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Detroit Area Dealer The Office Supply Guys
Celebrates 50 Years of Success
Congratulations are in order for Joel DeShane and his team at The Office Supply Guys in Madison Heights, Michigan, who this year are celebrating 50 years
of service to the business community.
The dealers was founded as Madison Troy Office Supply in 1967 by Joel’s
father, Wallace DeShane.
Independently owned and operated, the dealership has delivered high-quality
service with after-sale support provided by professional sales and customer
service teams for the past 50 years.
Joel, the second-generation owner, joined the company full time in 1981 and
became president and CEO in 1987.
“The industry has changed so much in 50 years, anyone who was around
those first 10 years wouldn’t recognize these last 10 years,” he says.
In 1998 a new 10,000-square-foot building went up to house the growing
company and featured multiple furniture showrooms. Around the same time
the name of the company was changed from Madison Troy Office Supply to
Michigan Corporate to give the company a broader identity in an effort to get
beyond the local ID mentality, says Joel.
At the beginning of 2014 the dealership rebranded as The Office Supply Guys.
“The idea was to create a more approachable identity, something that got
away from the corporate structure,” explains Joel. “This was a more appealing and friendly name that would appeal more to younger buyers.” With the
new name, The Office Supply Guys also launched a new web store with more
appeal to younger buyers.
“Dealers have to understand that it’s Millennials who are buying now,” says
Joel. Dealers, he says, have to find a way to appeal to them, which includes a
refreshed online presence. They also need to talk more with their customers;
all of their customers not just the best ones or oldest ones, he contends.
Recently The Office Supply Guys has seen incremental growth, probably more
in furniture than supplies, says Joel “Like every dealer we have tried to expand
into JanSan,” he says. “Independent Stationers has been helpful there, but
JanSan growth is tough. It is as competitive as office products but if you don’t
try to hit the refresh button you become stale.”

EDITORIAL
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 today is in some very good hands: a professional association management company with
a long and successful track record in our industry
and a dedicated group of volunteer officers who
are putting 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 “Member Benefits”
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.

continued on page 4 >>
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Get a

jump!
on deliveries, invoicing and customer service

JumpTrackTM Proof-of-Delivery system helps
dealers plan, capture and track deliveries
• Access JumpTrack to download delivery information or upload
signature capture and details via iOS or device for AndroidTM
• All information is accessed from and stored in the cloud
• Signature and delivery detail capture is immediately available online
• Deliveries, returns and drivers are all easily tracked, increasing
accuracy and accountability
• Drivers can be tracked using GPS and, for an additional fee, a route
optimization feature can be included

NEW FEATURES!

Route Reversal features available and
On-Demand Departure Time Optimization

800-588-5128

info@ecisolutions.com

ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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North Carolina Dealer Corporate
Resources Named Best Office Supplier
Few honors generate as much satisfaction as being singled out
by your customers for recognition. Just ask Scott Bowen, owner
of Corporate Resources in Kinston, North Carolina.
“Every year the regional paper here does a poll of different business categories,” says Scott. “We’re fortunate that the community picked us as the best office products store in Lenore County,
North Carolina.” He adds that Corporate Resources was also
named the best printing company. Scott manages the printing
operation and his son Craig runs the office products business.
“They have actually given this award out for 15 years and we
have won it every year—even against Staples,” he reports. There
had been a Staples store five miles away but it closed.
“Customers appreciate how easy it is to do business with us,”
says Scott. If a customer has a return, Corporate Resources will
pick it up. “Just call us and we will come pick it up that day.” And
there is never a charge for delivery no matter how small the order
might be.
Scott (left) and Craig Bowen of ‘Best Office Supplier’ honoree Corporate Resources.

continued on page 6 >>
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See your Avery Sales Representative for
details on our Q1 promotion.

Minimize your clutter
to simplify your life.
Get organized this year with Avery!

Consumer promotion to
Drive incremental sales:
Receive a $25 Brookstone®
gift card with $75 purchase
avery.com/organize
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IA Dealer Tallgrass Implements Leadership
Succession Plan
Coralville, Iowa-based Tallgrass Business Resources is starting
the new year with implementation of a leadership succession
plan that it said is designed to draw on the strong capabilities
of its current executive team, provide continuity in management
and highlight the dealership’s commitment to a fourth generation
of success and industry leadership.
Effective January 1, Max Parsons, treasurer, accounting manager
and fourth generation of the company’s original founder George
Frohwein, assumed the role of CFO, succeeding his uncle, David
Parsons. David has served as CFO since 1990 and will become
corporate vice president.
Also effective January 1, Carly Kleppe, previously director of
brand experience, became COO of the company. Carly succeeded John Wasta, who had served as COO since 2011. John has
become controller and will continue as a board member. Carly
was also elected to the Tallgrass board in connection with the
promotion.
Said Tallgrass CEO and president Doug Parsons, “This is an exciting time for us. We are fortunate to have an excellent management

team, allowing us to begin a smooth and seamless transition while
David, John and I are still fully involved in the business.”
This month’s changes follow the recent naming of longtime employee Tom Vander Vaart as director of furniture sales. Tallgrass
has been slowly transitioning responsibilities and will continue to
do so over the next several years, the company said.

