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Eighty Years and Counting for
NY Independent Hummel’s Office Plus
It’s going to be a big year for the Hummel family in Mohawk, New
York, as they and the rest of the team at Hummel’s Office Plus celebrate 80 years of continuous service at the dealership Harrison J.
Hummel, Sr. founded in 1934.
Back then, Hummel’s was known as Excello Typewriter. It operated
out of a small retail store in Herkimer, New York, with a business
based mainly on typewriter repairs and sales of typing paper, ribbons, and other typing supplies.
Today, Hummel’s is close to 100 employees strong, with six locations across upstate New York, including an 80,000 sq. ft. distribution center in Mohawk, three retail stores and two furniture showrooms.
And while it may still sell the odd typewriter ribbon from time to time,
the dealership’s current product mix—office supplies, contract and
transactional furniture, cleaning and breakroom products, custom
products, printing and more—matches the broad, one-stop-shop
value proposition that has become such an important part of virtually every successful independent today.
“We’re very proud of what we’ve accomplished over the past 80
years but the best is still very much to come,” says CEO Justin
Hummel, who with his brother Harrison IV (COO) and sister Solace
(chief administrative officer), represents the fourth generation of the
Hummel family to lead the business.
“We had a very good year in furniture and cleaning and breakroom
last year and there are some very aggressive growth forecasts in
place for 2014,” Justin adds. Also on the horizon: the possibility
of additional dealer acquisitions to go with the two that Hummel’s
executed in 2013.
Congratulations to the entire Hummel’s organization for demonstrating one more time that there’s still plenty of room in our industry
for growth-oriented, family-owned and operated businesses!

CONTINUED ON PAGE 4
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Time to Renew Your
NOPA Membership
If you’re a NOPA member, chances are you’ve still got your membership renewal notice sitting
around on your desk somewhere.
Understandably, it’s not the kind of thing that gets a real
high priority in the middle of a hectic yearend/holiday season.
But with the holidays over, wouldn’t it be a good idea to
write that check?
The independent dealer community needs a strong organization that will represent its interests, not only on Capitol
Hill but to the other members of our supply chain.
It needs a strong umbrella organization that can provide a
broader focus and a deeper reach to address tough issues
and increase the chances that all the dramatic changes
that we’re seeing these days will result in a lot more opportunities than threats.
None of that will happen, of course, without each of us
giving NOPA the support it needs. The association right
now is in some very good hands: a professional association management company with a long and successful
track record in our industry and a dedicated—and that’s
an understatement—group of volunteer officers who have
put in some extraordinary hours to provide much-needed
leadership.
But they can’t do it on their own. NOPA’s annual dues are
modest but the investment you make—both financially and
in time and commitment—are essential. The money helps
keep the lights on at headquarters and the membership
numbers strengthen the association’s voice when it speaks
on behalf of dealers.
So if you’re a member, right that check today. And if you’re
not, visit the association’s website (www.nopanet.org) and
click on the “About NOPA” link to find out why you too
should belong.
The coming year promises to send some terrific opportunities the dealer’s way. We need a strong dealer association
to help us make the most of them.
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ECi can expand
my business into
multiple verticals.
“WE’VE EXPANDED INTO SEVERAL
VERTICALS OVER THE LAST 5 YEARS,
SUPPORTED BY SOLUTIONS WE’VE
ACQUIRED FROM ECI.”
–Jeff Schroeder • The Supply Room Companies

ECi lets you do business your way with:
On-premise or
Cloud-based Solutions

Multi-vertical &
Multi-location Support

Fully Integrated &
Customizable E-commerce

Yes, you CAN do business your way!

Business Analytics, CRM,
Mobility & Other Tools

Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc. All rights reserved.
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Louisville, KY Dealer Office Environment
Co. Hosts U.S. Labor Secretary for
Minimum Wage Hike Roundtable
In Louisville, Kentucky, Tricia and Kelly Burke and their team at the
Office Environment Company hosted some special guests recently, as U.S. secretary of labor Thomas E. Perez stopped by to lead
a discussion on why the minimum wage should be raised.

And regardless of how you might line up on the political spectrum, there’s no denying the PR value of involvement in an event
like this for any business.
“We got some great exposure in our local media and plenty of
positive comments on our showroom,” Tricia reports.
And it didn’t hurt either that the event also brought in some key
executives from local businesses who might not otherwise have
seen OEC as a potential supplier before.

The Burkes themselves are not involved in
local or national politics but, explains Tricia,
they are active members of civic groups like
the YMCA and local chamber and have hosted numerous meetings in their conference
room for such organizations.
So when the Kentucky secretary of state’s
office went looking for a suitable site for secretary Perez to hold his roundtable, OEC’s
downtown showroom was a logical choice.
OEC’s Kelly and Tricia Burke listen as U.S. secretary of labor
Thomas E. Perez (far right) argues for an increase in the
minimum wage.
CONTINUED ON PAGE 6
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Xerox Carbonless
Bonus Bucks

$25 Mastercard giftcards with every five cartons ordered!

Look for this sticker on specially
marked cartons of carbonless paper!

LIMITED TIME OFFER!
We’d like to reward you for using Xerox® Carbonless
Paper. Simply collect Xerox® Carbonless Bonus Bucks found
only in specially marked cartons of Xerox® Carbonless Paper
that ship from February 1 through April 30, 2014, and then
redeem them to receive $25 Mastercard gift cards.
Visit www.xeroxcarbonlessbonusbucks.com to redeem.

For more information about Enterprise Group,
please visit egpaper.com

Follow us on Twitter @egpaper
Like us on Facebook: www.facebook.com/egpaper

Allow four weeks for processing. Xerox® Carbonless Bonus Bucks expire on July 31, 2014, and cannot be redeemed after that date. Domtar reserves the right to:
(a) audit and adjust any claims of any participant for any reason, including auditing of orders, delivery receipts and returns; and (b) modify or withdraw this
program at any time for any reason, with the provision that Xerox® Carbonless Bonus Bucks already distributed will remain redeemable through
July 31, 2014. All Domtar decisions regarding the promotion are final.
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Local Independent Named Official
Office Products Supplier for
Kansas City Royals

fresh look more aligned with its relevance to the evolving workplace.

It may not exactly be baseball season right now but in Kansas
City, Missouri, the folks at Tierney Office Products had plenty of
good reasons last month to root, root, root for the home team after being named the official office and janitorial supplies provider
for the Kansas City Royals.
“We are very excited to work with such a great organization,”
said Tierney vice president Mike Buchanan. “It is clear they value
working with other businesses that support Kansas City.”
And, reports Tierney’s John Liezert, “they also very much appreciated the world class customer service and personal touch that
locally owned and operated independents excel in.
“The Royals really liked the fact that they would get to talk to
a real person when they called and that they would have personal points of contact throughout our organization,” says John.
“They also appreciated our reporting capabilities and our ability
to respond to their specific needs. Baseball is a very seasonal
business, of course, and they needed someone who could operate a delivery cycle geared around home stands and Saturday
deliveries when necessary.”
That’s just the kind of challenge most independents relish, so
when the Royals issued their RFP, it was no great surprise when
the team at Tierney was able to step up to the plate and hit one
out of the park to get the business!

President and CEO Dave Guernsey cited three main reasons for
the rebrand effort. “Our look was dated, having seen only minor tweaks in 43 years. Second, our company does so much
more than the name, Guernsey Office Products, implied. And,
third, we needed to integrate the former Phillips office supplies
division—acquired in January of this year—into the Guernsey
brand, so we opted to tackle the effort corporate wide.”
The new name, officially Guernsey, Inc., and branding better reflects Guernsey’s position as a provider of a broader range of
workplace products, the company said in a press release, noting
the rebrand is just one of many big changes for the company.
Those changes include a territorial expansion with new distribution capabilities in the Central Pennsylvania region following
the Phillips deal, an expansion into the janitorial and facilities
product category and the development of programs and services designed to serve the healthcare and educational markets.
In addition, the company is also changing its website, with a
first-stage overhaul that launched earlier this month and a new
online ordering platform scheduled for later in the first quarter.

CO Dealer My Office Etc.
Launches Holiday Food Drive
When widespread flooding hit Colorado last September, it left
a trail of record damage and devastation across the state from
which residents are still trying to recover.
In Windsor, Colorado, Bror Peterstrom and his team at local independent My Office Etc. decided they wanted to do something
to help, so last month they teamed up with a local food bank to
organize a food drive.

Corporate Rebrand for
Guernsey Office Products

Thanks to a willing assist with publicity from their local chamber
and newspaper, the dealership collected over 500 lbs. worth of
non-perishable food and personal care items that were delivered
to folks in need just in time for the holidays.

Dulles, Virginia-based Guernsey Office Products is starting the
new year off with a bang in the shape of a comprehensive rebranding of the 43-year-old Guernsey organization.
The rebranding covers just about every aspect of the dealership—
from collateral materials and truck wraps to its website and social
media platforms—and is designed, the company said, to offer a
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“Our dealership will be celebrating its 10th anniversary in April
so we have a lot to be thankful for,” says Bror. “The food drive
just seemed a very appropriate way to give back and we got very
enthusiastic support from customers and non-customers alike.”
So much so, he adds, that the dealership is already planning for
similar efforts in some of the other markets it serves in northern
Colorado.
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Create printshop
quality dividers
without the wait.
Click here for information on
our Q1 consumer promotion.

