuit for women
should be the norm.
We must be more professional in
2012 if we want to do better than
we did in 2011. And guys, we are
the worst offenders in this area. In
my experience, more women
dress up as a matter of course,
while guys just think, “I look great,
no matter what I wear.”
I hate to break this to you, but
most of us don’t look great without
preparation. Shouldn’t you prepare
well for what could well turn out to
be the most important year of your
life?

sionalism written by consultant
Kerry Preston for the Image Dynamics blog.
And regardless of what you might
be wearing as you read this column, here’s to a Happy and Prosperous New Year for you and for all
independents!

Tom Buxton, founder and CEO of
the InterBizGroup consulting
organization, works with
independent office products
dealers to help increase sales
and profitability. For more
information, visit
www.interbizgroup.com.

If you would like more food for
thought about preparing for 2012,
please read the article on profes-
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Are
to

YOU prepared
WIN in 2012?

By Krista Moore
As we begin the New Year, it seems to be an appropriate time to
reflect on the past and plan for the future.

We realize it is difficult to implement the many changes that you
think your business might need.

We often ask ourselves, “What has worked and what hasn't, What
should we change and what could we have done better?”

That is why we recommend taking a serious look in the mirror at
your current sales management system and style.

It can be disheartening as we begin reflecting because the years
seem to fly by so quickly and often our great ideas and intentions
never get implemented.

Making adjustments in our own leadership style and management
systems will often enable us to be more focused on getting better
results through others and winning with people. After all, we can't
do it all alone!

Yet each year, we have the same ultimate goal in mind: to improve
our business year-over-year and win at this competitive game.
K.Coaching would like to offer you a complimentary reflections and
self-assessment resource in this issue of INDEPENDENT DEALER.
Our hope is that you complete the assessment below as part of
your 2011 reflections and 2012 business planning.
Often, the key differences between those independents who are
prepared to win and those that have some changes to make will
come through in the answers and scoring on this assessment.

We hope you will be able to pinpoint some key areas to focus on
or change in 2012, to get the business results you desire!
Please read the questions below and choose the option that
reflects your honest answer.
Total your scores by adding up the appropriate number in parenthesis at the end of your answers and use the score key to plot your
score and consider the offered suggestions.

K.Coaching Sales Management System and Style Assessment
Do you have a clearly defined
company sales strategy for
2012 that is being communicated and executed?
 Yes (3)
 It is on our mind, but not

clear to others (2)

Do you have clearly defined
sales rep activity goals—with
accountability?

Do you have a written business plan to achieve your
own goals?

 Yes (3)

 Yes (3)

 Yes (3)

 Not really (2)

 I don’t, but I have a plan

 No (1)

 No, and we have no

accountability (1)

in my head. (2)
 No (1)

 No (1)

Do you have a documented
sales process and approach
that all sales reps are using?
 Yes (3)
 Not documented and

not consistent (2)

Do you have sales quotas
with consequences if they are
not met?
 Yes (3)

Do you consistently evaluate
performance in the field and
provide feedback to your
sales reps?
 Yes (3)
 No, we rarely spend

time in the field with
reps. (1)

Is how you manage yourself a
great example for others?
 Yes (3)
 We don’t really think

 Sales quotas, but no

consequences (2)

about it (2)
 No (1)

 No (1)

 No, but we are thinking

about doing this (1)

Do you have the right sales
staff to take your business to
the next level?

Do you regularly meet oneon-one with your sales reps
for coaching and mentoring
on their personal and business development?
 Yes, consistently (3)
 Sometimes; I’m thinking

about doing it more (2)

Do you address performance
issues when they occur or let
them fester?
 Yes, address them right

away (3)
 Address them, but in

due time (2)
 No, I just hope they go

Is your compensation plan
motivating and inspiring the
right behavior?
 Yes (3)
 No, but we are planning

on changing it (2)
 No, we are afraid to

change it, or don’t know
how to (1)
Do you have regular weekly
team meetings for training
and development?
 Yes (3)
 No, not regular and

planned (2)
 No, don’t have time (1)

away (1)

 No (1)

Total Score: ___________
CONTINUED ON PAGE 35

JANUARY 2012

INDEPENDENT DEALER

PAGE 34

WIN IN 2012

CONTINUED FROM PAGE 34

Score Key:
Less than 16—MIA. It is time to get actively
involved in your business and its sales success. Assume responsibility for sales leadership or hire an experienced, proven,
successful sales manager.