CA Dealer Give Something Back Garners
Nationwide Exposure
There are a bunch more people out there who know a whole lot
more about Give Something Back, after “B” magazine, a quarterly publication that reports on people who use business as a force
for good, featured the dealership in a recent issue.
The magazine has some 40,000 copies going to subscribers and
an additional 60,000 copies distributed at major U.S. airports,
Barnes & Noble, Whole Foods Markets, Hudson News and more,
publishers report, so the exposure was nationwide for the San
Francisco-based independent.

continued on page 8 >>

Big things really do come in 1.75 pound
tubs. Introducing our new M&M’s
Snax Packs, a mix of classic
milk chocolate M&M’s &
crunchy peanut M&M’s .
These individual Fun Size
packets in a resealable
tub are perfect for
sharing!
Item #OFX-00066

www.ofﬁcesnax.us
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meets all your

power and lighting needs

• Long-lasting power for all of
your devices
• Holds power for up to 10 years in
storage (AA/AAA/C/D)

• Improved (AA)! Up to 30% longer lasting
than previous Energizer MAX® AA
batteries in digital cameras
• Protects your devices from leakage of
fully-used batteries up to 2 years (AA/AAA)
• Holds power for up to 10 years in storage
(AA/AAA/C/D)

• Improved! World’s longest-lasting and
highest-energy AA battery
• Performs well in extreme temperatures,
from -40°F to 140°F
• Holds power up to 20 years in storage
• Leak-proof, based on standard usage

hands-free

Energizer® Vision HD+ Focus Headlight
• Digital focus allows user to switch between
spot and flood settings
• Powerful LED headlamp beam. Up to 4X
brighter than standard LED technology
• Durable light is water resistant with a
shatterproof lens

• World’s 1st batteries made with
4% recycled batteries
• Holds power up to 12 years
in storage

performance

Energizer® Vision HD Performance Metal Lights
• Smooth digital switching allows 3 modes: high,
power-saver, and emergency strobe
• Commercial-grade aluminum alloy
provides confidence for any task
• 250 to 900 lumens

preparedness
• World’s 1st rechargeable AA/AAA battery
made with recycled batteries
(4% recycled batteries)
• Up to 5-year battery life (AA/AAA; total
usable life under typical usage patterns)
• Holds charge up to 1 year in storage
(AA/AAA

Energizer® Weatheready®
Rechargeable LED Light
• Turns on when power goes out
• Recharges hundreds of times

©2016 Energizer Energizer, Energizer Bunny design and certain graphic designs are trademarks of Energizer Brands, LLC and related subsidiaries
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Co-founders Mike Hannigan and Sean Marx started Give Something Back 25 years ago to share profits with the local community.

MA Dealer BBE Office Interiors Moves to
New Offices and Showroom

The magazine reports that since 2005 donations have amounted
to 73% of GSB’s profits. The article describes how Mike came
up with the idea for the business and explains its orientation. “All
we have done is taken the private investor stockholder off the
table and substituted the community as a stakeholder,” he says.

Unless you’re planning on multiple branches, the best option for
most dealerships is usually to have operations under one roof.
That was what prompted BBE Office Interiors to go looking for a
new location
“What sparked the move was the need for the company to be
under one roof,” says Dan Proskin, vice president and co-owner.
Company offices were in downtown Pittsfield, Massachusetts,
but the warehouse was in a different facility across town.

Give Something Back founders Mike Hannigan (left) and Sean Marx (Photo credit:
Jeffrey Cross).
Source: iberkshires.com

In the story, Debbie Kiefer, facilities manager at the San Francisco branch of the Cotchett, Pitre & McCarthy law firm, explains
how she chose GSB as a vendor 17 years ago in part due to its
charitable approach to business. The good pricing and customer
service added to her satisfaction.
“GSB is the type of company we want to partner with because
they have a social consciousness that is in line with our values,”
she says. The article points out that the law firm, along with all
GSB customers, gets to vote on which organizations receive
charitable donations.
The article also describes how GSB has partnered with the Youth
Employment Partnership of Oakland. Each year, for 18 years,
YEP has sent interns to GSB. If those interns show aptitude
managers attempt to hire them.
GSB’s head of human resources and number two IT manager
both came through YEP. Neither is a high school graduate.
JANUARY 2017

The perfect facility with offices and an attached 15,000 squarefoot warehouse was located less than two miles away. Now,
keeping track of inventory and checking incoming orders is as
simple as walking down the hall to the warehouse instead of driving a few miles down the road.
“It is a more effective model and saves the company time and
money,” says Dan.
BBE closed on the new space last July and spent several months
transforming the location into suitable spaces for the office and
showroom. The lobby opens onto the main showroom floor
where furniture product is on display.
The main 4,000 square foot showroom features product from
OFS, Allseating, First Office, Artopek and HumanScale. Several mini-showrooms on the way to the warehouse showcase the
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Learn all about National Office Products Alliance (NOPA)!
NOPA members receive the following exclusive benefits:

ADVOCACY

EXPOSURE

NOPA provides up-to-date small business
information and assists in helping your voice to be
heard on a local and national level. We keep you
aware of issues that could impact your business
and represent 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.

The Independent Dealer Locator sponsored by NOPA
is the “Where to Buy” solution that drives customers to
your company when they are looking for office products.

Small Business Advocacy Updates: Director of
Small Business Advocacy, Paul Miller, provides
up-to-date information pertaining to late-breaking
news in the small business arena. Some of the
topics include: Affordable Care Act, Overtime,
Estate Taxes and Government Procurement.

 NOPA eNewsletter: As members of the
association, monthly eNewsletters are distributed
on late-breaking news in the office products and
office furniture industry and industry activities.

Advocacy Campaigns through VoterVoice
Program: VoterVoice is a simple, easy-to-use
email and print mail tool that allows NOPA
members to contact their congressional
representatives regarding the effects that new
rules and laws have on independent dealer
businesses. Select this link to view the open
campaigns and scorecards.
NOPA Small Business Advocacy Fly-In: This
annual event is held in the spring in Washington,
D.C. Network with fellow members while visiting
the Hill to meet with legislators to discuss how
laws impact our industry. Contact NOPA
Headquarters to reserve your spot early!