Improved Avery® Index Maker® Dividers
let you label all tabs at once, faster than ever.
Don’t work harder, work smarter. Avery® Index Maker® Dividers
with Clear Labels deliver professional results right at your desk
in just minutes. Easily customize all of the divider tabs in one
step with Avery’s innovative Easy ApplyTM clear label strip.

Little things that work in a big way.

TM

40%

Bigger Tabs!

Also available in Big Tabs

© 2013 Avery Dennison Corporation. All rights reserved. Avery, Avery Dennison and all other Avery brands, product names and
codes are trademarks of Avery Dennison Corporation. Personal and company names and other information on samples depicted are
fictitious. Any resemblance to actual names and addresses is purely coincidental.

Learn more about Avery innovative solutions, templates and support at avery.com
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New Headquarters for BSI, WI Dealer

interiors, with a full range of design-build-furnish products and
services so it’s not too surprising that the new facility was designed, renovated and furnished by BSI associates.
The new location also functions as a working showroom, which
they refer to as “The Idea Center,” with space that showcases
many of the latest concepts in commercial interior design, light
fixtures, floor treatments, wall finishes, ceilings, furniture manufacturers and in energy efficient tools.
The official ribbon cutting and grand re-opening ceremonies will
be scheduled for later this year.

WA Dealer Chuckals Office Products
Helps Provide Turkey Dinner for Over 415
In Waukesha, Wisconsin, Peter Kordus and his team at BSI
(Building Service Inc.) are still unpacking after moving to a brand
new corporate headquarters.
The 61,000 square foot building that will be their new home
boasts 16,000 square feet of office space and 45,000 square
feet of warehouse.

Very much getting into the holiday spirit last month was Al Lynden and his team at Chuckals Office Products in Tacoma.
As they have for many years now, Chuckals once again lent its
enthusiastic support to Tacoma’s annual “Friends of the Holidays”’ event and helped provide a complete turkey dinner with
all the fixings to over 415 local families in need.

BSI operates as a genuine one-stop-resource for commercial

SUPERTAB® FILE FOLDERS

CONTINUED ON PAGE 10

Stop Playing Hide & Seek
with Your Files.

SuperTab

®

SUPERTAB® EXPANDING FILES

Standard Label Area

90% Larger

SuperTab Label Area
Standard 1/3-cut tab folder

Smead SuperTab folder

WRITE BIG. WRITE MORE. FIND FILES FAST.
SUPERTAB® POCKETS

It’s Easy to Find a SuperTab File Product That Fits Your Style.
SuperTab® is more than an extra large file folder tab. Smead now has over 30 different
SuperTab® products to fit your style of organizing. So make your life super easy. Contact your
office products dealer for more information on the complete line of SuperTab® products.

SUPERTAB® FASTENER FOLDERS

www.smead.com/SuperTab

1-88-use-smead

© 2013 The Smead Manufacturing Company, Hastings, MN. ® Smead, three bars, checkerboard pattern, Keeping You Organized and SuperTab are all registered trademarks of The Smead Manufacturing Company.

114

SUPERTAB® TWO-POCKET FOLDERS

JANUARY 2014

INDEPENDENT DEALER

PAGE 8

On-Time & On-Budget

OP Revelation

TM

Software For Office Product Dealers
You have a right to expect your project to be on-time and
on-budget. While other dealers struggle with overly
complicated software, overruns and cancelled go-lives, we
have the product and the experienced, talented staff to
create success for our partners. Visit us on the web at
http://www.bmiusa.com/industry-expertise/office-supply or
call us today, toll free, for a free consultation at 888-5808382, X206.

Winner’s Circle - continued from page 8
“The Chuckals family has long supported Jon Sybert and his
‘Friends of the Holidays’ event as part of our commitment to
giving back to the community,” commented Al. “The current
economic climate means there are more families today in need
of our help than ever and as a locally owned and operated business, we and our partners were delighted to step up and respond to the challenge in a special way this year.”

Last month saw one of the orchestra’s most popular events, its
annual Holiday Pops, and the Baker name featured prominently
on the tickets.
“The Lubbock Symphony’s holiday concert really sets the tone
for the season for so many people here and we’re just proud to
be a part of it,” says Baker’s Leslie Smith.

In addition to its role as a distributor of the turkey dinners, Chuckals also supports the special Friends of the Holidays concerts
and auctions held during the year to raise funds for the event.

TX Independent Baker Office Products
Sponsors Local Holiday Symphony
Concert
Classical music may not always be the first thing that comes
to mind when you think of office products companies but that
might be changing, at least in Lubbock, Texas, where local independent Baker Office Products has been a long-time sponsor of
the city’s M1310672_idealerJanAd.pdf
symphony orchestra. 1 12/23/13 12:01 PM

The dealership’s support of local cultural activities doesn’t stop
with the orchestra though. It’s also a prime sponsor of Masterpiece Theater broadcasts on the local PBS TV station. So if
you’ve ever wondered where the folks at Downton Abbey get
their office supplies, now you know!

It’s not puzzling
STEELMASTER is
your Cash Handling
Security Source

U.S. independent oﬃce
products dealer community

Industries

STEELMASTER Coin and Currency Counting/Counterfeit Detection
Products available for shipment January 2014
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NEW ACCOUNT
ACQUISITION PROGRAM

INCREASE YOUR SALES $250K TO $350K
SalesTactix (STX) calls small to medium size businesses on the dealer’s behalf to set up appointments with current
“Big Box” clients. STX tells the story of a “Local Partner Program” which emphasizes buying locally as well as saving
money.
y After the appointment
ppp
is set there is a pprescribed Sales Process that the dealer MUST follow to pparticipate.
p

At a 40 % closing ratio
you will have 48 new accounts
with an average annualized sales
of $250,000 - $350,000
After 3 Years
at an 80% retention these same accounts
which you only purchased for one year
turns into better than $650,000

www.salestactix.com or email Tom at
tom.ketchum@salestactix.com

After 5 years
it turns into $850,000

949.466.5718

Testimonials on Sales Strictly from SalesTactix Provided Appointments
Sundance Office Supply – Tulsa OK – John Condry
2008 thru 2012
Sales $2,882,000

Office Smart – Tucson AZ – Glenn McDaniel
2008 thru 2012
Sales $3,071,000

Granite Office Supply – Salt Lake City – Garth Hood
January 2011 thru April 2013
Sales $1,688,000

Office City Express – Columbus OH – Andrew Ives
2011 thru 2012
Sales $730,000

COS Business Products – Chattanooga TN – Skip Ireland
January 2012 thru January 2013
Sales $330,886

Hurst Office – Lexington KY – Tom Gormley
2008 thru 2012
Sales $3,282,000

Secrets of Success

Left to right: David Stock, Diane Stock and Phil Stock.

Keeping the Old While
Building the New

• Diane Stock. President; David Stock,
Vice President; Philip Stock, Vice
President
• Supplies, furniture, cleaning and
breakroom
• Founded: 1976
• Sales: $6 million
• Employees: 13

Runco Office Supply

• Partners: TriMega, United Stationers
• Online sales: 65%

Elk Grove Village, Illinois

• www.runcoofficesupply.com

by Jim Rapp

Unlike those dealers who focus on large
or and small customers, or who sell locally versus nationally, Runco Office Supply
sells to everyone and they appear to be
doing a pretty good job at it. Sales at the
dealership were up 21% in 2011, 32% in
2012, and 15% in 2013!
“We have the most loyal customers in the
world,” says Runco’s David Stock. “Most
of the customers who started with us
when we opened for business in 1976 are
still with us. They come in all sizes and we
never turn anyone away.”
Runco has used that loyal customer base
to build their business over the years.
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David explains, “We are a second-generation family business. My father started
Monarch Office Supply in the 1950s, sold
to a partner in 1974 and bought Runco, an
existing business, in 1976.
“Since my brother Philip, my wife Diane
and I joined the business, we’ve been
slowly building it up. Our customers include national, regional and local accounts. It’s everything from Fortune 100
companies all the way down to home offices.
“Twenty percent of our sales come from
outside the state. That’s because we sell
to the branches of many large companies

INDEPENDENT DEALER

with headquarters here in the Chicago
area.”
“We’re excited about the future,” David
Stock concludes. “We just doubled our
office and warehouse space. Our goal is
to be a $10 million business within two
years. We are expanding product offerings, including beverage service. We’ve
done well with jan/san at the front door
and are now looking to expand through
the back door, with cleaning chemicals
and equipment.”
Chalk up one more successful and growing family business. Keep the spirit alive!
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BUILD YOUR

BATTERY PROFITS

+

Duracell® has the customized tools
to help you start building your
battery proﬁts today.
Receive:
+ Free online training
+ Exclusive sales kit
+ Market trends & insights

GET YOUR FREE DURACELL®
SALES TOOLS
Visit www.DuracellPro.com/sell
or call 877-277-6235 to receive
Duracell Professional’s exclusive
battery sales tools.
Start building your battery
profits today.