30 or more—Coach. You have elevated
yourself to a professional level of sales
leadership in both style and systems and
have success in growing your sales team
and business.

Suggestions: Take sales management
courses, read business leadership books
and hire an executive coach.

Suggestions: Look at any question you
might have scored less than 3 and set goals
for improvement in 2012.

17-29—Nice Guy. Often you're seen as a
friend rather than a boss. You find it difficult
to hold others accountable or make too
many changes that could rock the boat. You
may have too much on your plate or have difficulty following through on your intentions.

If you scored greater than 30, but are not
having business growth, we suggest the
following:

Suggestions: Determine which of the following areas needs the most focus:

Or 3. Go back and answer the questions
more honestly.

1. Mentoring and developing others.

36 (A Perfect Score). Congratulations! You
are well on your way to a successful 2012!

2. Creating a system of accountability.
3. Defining and documenting sales and
management processes.
Then begin to delegate more while seeking
help and guidance through industry peers,
other employees or professional coaches
or consultants.
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1. Do further introspection on your own personal leadership style and its effectiveness.
2. Revamp current ineffective processes.

There is no doubt that we WIN with and
through people. Think of WIN as “What’s
Important Now.”

sonal responsibility to make the changes
necessary to win at this competitive game.
For further information on leadership assessments, compensation design, sales
management programs or sales processes,
contact Brittany Crews, director of client
services for K.Coaching, at 919-554-4505
or Brittany@kcoaching.com.

Krista Moore is president of K.Coaching,
Inc, an executive coaching and consulting
practice that has helped literally hundreds
of independent dealers maximize their full
potential through enhancing their sales
strategies, sales training and leadership
development. For more information, visit K
Coaching’s web site at
www.kcoaching.com.

Now is the time to be great leaders, mentors and managers of people and take per-
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T H E

L A S T

W O R D

By Dave Parsons
Like a lot of treehuggers, a few
years ago I began
to include a tagline
on my e-mail signature that said
“Please Print Responsibly.” This politically correct sentiment preys on the notion that wood is a
limited resource and that wasting trees despoils the environment..

way, but to commercial landowners they
are a crop like any other in the sense that
they can be grown, harvested and sold if
the market exists.

sourced from endangered rain forests in
third world countries, utilizing trees tended
by enslaved baby harp seals.

Perversely, over-conservation (if it can be
called that) of wood products can indirectly
lead to forests becoming developed land or
converted to other uses, because America’s forest landowners can’t be expected
to continue growing trees without having
healthy markets for them.

Your most “green” option is to use certified
sustainably-sourced paper with some recycled content. A close second choice is the
same paper with no recycled content, and
the quality is arguably better because the
paper is made from 100% virgin pulp.

Until recently, every time I printed an e-mail
I would feel conflicted and hypocritical.

A few quick facts: Although there are more
trees in America today that there were 100
years ago, half of the rest of the world’s
forests have been cleared or burned.

Not all of them really had to be printed, but
I suppose I have a subconscious distrust
that the electrons creating the ones and
zeros that comprise the e-mails stored on
my computer’s hard drive will all still be
there tomorrow. A sheet of paper has reassuring substance.
It was a welcome revelation for me to discover
that avoiding the e-mail print option arguably
does nothing to save our planet or forests.
That’s assuming you take a little care when
purchasing your paper products by making
sure they come from a renewable, sustainable source.
It’s almost impossible to live where I do (in
Iowa) without being aware of the importance of corn, soybeans and other cash
crops to our economy.
A lot of us don’t think about trees the same
JANUARY 2012