DATA
Data is one of the keys to moving your business to
the next level and NOPA assists you in finding the
research you need. How do you match up to your
competition? What benefits do other dealers
provide? What trends are facing the
industry? Those are just a few examples of
questions that may be included in member surveys
and benchmarking reports.
Survey & Benchmarking Reports: NOPA
members can participate and gain complimentary
access to NOPA survey and benchmarking
reports, including the 2016 NOPA Compensation
& Benefits Report and the NOPA Operations
Survey (time sensitive currently being conducted).

“IN THE KNOW”
Stay informed through member-only news, our online
calendar of events and the official Monthly Publication
of NOPA, Independent Dealer eZine.

 Latest News: As an active member of the
association, your company can view the latest
news in the industry on the NOPA site. Select this
link to read the articles.
 Calendar of Events: Visit the calendar of events
to see industry conferences and events.
 Independent Dealer eZine: Every month, we
bring you in-depth coverage of dealer success
stories and growth opportunities from emerging
product categories, hot new vertical markets and
ways to boost productivity and efficiency.
 Calendar of Events: Visit the calendar of events
to see industry conferences
PRESTIGEand events.
The organization was founded in 1904 and while the
association has adapted to suit the changing industry,
the mission to provide independent dealers with the
information, tools and knowledge they need to help
them to be successful in an evolving business
environment has remained the same.
For over 110 years, members continue to take pride in
being a member of the organization. As a NOPA
member, you get to continue this tradition and have
the ability to display the "Proud Member of NOPA"
logo with pride.
 Proud Member of NOPA Logo: Set your company
apart from your competition and add the logo to
your website, social media and email signature line
by selecting this link.
 NOPA Logo: Download the "NOPA" logo by
selecting this link and proudly display it on your
website, social media and/or email signature line to
show your commitment and involvement with
NOPA.

SCHOLARSHIPS
Employees and immediate family members
of all NOPA member companies are eligible
to apply for annual scholarships. Started
more than 50 years ago, the Scholarship
Fund has awarded more than $2.5 million
in scholarships to deserving families of
office products and office furniture dealers.
 View the 2016-17 award winners: who
shared almost $24,000 in scholarships
this year.
 Apply Now: NOPA is now accepting
scholarship applications for the 20172018 academic year. Click here for the
scholarship application.
 Eligibility: Any high school senior,
current college student, graduate student
and child of an active NOPA member
company may apply for a college
scholarship for the 2017-2018 academic
school year.
 Share: We encourage you to share the
scholarship application with your
employees, as they are eligible to apply.

STANDARDS
NOPA continues to work with members of
the office products industry to develop sets
of standards that will benefit both the dealer
and the manufacturing communities –
Smart Parts – Normalizing Numbers
 Developed Office Products Industry Data
Standards (OPIDS) with wholesalers,
manufacturers and dealers to ensure
each product has one part number and
one unit of measure.
 Manufacturer Alpha Codes (3-digits MAC)
 Stock Keeping Unit item identification
numbers (SKU)
 Units of measure at the wholesaler level
of sales to dealers (UOM)
 Most frequently used color copies (2 or 3
digits)

GSA Data Integrity Task Force: Evaluates

all GSA programs pertaining to the office
product sector and provides assistance that
increases GSA sales and user satisfaction.

Questions regarding your benefits or interested in joining? Contact NOPA Headquarters at info@nopanet.org or call 410-931-8100.
National Office Products Alliance (NOPA) | 3601 East Joppa Road | Baltimore, Maryland 21234 | 410-931-8100 | www.nopanet.org
NOPA is a 501(c)(6) non-profit, tax exempt organization. A portion of your dues may be deductible as a business expense.
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company’s inventory of used, scratched and dented furniture.
“The downside is we’ve been downtown for more than 60 years,
and we are now off the beaten path in an industrial area of town,”
adds Dan. “We miss our downtown location from that perspective but we have parking for our customers here, which has gotten us some nice feedback. And people seem to be finding us.”

division manager for Officewise in Lubbock, Texas. That was the
motivation to host a visit by the ASID student organization from
Texas Tech. “Texas Tech has an interior design degree program,
and we work with them every year to help further educate their
students,” says Andrea.

The grand opening was held in mid-November and more than
150 guests visited the new location and were given tours of the
facility.
Many vendors were also on site for the event, to showcase their
new products and provide raffle prizes for attendees. “The event
promoted awareness of our move and demonstrated that we
streamlined the customer experience and made it easier to do
business with us,” says Dan.

Texas Dealer Officewise Hosts Local
Design Students Organization
“As a Texas company we do outreach to colleges and universities that offer design programs,” says Andrea Wade, furniture

continued on page 12 >>

Join the Business
Solutions Association
for the 2017 Annual
Forum!
The Forum will take place at the
Austin Hilton.
www.businesssolutionsassociation.com

Save the Date:
2017 BSA Forum in Austin, TX
September 6 - 7, 2017
JANUARY 2017
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AUTOMATE YOUR TONER FULFILLMENT
No More Running out of Toner
With Axess Auto Toner Fulfillment, we make cartridge
replacement automatic for your customers

!

!

!

!