877-2PROCELL | www.duracellpro.com

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

TriMega Introduces Meg, a New Face for
Office Supplies for the New Year
She’s smart yet sassy, contemporary yet
retro, fun and funny and a bright new face
for office supplies for the new year. Who
is she? Her name is Meg and she’s TriMega’s new consumer-facing “spokesmodel” for its 2014 marketing programs.
Meg was first introduced to TriMega
members through a newly launched email
marketing program called Torque. The
turnkey program executed by TriMega
entirely on its members’ behalf, delivers
up to two emails per week to the inbox
of their dealers’ customers, complete with
a retro theme (read: “prices oh so low,
they’re retro!”) and a ‘less is more’ approach.
Emails are ‘shoppable’ right from the inbox, with custom product URLs that click
directly to the item in the dealer’s webstore on ECI, Britannia or other dealer
platforms.
Over the past six months, a beta group of
some 40 TriMega dealers has been testing the new program and fine-tuning the
messaging and now, TriMega is going all
out with a full launch.
In addition to its Torque email marketing
program, Meg is also featured throughout
the group’s 2014 catalogs and flyers, on
its on-hold messages for dealers and on
other dealer tools.
Many email campaigns feature an embedded product video helping to drive
sales. More than 20 have been produced
to-date and are available for use by members on their websites and/or social media channels.
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EMAIL #58 - Quartet Marker Boards - Tuesday, December 3
Subject Line: See the writing on the wall

“In an increasingly noisy OP marketplace,
Meg truly provides the independent dealer with a unique voice that is actually just
compelling enough to cut through,” says
TriMega VP of marketing Michael Morris.
“This is content that is not found anywhere
else—not from the national players or Amazon. Meg humanizes office products in
a casual and fun way that is not only entertaining, but that also helps our dealers
engage buyers in a clever and memorable
way that ultimately drives sell through.”
Though the program is still very new, initial
response has been overwhelmingly positive, says Morris. “Meg has been a very
effective way for us to build brand identity,” says Andrew Atkinson at Preferred
Office Products in Dallas, one of the beta
group members.
TriMega has been sending out two Torque
emails a week featuring Meg for the past
six months and, says Andrew, the results
have been very encouraging.
And Preferred is not the only fan of Meg.
The numbers speak for themselves: Sixty participating dealers and growing and
an end user database for the email blasts
that already includes over 150,000 purchasers and influencers.
Early campaign statistics indicate 23%
open rates and an average sales lift of
29% for items promoted in the Torque
email program, Morris reports.
With a point-of-sale exchange requirement built into the Torque program, comprehensive campaign tracking is an integral part of the ongoing success, not just
INDEPENDENT DEALER

of Torque, but of Meg too.
“The visibility we have into meaningful
campaign metrics is crucial,” commented
Morris. “It allows us to continually refine
our merchandising, messaging, creative,
pricing and other components to maximize results. At the end of the day, we
want Meg to be more than just a pretty
face in office supplies, we want her to be
a savvy virtual sales rep for our members.”
For more information on the marketing
with Meg program, contact TriMega’s
Michael Morris (PH: 847-261-0033;
E-mail: mmorris@trimega.org).

CONTINUED ON PAGE 16
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You May Own the School Office
Supply Business, But Don’t Walk
Away from the Billions Being
Spent Beyond the Central Office

Making Learning Fun
March 8–11, 2014
Dallas, Texas
· Learn how to increase your existing base of school and
college customers beyond the administrative office.

· See firsthand top-selling products from over 1,000

companies including hundreds of office product exhibitors
to help expand your core business.

· Learn innovative marketing ideas at business sessions
aimed at the independent dealer.

· Pay for your trip by saving big on Show Specials
throughout the entire exhibit hall.

· Open new opportunities by connecting with educational

Two Shows in One...
Creating the world’s largest
showcase of products for
the education community

professionals to grow your dealership.

· Explore specialty areas for new products, merchandising
displays, sample dorm rooms and model stores.

Your Marketplace for Lifelong Learning
Learn more at www.EdExpo.com

Making Learning Fun

AND

Industry News - continued from page 14
Independent Stationers
Announces Expansion of
Federal Sales Program
The Independent Stationers dealer group
last month announced the expansion of
its federal sales program in the jan-san
category with the addition of Special Item
Number (SIN) 75–85 Restroom Products.
In addition to adding 200 jan-san SKUs
to its group-held contract, IS also transferred over 2,600 items already on contract under SIN 75–200.
This expansion and additional SIN is necessary for the successful bidding of the
Federal Strategic Sourcing Initiative (FSSI)
for jan-san products that recently went
out to bid.
“We are excited about this additional SIN
and contract expansion as it is an essential component of our plans to continue
to create opportunities for our members
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to sell in the federal government marketplace,” commented IS executive vice
president Charles Forman.
“This added category also gives our members more opportunity to sell products
other than just traditional office supplies.”
IS currently holds a Schedule 75 contract
and said it is the only dealer group to hold
the FSSI OS2 BPA, giving its members
the opportunity to sell office supplies to
the federal government as authorized participating dealers under the group-held
agreements.

AOPD Reports Successful 2013
The American Office Products Distributors national accounts dealer network last
month announced that 2013 was another strong year that saw the addition of
54 new contracts to the group’s book of
business.
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AOPD said it was the only independent
dealer group to be awarded a national
contract with Premier, one of the nation’s
largest group purchasing organizations.
In addition, AOPD reported it was granted
a contract extension for its public sector
government purchasing cooperative, National Cooperative Purchasing Alliance
(NCPA) contract.
“This has been a very successful year for
AOPD,” stated AOPD executive director Bud Mundt, “The NCPA and Premier
contracts continue to grow substantially
each month and provide our dealers with
enormous sales opportunities. Our contract offerings and marketing initiatives
have also increased our membership to
include 97 dealers and affiliates with 196
locations throughout the United States,
Canada, Europe and Australia.”

CONTINUED ON PAGE 18
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ON SALE NOW!
ALL PCI Brand®
Laser Toner
Cartridges for
HP LaserJet
Printers!
ALL PCI Brand® HP Laser Compatibles are on sale...here are some of the well known models!
CC364X /CC364X-RPC
CE390A/CE390A-RPC
Q5942X/ Q5942X-RPC
CE260A/ CE260A-RPC

Q2612A/Q2612A-RPC
CE255X/CE255X-RPC
Q6460A/Q6460A-RPC
CE262A/CE262A-RPC

CE390X/CE390X-RPC
C4127X/C4127XRPC
Q7551X/Q7551RPC
Q6000A/Q6000ARPC

CE505X/CE505XRPC
CB435A/CB435ARPC
CE410X/CB410X-RPC
CB400A/CB400A-PCI

C8061X/C8061XRPC
C7115X/C7115XRPC

As a year end promotion, PCI Brand® / Premium Compatibles is oﬀering huge savings with any HP Compatible Laser
Toner Cartridge purchase. Always remember PCI ® Brand has what your customers need. From Brother® multifunction
to Hewlett- Packard® printer consumables and everything in between. We carry over 2 thousand toner cartridges,
MICR, ribbons, fuser units, and toners that your customers use every day. As an OEM Alternative you can count on, all
PCI® Laserjet print cartridges are post tested for quality, ﬁt, and function. And all remanufactured products are backed
with a 100% guarantee —the Premium Promise® warranty.

Call 888.223.1164, Ext. 5533
With PCI quality, selection, 11 SYNNEX national distribution centers and more Proﬁt in your pocket – you deserve the
best. Pride, Craftsmanship, Superior Value – insist on Premium Compatibles Inc. Call or email your SYNNEX Sales Rep.
today for more information and access to over 2,000 Premium Compatibles consumables. If you don’t have a SYNNEX
account, simply email support@premiumcompatibles.com or call SYNNEX at 1.888.223.1164, Ext. 5533.

To place an order, contact:

For product information, contact:

SYNNEX® CORPORATION
Toll-free: 888.223.1164, Ext. 5533
www.synnex.com/oﬃcetech
E-Fax: 510.360.6774, General Fax: 972.783.4421

PREMIUM COMPATIBLES®/ PCI BRAND®
Toll-free: 866.574.8804
www.support@premiumcompatibles.com
www.premiumcompatibles.com

All the components and raw materials used in PREMIUM COMPATIBLES® / PCI BRAND® products are of the highest quality. PREMIUM COMPATIBLES® / PCI BRAND® guarantees all of our products to be free
of manufacturer defects for one year. All Trademark names are property of their respective owners.
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AHI Dealers Break $1 Million
Mark with PACE Contract in
First Year

RR Donnelley to Acquire North
American Operations of Esselte

In their first year of selling to public sector
agencies in Texas and elsewhere, members of the AHI Enterprises dealer group
have already posted over $1 million in
sales, reports AHI CEO Mark Nolan.

“Now, we are looking to extend our model beyond Texas through a program that
offers participating dealers protected
territories, superior margins and access
to the benefits of HUB certification. And
since everything that a PACE member
purchases through the contract qualifies
for rebates, they have opportunities with
even the smallest cities or ISDs out there.”

AHI was founded in 2010 to develop a
bid for the state of Texas office products
contract which it subsequently secured as
one of the two awardees.

For additional information on AHI, visit
www.ahitexas.com or contact Mark Nolan
at 210-653-7770; Email: mark@nolansonline.com.

The purchase price includes a combination of cash and up to 1 million shares of
RR Donnelley common stock, resulting in
a total transaction value of $96.5 million.