The U.S. is the largest market for paper
products in the world, producing 90 million
tons of paper annually. Roughly 25% by
volume of timber cut every year in the U.S.
is used for paper production. Virgin fiber is
still a significant requirement, as only 37%
of current consumption is met by using recycled fiber.
A traditional approach for a business becoming environmentally responsible is to begin
purchasing paper with recycled content.
That’s great as far as it goes, but typically
only 30% to 50% of the wood fiber used in
manufacturing it can come from recycling,
primarily due to cost and quality constraints.
For all we know, the virgin wood fiber that
is needed to make up the difference is
INDEPENDENT DEALER

Not really, but you get the idea.

My own company sells—and exclusively
uses—Domtar’s EarthChoice copy paper
with no recycled content. It is certified by
the World Wildlife Fund, Rainforest Alliance
and Forest Stewardship Council. Other
sustainable brands are available and there
are other certifying agencies.
Look for these third-party forest certifications on your paper products. They signify
a commitment by landowners, manufacturers, printers and others in the supply chain
to use only wood fiber from forests that are
being responsibly managed, and to preserve community-level benefits for people
near the forests that provide your paper.
In my experience, at the manufacturer level
the cost of sustainably produced office
paper is currently about 20% higher than
the least-expensive alternative.
Some resellers capitalize on the public perception that recycled or sustainably-produced
CONTINUED ON PAGE 37
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products cost significantly more, using it
as an excuse to make a larger profit margin on those items than on their non-recycled or unsustainably produced
equivalents.
Those of us trying to walk the talk do
the opposite. My own company tries to
maintain a resell price differential of
only about 10%, which amounts to
roughly $4 on a case of copy paper
(5,000 sheets).
You can see that it isn’t very expensive
to assure that the paper your company
uses to communicate its messages does
not contradict its environmental and social values.
As you can guess, the issue of recycled
content paper versus sustainably pro-

duced paper is more complicated than
I am making it sound.
There are differences in the chemical
treatment and energy usage involved in
the manufacturing of each that make it
difficult to declare a clear “winner.”
My point is that forest management in
the production of the wood used in
paper manufacturing is becoming more
important environmentally than even
the use of recycled fiber.
So consider buying the right paper and
changing your e-mail tagline to: “It’s OK
to print this e-mail. No, I don’t care what
you’ve been told. Paper is made from a
renewable, recyclable, biodegradable
and sustainable product. Growing and
harvesting trees provides jobs for mil-

lions of Americans while providing
cleaner air and water, wildlife habitat
and carbon storage. Really.”
It may be a little wordy, but electrons
are cheap (and probably recyclable).
Dave Parsons is the CFO and
Sustainability Czar at Tallgrass Business
Resources (office furniture and supplies)
with locations in Cedar Rapids, Coralville,
Davenport and Wilton, Iowa. He also sits
on the boards of several sustainabilityoriented non-profits and local government
development organizations and planning
committees. This article first appeared on
the Business 380 website
(http://business380.com), a portal for Iowa
business news.
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2012 Ed Expo &

Dealer Conference
#BMUJNPSF .%t.BSDIo




Moving Education Forward
Find unique, innovative products for
your oﬃce supply dealership, catalog, or
online store from 350+ exhibitors!

Learn the educational products market at the
Dealer Conference, a full day of high-powered
sessions targeted to your business needs, and
culminating in an enlightening Keynote session.

Network and share ideas with hundreds
of educational dealers who can help you
learn how to sell to schools and teachers.

Save money on show specials by placing your
oﬃce and school supply orders at Ed Expo!
company back in money to spend at the show.
Visit www.EdExpo.com for details.

Visit beautiful, vibrant and historyrich Baltimore, with easy access by
air, train or car. Nonmember attendees
can earn a $50 gas reward card just for
checking out Ed Expo. Register at
www.EdExpo.com/rewards.

MARCH

Register today for the event that can
grow your business and increase sales!
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For more information, visit www.EdExpo.com,
call (800) 395-5550, or email customerservice@nssea.org.