FROM REACTIVE TO PREDICTIVE
• Automatic ordering, shipping, and
delivery of printer supplies
• The right consumable — every time
• Simplified supply ordering process
• Reduce supply inventory
AWARDED 2016 BEST MPS INNOVATION BY MPSA

Contact your CIG sales representative today
800.624.6991 | cloverimaging.com/axess-mps
544716A. Clover Imaging Group, Axess, and their logos are trademarks owned by Clover
Technologies Group, LLC, and may be registered in the United States and other countries.
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Lupe Zermeno, salesperson at Officewise, calls on Texas Tech
and the ASID student president is an intern in one of the departments she works with. “She reached out to me to see if we could
host a tour,” says Lupe.
“We understand that the students can’t necessarily come in
during working hours because of their schedules so they came
in at 5:00 pm,” reports Lupe.
Students were shown different furniture lines and different categories of commercial furniture such as office systems, benching
products, seating and casegoods. “We introduced them to the
products and discussed available job opportunities after graduation,” says Lupe.
Both Lupe and Andrea answered questions during the tour and
students were given brochures and samples to use in their projects. “We extended an open invitation for them to come back
and use our library and resources to help further themselves in
their projects,” says Andrea.

In 2016 checks close to $1,000 were presented to Operation
Blue Santa, a local police organization whose mission is to help
families in need during the holiday season; Meals on Wheels and
Feed My Sheep, a local soup kitchen.

Perry Office Plus Employees Find the
Christmas Spirit Through Charitable
Donations
Employees at Perry Office Plus, Temple, Texas, helped celebrate
the holidays last month by collecting food items for the needy.
“Every year at our office Christmas party we have drawings for
prizes donated by vendors and our company,” explains Bonnie
Johnson, marketing manager at Perry Office Plus. Employees
are encouraged to bring in food items to donate to the local food
pantry. “In return they get tickets to enter into a prize drawing,”
she says.
The Perry Christmas party is in early December. Two weeks prior to that employees start to bring in grocery items and collect
their tickets for the prize drawing. “Employees are encouraged
to bring in as many cans as they want,” says Bonnie. The more
items they contribute, the greater their chance of winning.
Prizes this year ranged from a large-screen TV and iPad mini to
an assortment of gift cards and Yeti coolers. “There were enough
gifts at the party for everyone to get a prize,” says Bonnie.
The effort yielded more than 700 grocery items. That bounty was
delivered to a local nonprofit about two weeks before Christmas.
Another end-of-year charitable activity at Perry’s is the dealership’s Giving Fund program. Employees make contributions
throughout the year, largely through payroll deductions, and then
in December checks are presented to the top three charities chosen by employees.
JANUARY 2017

Twist OP Makes Christmas Special in
Illinois and Minnesota
Helping children in need was the theme for Twist Office Products’
Yuletide activities. Twist has locations in Minneapolis and suburban Chicago and conducted separate drives in each market.
In Minneapolis the drive supported the teen shelter established
by St. Joseph’s Home for Children called the Hope Street Shelter. Twist asked customers to give toiletries and items for children
and teens to their delivery driver for distribution to the shelter.
“One of our salespeople, James Loney, has a band called Lolo’s
Ghost and he headed up the drive for us in Minneapolis,” says
Wendy Pike, president of Twist. The band held several concerts
and had fans bring in toiletries, socks, sweatshirts and other apparel. “They filled up a van load to take over to the shelter,” says
Wendy.
The Illinois location collected toys for children of all ages for Aunt
Martha’s Toy Drive. Established in 1972 Aunt Martha’s is a community resource for children, youth and families throughout Illinois.

INDEPENDENT DEALER
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Fishing
for a new
partner?
FSSI Contract for Breakroom, Jan/San,
Paper, Supplies, Ink, and GSA Furniture

Office Partners is here for you. We’re a veteran-owned,
family-operated, non-co-op buying group with great
member benefits. Nothing fishy about us…except our
annual City of Hope Fishing Tournament.

Here’s why you should join us:
• no join-up fee, first 3 months due free, and no exit fee
• skilled support team
• robust member website for managing programs and
account activity
• lower prepaids and aggressive direct buys
• S.P. Richards, BSN Direct, and Essendant programs
• PACE contract for cities, counties, and nonprofits
• wholesale and direct rebates
• annual meeting with networking and vendor one-on-ones
• print and electronic versions of leading contract catalog
with embedded product videos
• free manufacturer flyer program, featuring 3M, Avery,
ACCO dated goods, and Zebra Pen

To learn more, call (205) 655-8888
or visit www.officepartners.com

©2016 Office Partners Inc.
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Care Now! helps area food banks through donations raised by
recycling ink and toner cartridges. Monkey Town picks up empty
cartridges using its delivery trucks. Pooled donations from business across the rural communities served by Monkey Town results in sizeable contributions to area food banks.
“We track what county the donation was received in and transport the donation to the appropriate distribution center serving
that community,” says Kurt. The three regional distribution centers are Mid-Iowa Community Action, HACAP and Northeast
Iowa Food Bank.
During the holidays, when so many people make donations of
food, the local food banks typically have all the edibles they
need, explains Kurt. The holiday season does increase the flow
of people into the food banks, especially veterans, seniors and
children, says Kurt, and what they frequently need are personal
care items and paper products. That’s when Monkey Town offers
its 1,000 roll challenge.

“We always do a large collection of toys and other presents,”
says Wendy. “One of our employees knits scarves and mittens
all year long for the kids, and our customers go all out to help us
support Aunt Martha’s as well.” Customers were also asked to
give unwrapped gifts for children to their driver for the campaign.
With help from customers and employees Twist collected between nearly 500 toys. The donation of toys and presents filled
two SUVs, Wendy reports.