Its members include five HUB-certified
dealers in key locations throughout the
state. They include Advantage Supply,
Fort Worth; Express Office Products,
El Paso; Nolans Office Products, Inc.,
San Antonio; Reliant Business Products,
Houston, and Wilton’s Office Works in
Bryan, Texas.

S.P. Richards Expands
CampaignAdvantage Program

AHI was awarded a contract by the PACE
Purchasing Cooperative towards the end
of 2012. PACE is a buying consortium of
nearly 400 cities, counties, independent
school districts, non-profit agencies and
similar organizations.
Over the past year, Nolan reports, the
group has secured a steadily growing
book of business in a broad mix of product categories that includes office supplies, teaching supplies, IT, office furniture
and more.
While the majority of its sales have come
from Texas-based organizations, the contract is also currently being used by agencies in other states and, says Nolan, AHI
is looking to expand across the country.
“AHI’s success over the past three years
attests to the tremendous value that independent dealers can deliver to local public sector consumers through a powerful
combination of competitive pricing, superlative service and local market knowledge,” he points out.

Just one year after the launch of its CampaignAdvantage reseller email and social
media program, wholesaler S.P. Richards
has introduced CampaignAdvantagePlus,
an enhanced version of the program that
will allow resellers to augment their customer touches with targeted sales growth
campaigns in key categories and focus
areas.
Like CampaignAdvantage, CampaignAdvantagePlus offers automated emails, social media, promotional flyers and more to
provide a complete turnkey program that
has been delivering exceptional results for
participating resellers, S.P. Richards said.
“CampaignAdvantagePlus will complement CampaignAdvantage and help our
customers gain focused exposure, further engage their end-users, and grow
their sales through a set of targeted
campaigns,” commented program manager Coleson Chase. “Resellers have
embraced the program and are seeing
dramatic sales lift, not only during the actual campaigns but in subsequent weeks
as well.”
Resellers should contact their local S.P.
Richards sales representative for details
on how to participate.

RR Donnelley & Sons and Esselte earlier
this month jointly announced they have
signed a definitive agreement by which
RR Donnelley will acquire substantially
all of the North American operations of
Esselte.

“Esselte is an excellent fit with RR Donnelley’s office products business as their well
regarded brands complement our popular
TOPS, Adams, Cardinal and Globe-Weis
brands,” said Thomas J. Quinlan III, RR
Donnelley’s president and chief executive
officer.
“We expect to realize significant savings by
combining our best practices, complementary products, and manufacturing and distribution capabilities, and we look forward
to taking the expanded line of products
and respected brands to our combined
customer base of retailers, wholesalers,
contract stationers and dealers.”
The acquisition is expected to be both
deleveraging and accretive to RR Donnelley’s earnings per share within 12 months
following the closing of the transaction,
the company said. Completion of the
transaction is subject to the usual closing
conditions, including regulatory approval.

Industry Honors for MooreCo’s
Sharewall Whiteboard
Manufacturer MooreCo last month announced that its Sharewall full wall
magnetic whiteboard has been awarded both the 2013 IIDA Innovation Award
for Wall Surfaces and the 2013 Interiors
and Sources Magazine Readers’ Choice
Award for Best Conference Element.
“We are very pleased that Sharewall has
been so well received by the architects
CONTINUED ON PAGE 20
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and designers,” commented MooreCo
CEO Greg Moore. “It’s great to see the
A&D community gain confidence that our
full wall solution lives up to its reputation.
Sharewall has made sure that our customers no longer have to choose between
quality and flexibility in their frameless
whiteboards—they can have both.”

tional School Supply and Equipment Association (NSSEA) Ed Spaces exposition,
were designed to recognize outstanding
products for the educational environment.
Interiors & Sources Magazine is a trade
publication focused on serving interior
designers of commercial spaces. Readers
were asked to vote online to pick their favorite products from a variety of categories for the 2013 Readers’ Choice awards.

TFP Data Systems Announces
Manufacturer Reps for Its
ComplyRight Product Line

The International Interior Design Association (IIDA) is a professional networking
and educational association. Its 2013
Innovation Awards, presented at the Na-

Government-compliant forms provider
TFP Data Systems last month announced
it has signed three manufacturer representative groups for its line of safety and

compliance products.
Professional Sales Associates will be representing the line in the West, including
the states of California, Nevada, Oregon,
Washington, Alaska and Hawaii.
Comprehensive
Solutions,
formerly
known as Buddy Brown and Associates,
will serve the states of Louisiana, Arkansas, Oklahoma, Texas, Colorado, Utah,
Wyoming, Idaho, Montana, New Mexico
and Arizona.
John Motley Associates will be serving
the Northeast and Mid-Atlantic, including
Maine, New Hampshire, Vermont, Massachusetts, New York, New Jersey, Rhode
Island, Connecticut, Virginia, West Virginia, Pennsylvania, Delaware, Maryland and
Washington, DC.
The ComplyRight line consists of employer tax forms and electronic filing services,
human resources and employee manageCONTINUED ON PAGE 22

Need storage
solutioNs? No sweat.
At Tennsco, we understand your hurdles
and offer you affordable, storage
solutions you can count on with on-time
delivery and superior customer support.
With a wide variety of quality products to
choose from, we have a solution for you,
saving you time so you can get back to
business. Now, that’s Storage Made Easy.

1-800-251-8184
www.tennsco.com
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PosterPalooza

Sales. Now.
Oregon to Ohio. Montana to
Missouri. New laws go into
effect on January 1 in nearly
20 states. And that means
every business in those
states will need new Labor
Law Posters. Are you going
to get those sales or leave
them to someone else?

Call us today to see if your
state is on the list. And sign
up to keep updated because
new ones are being added
every day. And if the Federal
Minimum Wage is raised this
year you’ll be ready to sell.
We’ll also send you a catalog
of our ComplyRight line of
Compliance and Safety
products. New Sales. Now.

Free Compliance Alerts
Personalized to your business.
Flyers. Postcards. Emails.
We will help you tell and sell.

www.tfpdata.com
info@tfpdata.com
Toll free: 800-482-9367
Fax: 805-981-7161
Orders: 800-526-1040

Industry News - continued from page 20
ment products including labor law posters and health care compliance products
including insurance claim forms and required postings for health care facilities.
For information contact Brett Hall, director
of office product dealer development at
281-788-3276 or at bghall@tfpdata.com.

KFI Seating Line Now
Accessible on Industry Design
Software
Manufacturer KFI Seating announced last
month that its entire product line has been
incorporated into the 20/20 Worksheet
software program.

office design software,” commented KFI
vice president Chris Smith. “The worksheet will allow for quick and easy quoting, while the 2D and 3D imaging allows
design teams to utilize space planning
with KFI products.”
“Our sales team and customers have
been asking us to take this step and we
delivered,” he added. “Dealers and designers love our product line, but too often passed us over on bids and quotes
since we weren’t available through any
design software. This should dramatically
increase sales and give us exposure to a
whole new group of customers that need
cost-effective, high quality alternatives.”

In addition, KFI’s most popular seating series are now accessible in the CAP, Giza,
ICE and Project Matrix programs.

New Marketing Coordinator for
K.Coaching

“These enhancements now give our dealer base, designers and architects full
access to KFI’s line through a variety of

The K.Coaching executive coaching and
sales training firm last month announced
it has expanded its team by hiring Paul

Watson as marketing coordinator to
promote K.Coaching and their clients’
brands, products and services.
Watson received both his Bachelor of Science in advertising and public relations
and his master’s degree in mass media
and communication studies from Liberty
University in Lynchburg, Virginia. He is a
published novelist and volunteers in the
Raleigh, North Carolina community where
he lives.
“We are thrilled for Paul to join our team,”
said Krista Moore, K.Coaching founder
and INDEPENDENT DEALER columnist.
“His experience and knowledge in the
field will undoubtedly benefit not only our
company, but—more importantly—our
clients. We’re excited for the opportunities his hiring provides our firm as we continue to train and develop professionals to
be experts in their craft.”

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

Join our conversation on Facebook and LinkedIn for more information.
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Join the most
successful people
in the ad specialty
industry. Join ASI.
Powerful Tools
Source products faster with ESP®, the #1 product sourcing tool.
Create a fully customizable ESP Website™ and provide a world-class
shopping experience for end-buyers.
Powerful People
Grow your professional network when you attend industry trade
shows and events.
Powerful Knowledge
Sell more and work smarter. Participate in online or live
education sessions.
Powerful Savings
Save thousands of dollars annually on discounted business services
from UPS, OfficeMax and more.

Become a powerful force in the industry. Join ASI Today.

Call (800) 301-9158 and mention “Independent Dealer”
to get an exclusive offer today!

©2014, Advertising Specialty Institute®. All Rights Reserved. 402-829149-0114

The Future of
Strategic Sourcing
By Paul Miller, NOPA Director of Government Affairs

Federal Strategic Sourcing is not new to the office products industry.
It did however catch most off guard in 2010 when the government
put more weight behind the program. I’m not going to rehash here
what second generation Strategic Sourcing (OS2) has done to the
industry; instead I want to focus on the future and on what the upcoming OS3 and beyond means for independent dealers.
It may sound like unachievable pie in the sky,
but I really do believe that if done right, Strategic
Sourcing can result in a win-win proposition for
independent dealers.
The National Office Products Alliance (NOPA)
has been working very aggressively behind the
scenes to help craft an OS3 solution that helps
the government achieve its mission of savings
while at the same time increasing the dollars going to small businesses.
GSA should be commended for its efforts to
push 76% of the estimated $750 million spend in
OS2 to small businesses, but NOPA has continued to point out to GSA that although the small
business push is good, it could be a lot better.
NOPA continues to support awarding more contracts to small businesses. We support spending more of those dollars with more independent
dealers.
Opponents argue too many contracts will make
the contracting process too cumbersome and
burdensome and contend the government won’t
achieve the savings it’s looking for as a result.
We disagree and are pushing forward with our
request to GSA that OS3 should have a minimum of 50 contracts awarded.
We believe 50 is a manageable number that will
help the government achieve its savings goals.
We also believe it’s a number that will protect
JANUARY 2014
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Strategic Sourcing in the future by providing a
continued pool to do business with.
It represents a viable alternative to the practice
of selecting a few small businesses for contracts,
pushing them into the large business category
for a short time, only to see them lose out later
on because their size makes them “other than
small businesses” by the government’s definitions and no longer eligible to bid on OS4.
I mention all this because, as many of you know,
GSA recently released its pre-solicitation for
OS3 and subsequently held a webinar for the industry, where GSA went over the solicitation and
participants had a chance to ask questions.
Based on the recommendations it submitted to
GSA prior to the webinar and then again on the
day of the webinar, NOPA had another face-toface meeting recently with GSA to discuss its
concerns and recommendations. Here’s a short
report for you:
NOPA has presented GSA with several key recommendations. We are urging GSA to use the
Schedule program for OS3; continue to make
Strategic Sourcing non-mandatory and avoid
moving to eliminate Schedule 75 or any of the
Schedules. These are more complex issues outside the scope of the OS3 pre-solicitation and
eventual RFP.
CONTINUED ON PAGE 26
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ciTy oF hope Tour and
2014 kickoFF recepTion

City of Hope is a global leader in the fight against cancer, diabetes and HIV/AIDS. With more than 31 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.

Please plan to join us at the annual City of Hope
Tour and 2014 Connecting Hope kickoff event. Our
industry is at its best when we’re working together
on behalf of City of Hope.
Steve Schmidt
President, International
Office Depot

For more information
or to register for
the tour, please visit
cityofhope.org/nopi
or call City of Hope at
866-905-HOPE.

Wednesday and Thursday,
February 26 To 27
City of Hope Tour and
Dinner Reception
Hosted by the National Office
Products Industry
City of Hope Tour
City of Hope - Duarte, Calif.
Reception
Langham Huntington Hotel and Spa
Pasadena, Calif.

DEV-20262.SL

The National Office Products Industry is committed
to putting our compassion into action and I am proud
to be City of Hope’s 2014 Spirit of Life® honoree.

Paul Miller - continued from page 24
NOPA decided to take the opportunity in the meeting with GSA
to focus on three key recommendations:
1) Creating a new CLIN 5 (Contract Line Item Number) for
small business consortia. We believe that a new CLIN
5 specifically for consortia would do two things. First, it
would prohibit consortia models like Independent Stationers, AOPD, TriMega, and others from bidding against
those who decide to submit a bid on their own.
	NOPA believes a CLIN 5 would give continued or new life
to those independent dealers who may not receive contracts under OS3 and essentially give them multiple bites
at the apple. As a dealer, you would be able to choose to
bid OS3 on your own and should you not receive a contract, our hope is that you would have several consortia
models to choose from to keep your government business
alive.
	We admit it’s not a perfect solution, but based on where
the government is headed, we believe the consortia model offers real opportunities for independent dealers.
	Secondly, a CLIN 5 will bring into OS3 several hundred
independent dealers, many of whom were left out of OS2.
NOPA believes this is important and critical to the success
of OS3 and beyond.
2) NOPA continues to push for 50 contract awards in OS3.
We believe this is a manageable number that achieves
the competition and savings the government wants and
that also gives continued life to independent dealers and
Strategic Sourcing for a long time to come.
	At the end of the day we are not sure 50 will be the magic
number for GSA, but you can bet we will advocate to the
very end on this one.
3) The final point is a combination of the first two. GSA anticipates spending more than $2 billion in OS3 and 83% of
that is expected to go to small businesses.
	By implementing a CLIN 5 and awarding more contracts,
GSA is meeting its small business goals and spreading
that $2 billion-plus across a wider pool of small businesses. NOPA believes that is important for both the government and independents.
These may seem simple proposals to you, but putting them
into action has not been easy. As we all know, the government
doesn’t operate like a business and sometimes that disconnect
makes it hard to understand why they make certain decisions.
We’re hoping that our continued dialog and solution-driven approach will win out and GSA will see it as a winning proposition
for the government.
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Prior to the meeting with GSA we were told that there was no
legal justification for implementing our recommendations on the
CLIN 5.
NOPA has spent several months mapping out that legal justification and presented it in great detail during this meeting. I will say
I believe it was well received by GSA.
The real challenge is now for GSA to wrap its arms around this
approach and fit it into its current plans for OS3, which I believe
can be done rather easily. We still have a ways to go and more
issues to resolve with the pre-solicitation, but we are making
progress.
In addition to the above, NOPA is also going to be asking GSA
to push back its timeline on releasing the final RFP for OS3 until
February or March.
With so many unresolved questions about how the entire process will work, we think pushing the schedule back will give all
sides time to better prepare. This would not impact the full implementation of OS3, as the current OS2 does not run out until midMay 2014. The last thing either side can afford is a mismanaged
or ill-conceived rollout of OS3.
If done correctly, I believe Strategic Sourcing can work and
be successful over the long-term but as the above discussion
makes clear, it still needs quite a few adjustments.
With those adjustments, it can work for all involved and could
be a source of real benefit for both independent dealers and the
government. Our solutions can work and would ensure the profitability and viability of hundreds of dealers in the government
market versus the few selected vendors in OS2.
For this to happen, we will have to pull together as an industry.
OS2 divided our industry and if we want to survive OS3 and be
successful, we need to all work together and that means working
with NOPA.
NOPA is the only organization in our industry that is fighting for
every independent dealer and it has a track record of success
on issues like this. We can do it again but we need your voice
and your presence as an active participant in the association.
OS3 means too much for every independent dealer for anyone to
be sitting on the sidelines. Join with us today and help create a
genuine win-win for the government and the dealer community!

As director of government affairs, Paul Miller is NOPA’s government advocacy
representative on Capitol Hill. Miller represents NOPA and dealer interests
before the U.S. Government and key states; insisting on a level playing
field in contracting for independents and protecting office products dealers’
business against misguided government proposals. For more information, visit
www.nopanet.org/NOPA-Government-Advocacy.
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Office products
are your world.
They’re our
world, too.
For nearly 25 years, OPMA has
served the office products industry
by delivering results-proven, costefficient marketing solutions. From
catalogs and flyers to websites and
e-commerce tools, we’ve built a
solid reputation on providing our
clients with the materials they need,
when they need them.

e-marketing

To learn more about how our worlds
can come together, contact us at
616.785.6061, or visit opma.com.
Office Products Marketing & Advertising
4211 North Division
Comstock Park, Michigan 49321
616.785.6061

flyers
catalogs
websites

Outlook 2014:
Going From a
Good Year to
One That Looks
Even Better
by Jim Rapp

The best thing that’s happened to the
independent dealer community over the
past year can’t be measured in dollars and
cents or percentages but it’s very good news,
all the same.
Everyone I talked with for this annual
“How’s business?” review had a new level of
confidence and enthusiasm about the future.

They not only said that business improved in 2013, but perhaps more importantly, they talked about how they are investing in the future with new products and service offerings, new hires and upgrades to their facilities and infrastructure,
both on the ground and online.
Every dealer I talked with had a sales increase in 2013, and those increases ranged from the low single digits to 20% or
more. Margins for most held steady and some dealers were able to pick up another point or two with a few tweaks. Let’s
hear about it all from the dealers themselves.
CONTINUED ON PAGE 29
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Growth, growth everywhere

credit card, shipping location, etc. We are trying to do the same
thing for our customers.”

Today’s Business Products, Cleveland
“We had double-digit growth the past two years,” says Today’s
Rick Voigt. “We acquired another dealer, remodeled our furniture
showroom and picked up some nice furniture contracts. Last
month we hired a new marketing manager and another furniture
installer. We will be adding four more staff this year.”
“In addition to furniture, cleaning and breakroom is going gangbusters and the potential seems unlimited. The Office Depot/OfficeMax merger is a huge advantage for us because OfficeMax
used to have a large facility here and some customers were loyal to them. They’ve moved everything out of Cleveland and it’s
helped us get some of their customers.”
“2014 may very well be our biggest growth year ever,” Rick
contends.

Regency Office Solutions, Raleigh, North Carolina

Healthcare Concerns
El Paso Office Products, El Paso, Texas
“I’m very excited about 2014. Everything is working in our direction,” says El Paso’s Sandy Grodin. “After several years of
no growth, we were up about 5% in 2012, and another 5% last
year.”
“At the same time, we had a big increase in furniture orders last
year and are doing a bit better with jan/san. I’m bullish because
the economy is showing signs of improvement here. We’ve hired
an additional salesperson for the school market and are improving margins by reviewing all pricing every quarter.”
“Healthcare costs are a major concern. My costs have increased
34% over the past two years though I’m hopeful that these costs
will stabilize under the new Affordable Care Act.”