IA Dealer Monkey Town Donates Food and
Toilet Tissue to Assist Area Food Banks
Independent dealers frequently make use of a buy local mantra
to show customers and prospective buyers they are part of their
community. Kurt Karr, president of Monkey Town, Vinton, Iowa,
suggests that you have to do more than just say you are local.
“You have to roll up your sleeves and prove you are local,” says
Kurt.

Monkey Town matches donations of toilet tissue, roll for roll, up
to 500 rolls. “Our goal is to deliver 1,000 rolls of bath tissue to
area food banks by the end of December,” says Kurt.

Proving that Monkey Town is connected is one component of the
company’s Care Now! program.
JANUARY 2017
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Advanced design. Superior craftsmanship.
The iOO was designed with passion and imagination,
to delight your eye and your backside. It was built with
committment and craftsmanship, to perform and last.
And its available only from Eurotech.

VISIT WWW.EUROTECHSEATING.COM
TO LEARN MORE.

ADVERTORIAL

Digitization and the Decline
in Office Product Sales
Office product sales are declining. That
doesn’t mean they are all being sold on
Amazon. It doesn’t mean that they are all
being made in China and it doesn’t mean
jobs are moving to Mexico. Fewer office
products are being sold simply because
fewer office products are being used.
Digital documents are replacing paper
documents. Less paper means fewer
printers and less toner along with fewer
file folders, binders and file cabinets.
Oh, and say goodbye to highlighters,
pens, paper clips and staplers that were
used to mark, manage and bind those
documents.
Email has replaced the fax and fax paper
and the envelopes that traditional mail
used. And online bill pay further reduces
envelope usage, along with paper
invoices, statements and paper checks
that used to go in those envelopes.
Digitization of the workplace is a
challenge to the dealer and the
manufacturer alike.
Many dealers have tried to answer the
challenge by adding new categories like
jan-san and advertising specialties.
But the manufacturers of traditional core
products—paper, file folders, binders and
such—find it more difficult to respond.
They might add new colors or features
but they cannot turn back time.

have been in decline due to digitization
or, more precisely, e-filing online.
We saw this coming several years ago
and developed the industry leading
e-filing platform in response.
Last year the platform was trusted by
over 50,000 users who filed over 3
million forms.
We developed the e-file service so our
tax form resellers would have a way to
transition from forms to e-file.

With 50,000 users and 3 million filings we
are clearly moving into the Early Majority
category and this year looks like it will be
the tipping point. Now is the time for you
to get on board if you aren’t already!

It serves as both a retention tool so their
customers would not resort to another
firm to make the move to e-file and it’s
also a revenue enhancement tool as e-file
service is far more profitable than selling
the paper forms.

Go from endless
problems to effortless
profits

Sales dollars are higher and the soft
costs of stocking, servicing, selling and
shipping forms virtually disappear.

We offer a free private label e-file site for
dealers and provide all the support for
the site with Live Chat and e-mail. We’ll
also work with the dealer to promote the
e-file site to their customer base.

The Adoption Curve
and the Tipping Point

Imagine, no customer service,
no inventory, no billing, no order
processing… just sales and profits that
run four times higher than paper forms.
And your customers will love it!

We’ve been “evangelizing” this new
digital tax form solution for several years.
As there is with any new innovation there
has been an “adoption curve” as shown
on the chart below.

You also have the option of a complete
tax form outsource program with a
custom branded site that offers traditional
tax forms, envelopes and software along
with a link to the e-file site.
Get on the bandwagon now
by replying to the ad on the
next page. We’ll send you an
information kit and prioritize
your program as an Early
Majority Partner.

A manufacturer
who made the
move
At ComplyRight (formerly TFP
Data Systems/Apex Business
Systems) we’ve been moving
a lot of paper—paper tax
forms—for the last forty years.
Like many of the core office
products cited above, sales of
the W-2 and 1099 tax forms
JANUARY 2017

Innovators and Early Adopters have run
the gamut from business forms print
brokers to accountants, big boxes to
independent office product dealers.
Their numbers have grown steadily for
the first couple of years and began to
take off last year.

Like your customers, it’s time to
digitize what you do. You’ll do
more business with less work
and lower costs and for once,
the digital difference will work
for you instead of against you!
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TAX FORM SALES DECLINING?

DIGITIZE AND THRIVE.

Your own
branded
eFile site

No order entry,
no inventory,
no shipping or
invoicing. And
no customer
service.
Higher profits,
lower costs
and happier
customers. We
print and mail,
file with the
IRS, SSA and
store data.

Outsource your
tax program
Branded site where
you choose the
content... from
forms to eFile.
Your customers go
to site and order
with credit card or
PO. We provide
customer service
and fulfillment. You
look up orders and
track shipments on
Dealer Dashboard.

Request more information and reserve your spot today.
BGHall@ComplyRight.com

Secrets of Success:
n Key management team: Laura
and Greg Coaly, Ross Amato
n Products/Services: Office
Products, Furniture,
Breakroom/Janitorial, Printing,
Full Service Copy Center,
Shipping, Craft Supplies
n Founded: 1988
n Employees: 6
n Sales: $2 million
n Key business partners:
S. P. Richards, Independent
Stationers
nw
 ww.wittsonline.com

Witt’s Everything for the Office, Tehachapi, California
Taking over a business from the former
owners can be challenging. Less so,
though, when the new operations manager
has 28 years’ experience in place. Just ask
Laura Coaly, who took over operations for
Witt’s Everything for the Office, Tehachapi,
California, and has been responsible for
the business since the end of 2015.
Laura had been general manager of the
business, and when Paul and Mika Amato decided to retire, she was the natural
choice to take over.
While Laura waited for her husband, Greg,
to recover from a leg injury, she let the
business continue pretty much as it was.
Once he was able to come onboard full
time and begin to learn the furniture side
of the business from Ross Amato, Paul
and Mika’s son, Laura began to make the
business her own.

still offers custom furniture solutions and
space planning to fill the needs of larger
companies.
Being a retail store in a small town always
is a challenge and Witt’s also needed
changes on the retail side.
When a long time employee retired, it
seemed like the perfect time to overhaul
the front end of the store. Two bubbly employees who welcome customers to Witt’s
with an energetic greeting were hired to
start the transformation.
That front-end overhaul is critical as there
is a Super Walmart coming to town which
will provide the first real retail competition
for the dealership. Laura also views Amazon as a growing threat.