“We decided several years ago that we would have a hard time
growing unless we ventured into some service areas that most
of our competitors hadn’t already entered,” said Regency’s Eric
Beguelin, Much of our growth now comes from commercial print,
managed print services and promotional products.”

A similar concern was expressed by other dealers I talked with.
They’re concerned for several reasons. First, there is uncertainty
about their actual cost because the insurance companies are not
releasing prices until the last minute for competitive reasons.

“In 2012 our sales were $24 million and $30 million in 2013. Today, we have close to 100 customers using our MPS services.
All of this improves customer retention, while helping us sell everything else, including printers, copiers and other equipment.”

They are also unsure of their costs under the new laws, where
they’re required to cover preexisting conditions. When employees pay part of the premiums and their monthly charges increase,
the fact that their coverage is also increased is lost on most people until they have a claim.

Office Solutions, Yorba Linda, California
“We had a very good 2013,” says owner Bob Mairena. “I remember when we talked two years ago, things were looking rather bleak. We had high unemployment here, our margins were
shrinking and we were just beginning to diversify. Business was
better in 2012 and 2013 was our best year yet.”
“It’s a race to diversify faster than the rate of deterioration of
the office products category. We are expanding the jan/san and
coffee/beverage categories. Furniture appears to be pretty solid.
We made two acquisitions last year. This is working out well, and
we see lots of opportunities in the B-to-B segment, with the Depot/Max merger, lots of unhappy customers and Staples and the
Amazons focusing on consumer sales. I believe we can also take
some contract business away from the boxes.”
“I don’t think mobile applications are necessarily that important
to our business right now; however ease of ordering is extremely
important. As consumers, all of us are now used to one-click
shopping with sites that have all your information—location,

A bigger, long range concern for dealers is their ability to retain
employees or hire new people when almost every competitor—
particularly larger organizations—will be providing very attractive
health insurance.

COS Business Products, Chattanooga, Tennessee
“We were up 9% over 2012, but business is still not up to where
it was pre-recession,” reports COS’s Skip Ireland. “I’m not sure
that will occur until the high unemployment here drops but one
bright spot is our MPS business, which is growing.”
Skip believes his dealership’s future lies in doing the things that
the big boxes and online sellers can’t do or haven’t done—mostly things that have a service element. They recently launched a
maintenance products group and found that they can be price
competitive and still make good margins.
“We have never really gone after the school/non-profit business,”
he continues, “but we have just hired a person with a lot of school
sales experience.
CONTINUED ON PAGE 30

JANUARY 2014

INDEPENDENT DEALER

PAGE 29

Cover Story - continued from page 29
“Finally, we are now looking for a person to head our managed IT
services division. This is something completely new for us, but it
will help build our service segment and hopefully help us retain
our supply customers.”

“We hired a full-time marketing manager and are looking for acquisitions this year.”

Aggressive competitors
Not waiting for improved economy

Eakes Office Plus, Grand Island, Nebraska

Garvey’s Office Products, Niles, Illinois
“We finished 2013 with growth in the high single digits,” reports
president Bernie Garvey. “We are seeing some positive momentum the past few months and are projecting a 12-15% increase in
2014,” he adds. “There’s no great growth in the Chicago market,
so we’re taking business from our competitors. We’ve opened
a furniture showroom and hired a furniture specialist. We will be
putting a greater emphasis on the ad specialty business this year
and taking advantage of the OfficeMax offices closing here.”

“I’m happy to report that business has slowly but steadily improved over the past two years,” says Eakes’ Mark Miller. “Our
gross profit was up 8% last year. Traditional supplies are no longer a strong category, but janitorial has picked up and MPS is
growing. We bought a small MPS provider several months ago.
Our copier business is doing well.”
“Our retail store volume is down slightly, but some customers
have switched to online ordering, which we encourage. Last
October we opened a branch in Omaha, the largest city in our
market.”
“Agriculture has been very strong here for some time, and continues to look good for the coming year.”

Tejas Office Products, Houston
“Our growth has come mostly from janitorial, breakroom and furniture,” says sales and marketing manager Lynette Read. “We’ve
just set up a complete furniture division and hired a specialist to
manage it. We have a lot of new furniture projects underway. We
are doing well with our AOPD partners and expect this part of our
business to grow this year.
“The big boxes are always a worry. Right now they’re giving away
a lot of stuff, slashing some prices. We’re looking into offering
some kind of reward points system similar to what they do.”

Yuletide Office Solutions, Memphis
“We are a totally different company from what we were even a
few short years ago,” proclaims Yuletide’s Justin Miller. “We are
going beyond adding a few product categories. Our goal is to
offer just about every product and service that a customer uses
and then work with manufacturers and distributors of those items
and put it all on our new website.”
Yuletide’s sales reached nearly $10 million last year. 2012 sales
increased 17% and 2013 sales were up just over 10%.
“We are just getting started in the print brokerage business, helping customers manage their brands. Our technology allows us to
build a website for customers to place small quantity print orders
as needed.”

“Competitors are very aggressive in our market. They’re looking
for acquisitions. The very small dealers are struggling. If they’re
not part of a buying group and their volume has not reached a
reasonable level, I don’t see how they can stay in business.”

Office Pro, Janesville, Wisconsin
“When I talked with you two years ago,” recalls Office Pro’s Jamin Arm, “we were just getting into the ink and toner manufacturing and our own line of janitorial products. I’m happy to report
that both are doing well.”
“We now sell these items all over the country, with good margins.
A new area for us is the healthcare market. Urgent care facilities are getting to be an important part of our business, one that
seems to be neglected by competitors. We sell them everything
they use—not just office products. They appreciate buying from
a single source, ordering online and getting next day delivery.”
“We are just beginning to bid on furniture contracts and looking
at specialty furniture for healthcare facilities.”
“The boxes are always a problem, from hot shot prices to reward
points. We have to keep our name out there and convince buyers
that quality service is more important than getting a freebie or a
one-time low price on a single item.”

“Our janitorial business continues to grow and was up 25% over
2012. The furniture business is coming back strong and we were
able to increase our basic office supplies by 3-4%.
CONTINUED ON PAGE 32
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Twist Office Products, Wood Dale, Illinois and Roseville and New Prague, Minnesota
When Twist’s Wendy Pike talks about business, it pretty much
reflects what I’ve been hearing from the dozens of independents
that I talked with over the past several months. Here’s what Wendy had to say:
“We are very excited about the future. We are eager to embrace
the challenges and see 2014 as full of opportunities for Twist
Office Products. We need to look at every aspect of our business
with new eyes.”
“Over the past year we have spent a significant amount of time,
effort and investment focusing on consumer research, upgrading our online shopping experience, redesigning our website and
looking at new technologies to help us be more efficient and expand our markets.”

JANUARY 2014

Excited about the future
With all this good news, there is also growing concern about the
strictly online merchants, and it’s not just Amazon and its imitators. It’s so easy for any business or individual to buy anything
online, to check prices and get speedy delivery. Name recognition is increasingly important, which helps the big boxes. And
then there’s the decline of traditional office products.
As the economy improves, it will be more difficult to retain and
hire good people. Wages will need to increase.
On the bright side, the service part of the business will continue to grow, helping independents separate themselves from the
big boxes and strictly online sellers. The burgeoning healthcare
market— expected to be the fastest growing sector over the next
5-10 years—has barely been tapped.
Let’s give three cheers for the independents. It’s been a great
year. You’ll be giving a louder cheer next year. I’m counting on
you!
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Putting Your
Best Voice
Forward
By Marisa Pensa

In our fast moving, highly competitive office products industry,
reaching out by telephone is still a great way to find new business. If you are ever tempted to hang up after being unable to
get someone to answer his or her phone, don’t do it. Instead,
leave a thoughtful voice mail and track your success at getting
return calls.
To increase your odds of getting that return call, keep these
guidelines in mind:
1) The first objective of voice mail is to get the person to
hit the save button, not the delete! If you think about how
you listen to your own voice mail, you usually listen to all of
your messages and quickly decide which ones to save and
which ones to delete. The goal is to leave a message they
will save and a message with a little intrigue will go a long
way.
2) The less said the better. Give the person a reason to call
you back. If you are calling a referral, your message could
include, “I’m calling regarding (the person who gave you
his or her name).” If you’re doing good things for the prospect’s competitor, mention that you’re calling regarding
that competitor. Period. Elaborate when they call you back.
	The more you say about all the reasons you should talk or
meet, the higher the probability they will find a reason not
to talk or meet.
	Avoid mentioning you are with “an office supply company.”
Do state your company name but keep in mind that the
#1 reason voice mail messages do NOT get returned is
because they scream “SALES CALL.”
3) When stating your phone number, say it twice and
SLOW DOWN! The beep on voice mail is not a starter gun
to see how fast you can say your number. Always state
your number twice because most people will not typically
write down your number the first time you say it.
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4) Your voice is your image. When you leave a message on
voice mail, your tone of voice is really what will determine
whether or not you get a call back.
	If you are sleepy, or just having a hard time motivating
yourself to dial, adjust your mindset before dialing. Be
enthusiastic and likeable on the phone. People prefer to do
business with people who love what they do! Remember:
this is the first impression and you might be making it with
someone who could turn out to be your biggest client!
5) After two unreturned voice mail messages, use email
as an alternative way to get a response. Try sending a
short email to someone who does not return your call after
two attempts. Here’s an idea for a subject line (and it does
work!!): “Tried Unsuccessfully to Reach You”
	The body of the email can be something like: “I tried to
reach you by phone several times in recent days and
thought email might be a better way for us to connect. I will
be contacting you again on (Date) in the afternoon and look
forward to connecting then.”
	The key here is being very diligent about following up in the
timeframe promised.
In closing, be just as prepared for reaching a prospect live as you
are prepared to leave a voice mail that gets a returned call.
If you would like to try this first before calling a prospect, leave
us a message at 678-574-6072 (as if we were a prospect) and we
will be happy to give you feedback! Good selling to you!

Marisa Pensa is the owner of Methods in Motion, a sales training organization
that has helped hundreds of companies, both in the office supply industry and
across a range of industries, start inside sales teams from the ground up and
develop both new and seasoned sales professionals and sales managers. For
more information, visit www.methodsnmotion.com.
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Planning
By Bill Kuhn have
In many ways, this past year came as something of a wake-up
call for many dealers, bringing with it several significant trends
and/or events that have made business planning for the coming
year and beyond more critical than it’s ever been. For example:

such as janitorial and breakroom products, ad specialties, safety
products and more. The good news is that dealers in general
have moved aggressively to diversify their offering, resulting in
expansion in both products and services for many.

n Our continuing tough economy. While there are signs of some improvement—both for the economy and for our industry—they are
certainly not dramatic. I believe that mediocre progress may continue to occur for a majority of dealers, yet, as I suggest below, it
need not be this meager.

n A greater emphasis on online selling. Yes, Amazon continues to
make inroads, but more dealers are successfully developing online strategies and exploiting social media to offer the convenience and efficiency of e-commerce while retaining a way to
build and strengthen those still important customer relationships.
The impact of technology and social media will affect your staffing needs, which now has many dealers viewing the significance
of the millennials in a much more positive light.

n Customer cost cutting. Customers, large and small, continue to
cut costs and remain stubbornly reluctant to hire, even as many
continue to amass cash. While I don’t see this trend reversing
any time soon, it need not prevent dealers from experiencing
both revenue growth and bottom-line success.
n Turmoil among the big box players. The biggest industry event
in 2013 has to be the Office Depot/OfficeMax merger. Very few
dealers see this as a threat; most view it as an opportunity and
I certainly share that view. Both companies will be focusing for
months, if not years, on how to merge, instead of focusing on
the customer.
n A rapidly changing product mix. Sales of traditional products are
being replaced by growth in new and now not-so-new categories
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These trends and others like them are creating some significant
challenges but the good news, as editor Simon De Groot wrote in
last month’s editorial, is that “the independent dealer community
in general is taking on all those challenges and finding a lot more
opportunities than threats.”
The key, of course, for the future is developing an overall business strategy that will allow the dealer to maximize the potential
of the opportunities offered by these trends and minimize the
threats they also, potentially at least, might pose.
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2014 and beyond - continued from page 34
It’s worth stating as a starting point that no one approach will
work for all dealers. Each independent dealer is unique, with a
wide range of significant variables—size, geographical location,
market sectors, product and service mix, dependency (or not)
upon a few key accounts and selling approach (sales force, retail,
Internet).
But while every dealership will require its own specific strategies, there are three critical components that apply to all. From
my perspective, these areas are often not given the necessary
emphasis:

ways of building relationships on the Internet?
Are you increasing the awareness of your business in your local
market? Are you hiring relationship-oriented people?
n Culture and values. Building a strong culture and nurturing equally strong values must be a key consideration in your planning
process but all too often dealers ignore these key areas.
Culture is not what you say; it’s what you do. It’s your own behavior and that of your staff that demonstrates your culture and
values.

n The Millennials (and Gen Xers and Baby Boomers). There are 80 million Millennials who, this year, comprise 36% of the workforce.
By 2020—just six years away—that number will be up to 46%.

Can you describe your culture, and would your people describe
it the same way?

Reflect upon the increasing importance of technology and social
media in our business, and then think about the significance that
the Millennials will have, in both your workforce and your customers’ workforce.

Have you identified leaders—your successors—who can enhance the culture that is critical to your success?

Last year, the featured cover story in a May issue of Time magazine was titled, “The New Greatest Generation – Why Millennials
will Save Us All.” They are the tech-savvy, the ones inevitably
tied to social media. It’s the Millennials who can navigate these
waters for you.
Some dealers still complain about the generational issues, airing their problems of getting the Millennials, Gen Xers and Baby
Boomers to work together. How well do you understand these
generations, particularly the Millennials?
How well do you sell the benefits of working at your dealership
to each generation? Why should they come to work for you?
Why should they stay? Why should your customers—who are
increasingly made up of Millennials— buy from you?
Dealers must continuously ask themselves these questions and
find their own right answers.
n Relationship-based selling. Customer service and relationships
represent in a fundamental way the basis and justification—the
very reason for being—for many independent dealers.
A combination of factors—big box turmoil and widespread acceptance of social media in particular—make this a wonderfully
opportune time for independents to re-emphasize relationship
selling, not just to create next month’s revenue, but to build longterm customer relationships and retention. As John Wilcox, president of Coastal Office & Promotion, put it in an article in this
publication last year, “As an independent dealer, the only discriminator you have is your ability to form strong relationships.”

Does your culture energize your people?

How does your culture support keeping and hiring the best people?
How does it affect the way you interact with Millennials?
How does your culture further your relationships with customers?
A positive culture requires strong supporting values. Intrinsic values include integrity, drive for excellence, teamwork, quality and
service, leadership, attracting and building a committed workforce and developing a competitive advantage and long-term
sustainable performance.
Have your aspired values, and actions to be undertaken, been
outlined in your business plan?
Plan now for your future
This month is an appropriate time for reflection on last year, a
time to plan for 2014 and beyond.
Develop the necessary strategic action plans specific to your
business, but I would also encourage you to incorporate the
three areas I’ve mentioned.
I believe this can be a good year for dealers; more importantly, I
feel taking the appropriate steps in 2014 can lead to high levels
of success in 2015 and beyond.

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry
consultant who has been writing about the office products and office furniture
industries for over 35 years. Contact Bill by phone: 303-322-8233, or e-mail:
BillKuhn1@cs.com.

What does relationship-based selling mean within your organization—whether face-to-face or on the Internet?
Do you have specific strategies and action plans to create new
JANUARY 2014

INDEPENDENT DEALER

PAGE 35

Word of Mouth Marketing
140 Characters at a Time
#starttweeting
By Wendy Pike
Word of mouth advertising has always
been powerful, and Twitter is word of
mouth advertising on steroids!
Think of Twitter as a real-time social networking site, a place for sharing information as it happens and for connecting with
others in real time, often resulting in lasting friendships and contacts.
Twitter started in 2006 as what many considered a fad, but as of May 2013, Twitter
had over 554,750,000 registered users
(Stasticbrand.com), and is now one of the
ten top most visited Internet sites.
Hollywood is on Twitter, athletes are on
Twitter, even the Pope is on Twitter! And
since our competition is also most definitely on Twitter, hopefully your dealership
is on Twitter, too.
Twist Office Products has been on Twitter
since 2009. We started on Twitter before
our rebranding as @FellerBus (short for
Feller Business Solutions—you only get
140 characters).
In the beginning, people thought we were
a bus company! But we persevered and
grew a loyal following while gaining customers.
To this day, we remain engaged with many
of our first friends and are still reaping benefits and referrals from those relationships.
We have gained new customers from our
activity on Twitter— specifically, two national restaurant chains, a national hotel,
dental offices, contractors, marketing
companies, plumbers and more.
It has worked for us and I know it can work
for you. A lot of what we have found out
about Twitter since our first days has been
through trial and error, so we thought we
would save you the time by sharing what
we have learned so far:
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n Use Twitter to build your company
brand. Get your name out there. Twitter
gives you access to a huge potential of
new customers and an opportunity to
showcase your business as socially savvy
and relevant. Being followed on Twitter is
an incredibly strong signal of online affinity for your business.

#paperclips every day. If they are interesting posts, we like and sometimes retweet
and comment.
n Write good tweets. Twitter’s flexible
real-time platform allows you to get creative. Have fun, mix it up, and engage.

n Twitter can be lead generating. Twitter
gives you access to continuous real time
engagement with customers and prospects. Use it to get the word out about
your company, attract attention and promote specific campaigns.

A word of caution: Don’t just post sales
and marketing speak. People are looking
for humor, entertainment and education
on Twitter. Be conversational, use wit and
humor, share newsworthy or useful articles, ask questions, incorporate trending
topics, use pictures, videos, quotes and
links.

n Start by following others. Identify
Twitter accounts that are relevant to your
business. Find out what customers of
yours are on Twitter and follow them. Follow your local chambers and other business associations and their members.

n Create value. Remember, your tweets
should create value and be helpful to your
followers. In B2B marketing, retweeting
material that will be helpful to your network is good, but writing your own informational material is better.