The initial changes include switching firstcall wholesalers—from Essendant to S. P.
Richards—and re-positioning the furniture
showroom at Witt’s. She sold off the inventory and became a Lorell Diamond Dealer.

“The other day a customer told me not to
order an item from S.P. for next-day delivery because he could get it from Amazon in two days,” she says. “This is a
complete 360 from when I first started at
Witt’s. Back then, ribbons were the biggest selling item, and next-day delivery
was considered a luxury.

“We’ve actually had no complaints with
the Lorell product,” she says. “We can get
it next day; customers like that they don’t
have to wait two to four weeks.” Witts

To help bolster the retail business Laura has added craft supplies. “We have a
growing craft section because there isn’t
a craft store up here, and kids need stuff
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for science projects.”
She featured crafts on Small Business
Saturday and brought in a friend to provide demonstrations on a new die-cutting
machine. “It’s a really good fit,” she says.
“We have a lot of teachers who have a
need for this capability.” To complete the
day, she served coffee and cookies for
customers. “We did twice the business
we had done on the last Small Business
Saturday,” says Coaly.
To build customer awareness, Laura and
Ross, who still works about half-time at
Witt’s, studied Facebook ad campaigns
and quickly learned how to do postings.
The first post went up before Black Friday. “Every Friday in December we ran a
different post letting customers know that
if they mentioned it they could get money
off their in-store purchase,” says Laura.
Next up, Laura plans to invest in increasing commercial sales. To start she wants
to build her email list which only covers
about half of Witt’s customers. After the
first of the year, she plans to hire a telemarketer who can solicit new business
and build the list of email addresses and
customers.
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TOGETHER, WE RAISE HOPE

For more than 100 years, City of Hope has strived to find the cures to cancer,
diabetes and other life-threatening diseases. Through your generous support,
our work impacts more than 100 million lives throughout the world with
life-threatening illnesses.
ourHope is City of Hope’s peer-to-peer fundraising program and a way for
you to raise funds for the cause closest to your heart. With ourHope it’s easy
to host a fundraising event — organize your own walk, bike, hike or any other
type of activity.

“Wist Office Products and a number of our valued business partners have
participated in “24 Hours in the Old Pueblo” mountain bike race held in February
OURHOPE MAKES IT EASY TO RAISE MONEY FOR CITY OF HOPE
each year, a 16-mile course through the open desert north of Tucson, Arizona.
As participating teams try to ride as many laps as possible within the span of
24 consecutive hours, we’ll be riding to raise awareness for the amazing efforts
underway at City of Hope. ourHope has been an integral tool in engaging our
friends, family members and colleagues to help support our fundraising efforts!”
— Ian Wist
President, Wist Office Products
Phoenix, Arizona
ourHope makes it easy to give back to the cause you care about! Contact ourhope@coh.org to learn more.

JOIN US! — MONDAY AND TUESDAY,
FEBRUARY 27 TO 28, 2017
2017 CITY OF HOPE TOUR
AND HALL OF FAME DINNER
City of Hope — Duarte, California, and
Langham Hotel & Resort — Pasadena, California

Steve Schultz
2017 Spirit of Life ® Honoree
North American and
International Business
President and Chief
Operating Officer,
GOJO Industries

10000-NEW-4816

For more information or to register, visit CityofHope.org/nbpi or contact Matt Dodd at (866) 905-HOPE.

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

New Report Blasts Amazon for Undermining
Competition, Threatening Small Businesses and
Reducing Economic Opportunity and Consumer Choice
A new report on Amazon shows the
e-commerce behemoth is dramatically
undermining competition and reshaping
the U.S. economy in ways that curtail opportunities for small businesses.
In addition, the repot charges Amazon is
reducing jobs and wages across the country, limiting product diversity and consumer choice and harming the economic and
fiscal underpinnings of communities.
The report, published by the Institute for
Local Self-Reliance (ILSR), estimates that
Amazon is now capturing nearly $1 in every $2 that Americans spend online.
Amazon sells more books, toys, and by
next year, apparel and consumer electronics than any retailer online or off, according to the report.
Its market power now rivals that of
Walmart, and it stands only to grow, say
ILSR researchers, noting that since the
summer of 2015, Amazon has more than
doubled the number of distribution facilities it operates in the U.S, and is investing
heavily in many sectors, including the nation’s $800 billion grocery market.
“Our analysis suggests that Amazon represents nothing less than a new wave of
economic dislocation and loss of local
ownership following the earlier collapse of
manufacturing and small businesses that
devastated so many regions of the country,” said Stacy Mitchell, ILSR co-director
and co-author of the report with ILSR research associate Olivia LaVecchia.
JANUARY 2017

Amazon is more than just another a big
retailer though, according to the report.
Researchers point out it increasingly
controls the infrastructure that rival companies depend on to reach the market,
making Amazon a novel and particularly
potent threat to competition.
By corralling a growing share of online
shopping traffic—55% of shoppers now
start their searches directly on Amazon—
Amazon has left competing retailers and
manufacturers with little choice but to become third-party sellers on its platform,
Mitchell and LaVecchia contend. This
gives Amazon the power to dictate the
terms by which its competitors and suppliers operate and to levy a kind of tax on
their sales, they say.
The report finds that Amazon is fueling a
decline in the number of independent retailers, which manufacturers say is impeding product development and innovation
by making it harder for new products to
find an audience.
For consumers, this means less choice,
as well as increasing dependence on a
company that has begun to selectively
raise prices, the report finds.
Even as it squeezes out small businesses,
Amazon is reducing the number of jobs
in the economy and driving down wages,
according to the report.
Work in Amazon warehouses is exceptionally grueling, the report finds, and yet
the company pays its fulfillment workers
INDEPENDENT DEALER

less than average.
ILSR analyzed the company’s wages in 11
metro areas and found that Amazon pays
an average of 15% less than the prevailing wage for other warehouse workers in
the same region.
Amazon is also reducing the overall number
of jobs in the economy, according to the
report. It finds that Amazon has eliminated
about 149,000 more jobs in retail than it has
created in its warehouses and warns that
the pace of layoffs is accelerating.
Amazon’s impact on competing retail
businesses, manufacturers and workers
has significant consequences for cities,
including rising commercial vacancies
and declining local and state tax revenue,
the report finds.
Despite this, ILSR researchers say cities
and states have helped finance Amazon’s
expansion. The report finds that Amazon
has pocketed at least $613 million in public
subsidies for its fulfillment facilities since
2005 and more than half of the 77 large
facilities it built between 2005 and 2014
have been subsidized by taxpayers. The
report also finds that Amazon continues
to benefit from a sales tax exemption in 16
states, and that its overseas tax-sheltering scheme has reduced its effective tax
rate to about one-third the average paid
by competing retailers.
Visit www.ilsr.org/amazon-stranglehold
for more information.

continued on page 22 >>
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Co-located with ISSA/INTERCLEAN

Presented by:

September 10 - 12, 2017 | Bellagio Resort | Las Vegas
POWERFUL
dealer-led sessions
and seminars

VALUABLE
peer-to-peer
networking forums!

EPIC
gathering of industry
movers & shakers

Two Events in One!

Come for EPIC 2017
Stay for ISSA/Interclean 2017
thru Nov 14th Las Vegas Convention Center

Find out why
you need to be at
EPIC 2017 with ISSA!
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Kleer-Fax to Close Down; Still Shipping
Orders Through End of February
Filing products manufacturer Kleer-Fax announced last month it
is closing down due to economic difficulties.
The company was founded in 1972 and employs 70 employees
at its Amityville, New York-manufacturing plant.
Owner and president Lou Nigro said the company’s downfall became increasingly evident as technology continues to usurp the
office environment.
“We’ve lost money over the last couple years,” Nigro told a local
newspaper. “What we manufacture has become obsolete to a
degree… It became a perfect storm of being in the wrong place
at the wrong time.”
He also cited increasing business-related costs and cost of
health insurance as factors, according to the newspaper.
Kleer-Fax will not file for bankruptcy, Nigro indicated. Instead, he
said the company will continue to manufacture and ship product
through the end of February and “wind down in a correct way,”
including paying off any outstanding bills and debts.

An optional mount for monitors measuring 32” to 52” attaches to
one end of the table, creating a comfortable setting for teleconferencing, multimedia presentations, and other viewing opportunities. The table provides room for six standard chairs or three
ADA-compliant seating positions.
For more information, visit www.ampli.com.

Nigro also told the newspaper he is “almost definite” two factions of the company will be purchased by out-of-state buyers.
When the newspaper asked about his own future plans, Nigro
responded, “Just get through the next couple of months, then sit
on a beach,” while he considers his next move.

Clover Launches Enhancements to
Cloverimaging.com Website
Clover Imaging Group has implemented new updates to its
cloverimaging.com website that are designed to enhance and
streamline the user experience for customers.

AmpliVox Introduces New Collaboration
Table with Technology Support
Portable sound systems, lecterns and multimedia workstations
manufacturer AmpliVox Sound Systems has introduced a new
table for conference rooms and other meeting spaces.
The new Collaboration Huddle Table CT4880 comes with built-in
power receptacles as well as an optional table-mount stand for
digital monitors. In addition, the table is ADA-compliant, accommodating users in wheelchairs and allowing ample knee clearance.
The Collaboration Huddle Table’s surface is constructed of
scratchproof, impact-resistant high pressure laminate in a maple
finish with durable black vinyl edges. The workspace includes
two USB and AC power receptacles, each with two AC power
outlets, two USB power ports, and one USB network plug.

New to the site is a freshly launched video center containing
product, marketing and solution content with easy to share social media functionality.
Additional enhancements include detailed access to order history for dealers, robust additions to the product and technical
support section, and more.
“The new enhancements we recently launched reflect our twopronged approach of both soliciting user feedback and deeply
studying website analytics and user behaviors to gain key insights into how our customers are actually using cloverimaging.
com,” said Mike Posch, senior vice president, e-commerce,
product management, and merchandising for Clover Technologies Group.
Currently registered CIG customers can log in to their updated
dashboard: www.cloverimaging.com/login. New users can register: www.cloverimaging.com/register.

continued on page 23 >>
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New Product Award for Diversified Woodcrafts HON Introduces New
Desktop Sit-to-Stand Solution

The HON Company has introduced a new desktop device under
the Directional name that is designed to turn any work surface
into a sit-to-stand workstation.