Follow other independent dealers, competitors, manufacturers. Follow prospects
that you are working on.

If your followers, specifically customers
and prospects, benefit from something
you’ve posted, they will remember you
and your company.

Once you start following someone on
Twitter, you can work on starting a conversation and engaging them. Also, it is
very important to follow people and companies that start following you.
n Create lists. By creating lists, you can
easily segment people you are following.
This makes engagement much easier and
takes out some of the other “noise” so
you can focus on what’s most important
to you and on those particular tweets.
Twitter Lists can be public or private; most
of ours are private. We have lists titled
“Office Products Industry,” “Prospects,”
“Interesting People” and so on.
You can also follow topic lines—one of
our favorites is “paperclips.” You can’t
imagine how many people post using
INDEPENDENT DEALER

We also have informational blogs and we
tweet with links to our blog. Our postings
cover a broad range of topics—security in
the office, a healthy workplace etc. Some
of our content we get from our manufacturers and wholesalers. Use what is available to you.
n Create relationships. Because Twitter
is designed for quick exchanges of information and shares, you can start to keep
track of who’s retweeting your tweets and
engaging in conversation.
This is HUGE! Every time someone
retweets your content or mentions you, all
of their followers potentially will see your
CONTINUED ON PAGE 37
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#starttweeting - continued from page 36
company. This is where the word of mouth on steroids comes in!
If someone does retweet your post, make sure to acknowledge it.
n Use a Twitter client application to organize posts. We use the
Hootsuite platform and it’s free! On the Hootsuite dashboard, I can
easily see the analytics on who’s engaging with our tweets. I can
schedule posts for different days, times, etc.
n Read/search for relevant tweets. This is where the lists and
searching topics/keywords comes in. You can check a list for
recent posts by those on the list.
For example, we have the “Office Products Industry List.” I can
easily check that list and see what other dealers are talking about
as well as the manufacturers and wholesalers. We retweet some
of those posts. When manufacturers see you retweet their posts,
they notice!
Search for tweets or keywords relevant to office supplies.
Here are some of our favorites: #officesupplies, #paperclips,
#officedepot and #shoplet.
At Twist, we then engage some of these people in conversation—
our favorite is when they are complaining about a ‘big box’ and
we can offer our service. We have gotten accounts this way—it
really does work!
n Get your employees involved to get creative and drive results. I would suggest getting as many of your employees involved as possible, especially your sales people.
They can create a different “work” handle if they have a personal
one. Each employee can have a Twitter handle about something
to do with your company or office supplies and all of them should
have a link with the company website.
They can build the conversation and buzz by talking amongst
themselves. They can also create their own prospect and customer lists and engage with other people.
Just imagine if each of your sales and customer service team
had 100 followers—imagine how exponentially you would get
your brand out there.
Use Keywords and Hashtags. A Twitter hashtag is simply a
keyword phrase, spelled out without spaces, with a pound sign
(#) in front of it. For example, #officesupplies and #paperclips are
both hashtags.
People use hashtags to categorize tweets and help them show
more easily in Twitter Search. Twitter hashtags tie the conversations
of different users into one stream, which you can find by searching
the hashtag in Twitter Search or by using a third-party monitoring
tool such as HootSuite.

Simply ask people to tweet with a specific hashtag when they submit ideas, jokes or photos. That way, when the entry period is over,
you’ll be able to easily locate submissions in one place.
n Use images and video. Research shows that using images
in your Twitter posts will explode your engagement and increase
your followers very quickly. One survey, reported on the Buffer
blog, showed that tweets with images generate 89% more likes,
18% more clicks and 150% more retweets.
n Know the lingo. With only 140 characters to convey your
thoughts, knowing shortened Twitter lingo is an important part
of learning the ropes of the popular social media platform, and it
also helps to understand what people are talking about.
Luckily, I met someone early on who helped me learn what all the
acronyms were. Here are some of the most popular:
n Tweet= post
n Follow = like
n RT = Retweet—re posting someone else’s post
n TT= Trending Topic
n FF = Follow Friday—this is how you recommend people to
follow.
n DM = Direct Message
n Via = Same thing as RT
n TFTF = Thanks for the follow
Read more: www.businessinsider.com/a-guide-to-twitter-slanglingo-abbreviations-and-acronyms-2013-9
n Use Twitter as an extension of your website. Embed Twitter
on your site to add a powerful, rich, real-time component to your
web experience.
Embedded tweets, which can be easily added, are dynamic and
act just like regular tweets. You can also add Twitter buttons to
your site to help your visitors share content and connect with
you. This also has an added benefit of helping your website’s
SEO.
Twitter takes persistence. It takes a focused effort to post on a
regular basis and to engage in conversations. But I promise that
if you stick to it, you can grow your business in ways you never
thought you would. You might also make some new friends in the
industry and you will have fun doing it!
Want to learn more? Below are some great resources to check
out!
n

 ww.geekpreneur.com/wp-content/uploads/2008/06/Twitter
w
_book_geekpreneur.pdf

n

http://m.wikihow.com/Use-Twitter

Clicking on a hashtagged word in any message shows you all
other Tweets marked with that keyword.

n

https://discover.Twitter.com/learn-more?

n

http://mashable.com/2012/09/09/Twitter-hashtags-small-business/

You can use Hashtags to help communicate a message to those
not actively searching for them. A hashtag is only useful if people
know about it.

n

So to start generating conversations through your hashtag, start
adding it your existing resources and channels.
You can also use a hashtag for a manufacturer if you want them
to come up in a search, for instance #sharpie.
Another option is to use a hashtag when launching a contest.
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 ttp://blog.hubspot.com/blog/tabid/6307/bid/32497/How-toh
Use-Hashtags-on-Twitter-A-Simple-Guide-for-Marketers.aspx

Follow us @Twist_OP and shoot us a message with #idealermag
and we will follow you back! And #StartTweeting!

Wendy Pike is president of Twist Office Products in Wood Dale, Illinois and
Roseville and New Prague, Minnesota.
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Are You Late
on an Update?
By Tom Buxton

Was it my fault that neither my wife nor I had
ever watched (or heard of) HGTV? All we
wanted to do was sell our house in what
the local media trumpeted as “the hottest
market in years.” We thought we were
well-prepared through the addition of new
paint, a tile roof, the removal of many
of our personal effects and the purchase
of a very expensive new stainless steel
range/cooktop.

Wow, were we wrong!
Our house was on the market for six long months before a oneword epitaph that potential buyers cursed us with grew too repetitious to ignore. “Update” was the word that came to haunt our
lives.
According to our visitors, the home had “a beautiful exterior
presence” and “the views were breathtaking,” but it had too
many out of date fixtures and equally antiquated stylistic (not to
be confused with non-working) features.
We just didn’t know that all the brass hardware in our 1980s
house absolutely had to be replaced with oil-rubbed bronze and
brushed nickel accouterments in order for it to have a chance to
sell. I know … silly us!
Now you could argue that a good realtor would have told us
about all the changes we needed to make, but honestly we
wouldn’t have listened.
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We thought we knew enough to sell our house. One buyer was
really all we needed and surely he or she wouldn’t be that hard
to find.
We were wrong, and I wonder if you too might have fallen into the
same trap as we did with your business or selling methodology.
Too many independent proprietors, especially in office products,
just won’t listen, because they think they know their customers
and what they “really” want.
Consistently updating your Internet presence? “Too much work!”
Creating a marketing plan to entice those who use social media
on a regular basis? “Doesn’t fit my customer base.”
Making the commitment to enforce the use of a CRM program
for all sales reps? “I’m not disciplined enough.”
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Update - continued from page 38
Investing in training or planning that could
enable your company to actually succeed
at cold calling? “None of that stuff works
anyway.”
Deciding to manage through the creation
of a budget? “Are you kidding me, isn’t
using the bank balance enough?”
Hopefully, you get the idea.
The responses in quotes above are actual
comments I have heard from office products business owners and sales people
over the past year.
Maybe you are more enlightened than
them or my wife and I when we were trying to sell our house. But, could it still be
time for you to consider whether your own
business is due for a dose of that horrible
word, UPDATING?
There is one quick test that might help you
make your decision. Did your base business grow significantly in the past few
years or is flat the new up?
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You can make all the arguments you want
that your base isn’t what it used to be and
that people are buying less of the commodities you sell, but guess what…unless you have over 50% of the available
business in your location(s) the problem is
yours not the economy’s!
The best path we can all take for 2014 is to
celebrate our strengths, admit our weaknesses and update where necessary.
For my wife and me, updating meant replacing all the door hinges, handles, faucets, storm doors, lighting fixtures and
shower enclosures, along with the refrigerator and carpet.
We are now aware of the power of opinions generated on stations like Home and
Garden Television and realize that the
chances of selling our house at a reasonable price without such updates are very
small.
The one thing we will not change is any
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of our oak woodwork. This includes cabinets, trim and windowsills. To us, our
house was made to be oak (and we have
asked many other outsiders their opinion).
We would rather not sell it than change its
basic character.
I would recommend that you do the
same with your business. There are core
strengths and values that made your
company what it is, so don’t give them up.
But there are many more areas where all
of us need to update our approach and
proactively attack our weaknesses.
Hopefully, 2014 will be the year that we
make the decision to update and vastly
improve our chances for success. Happy
New Year!

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.
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