Diversified Woodcrafts was recently honored by School Planning
& Management and College Planning & Management magazines
with a Platinum Award as part of the publications’ 2016 New
Product Award program.
The Suring, Wisconsin-based maker of furniture for science, arts
and career preparation settings received the award for its Augmented Reality Sandbox, a product that combines a real sandbox with innovative technology to teach geographic, geologic,
and hydro-logic concepts such as how to read a topography
map, the meaning of contour lines, watersheds, catchment areas, levees and more.

Directional attaches to any existing desk or table without modifying the base or frame, transforming a static space into a flexible
solution that encourages activity and movement throughout the
day.
Additionally, Directional includes a large platform for laptops and
monitors and a smaller surface for the keyboard and mouse,
which frees up valuable space for work and personal items, HON
said.
For more information, visit www.hon.com/directional.

For more information, visit www.diversifiedwoodcrafts.com/
products/?product_id=ARS-4030.

Jerry Samet Joins
HPFi as Business
Development
Manager
HPFi (High Point Furniture
Industries) announced last
month that Jerry Samet has
joined the company as a business development manager.
His position at HPFi represents
the continuation and commit-

continued on page 24 >>
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ment to the company by the family of co-founder, Harry Samet,
the company said.

For more information, visit www.raproducts.com or contact customer service (PH: 800-298-4351; email: info@raproducts.com.

“Jerry will be working closely with our sales team to help identify
new business opportunities for the company,” stated Spencer W.
O’Meara, president and CEO of HPFi. “Jerry has worked many
years in the office furniture industry. He possesses a wealth of
knowledge and experience of the industry and our company in
particular. Jerry’s more recent experience as a furniture sales
representative will be beneficial to the company as we continue
our focus on growing sales.”

New Sit to Stand Reception Desk from
RightAngle
RightAngle Products has announced a new addition to its
NewHeights height-adjustable family, the Presidente.
Key features include height adjustment at 1-½” per second, travel range of 29”–49,” lifting capacity of 300 pounds, intelligent
programmable controls and optional modesty panel. The desk is
also available in a two-tone reception desk and is offered in ten
thermally-fused laminate options.

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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Disruption Ahead and It’s Coming Fast!
By Michael Chazin
The end of one year and the beginning of
another is almost by definition a time of
uncertainly and the current transition is
clearly no exception. But as a new year
gets underway, one thing is clear: 2017 is
going to bring plenty of new challenges
and opportunities for independents and
anyone looking for business as usual is
likely to be in for a surprise, and not necessarily in a good way!
JANUARY 2017

Justin Hummel, CEO of Hummel’s Office
Plus in Mohawk, New York, is one dealer
looking for plenty of fast-paced change
and disruption.
“Over the last five years we’ve seen a
tremendous amount of positive evolution,” says Hummel. He points to product
category expansion as one critical area
of change. “There is a good future for
dealers who are willing to invest in their
INDEPENDENT DEALER

organization and their business model,”
he says. They can generate growth if they
take their existing business model and
wrap into it all the opportunities available
at a personal, local and regional level.
“Our underlying business has continued
to grow at an honest clip,” reports Hummel, “and this year should be no different.
We anticipate revenue will continue to

continued on page 26 >>
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be strong for the commercial side of our
business.”

Triplett sees strong opportunities to sell
non-traditional categories. “Our breakroom supplies business continues to
grow,” he says. “Companies see Triplett
as a viable source for those products.”
Additionally, the dealership is growing its
mailing and shipping business. It is selling
a growing quantity of corrugated boxes,
poly envelopes and packing tape and has
moved to non-traditional sources to get
deeper into these categories.

“Our message internally is that there will
continue to be a lot of disruption and
uncertainty in the marketplace, and that
will create opportunities for independent
dealers,” suggests John Kenworthy, president of Storey Kenworthy, Des Moines,
Iowa.

Mike Decker
Facility and breakroom products offer the
biggest opportunity for growth at Latsch’s,
says Decker. The dealership became a
Keurig dealer at the beginning of last year
and while still relatively new, Decker anticipates strong growth with that line.

John Kenworthy
Kenworthy sees continuing opportunity
for new business development among
small to medium-sized businesses. A focused effort on the facilities category has
exceeded expectations. “Now that we
have the commodity, transactional part of
the business figured out, we are trying to
become more expert with off-the-carpet
opportunities and looking to expand the
category into shipping and safety.”
Mike Decker, president and COO at
Latsch’s Inc., Lincoln, Nebraska, says
dealers need to focus on growth. “As an
independent dealer you have to continue
to grow; you can’t just stay the same,” he
warns.

In Champaign, Illinois, Rogards has continued to maintain a strong core office
products business with small to mid-sized
customers says Tonya Horn, president.
“We have an opportunity to land some
bigger mid-sized companies or even
larger opportunities still in our core office
products business,” she reports.
Horn also anticipates growth in facility
products and furniture. Rogards has been
actively selling facility products for three
or more years. “It was 8% of our total
sales in 2016,” she says. “It is a huge area
of opportunity for us and could go over 10
percent in 2017.”

He is also gearing up to launch another
coffee product with a local connection.
“We hope to roll that out in January or
February,” he says. The deal potentially
comes with multiple benefits as the coffee
is produced by a non-profit organization.
Supply sales growth at Triplett Companies, Urbandale, Iowa, of late has been
driven by new customers leaving big
box suppliers due to service issues. “Our
salespeople did a terrific job of targeting
underserved big box customers,” says
Tim Triplett, office products division manager.
“Now that the distraction of the failed Staples-Office Depot merger is over, it’s time
for our sales team to sharpen their selling
skills,” he says. The big box stores are
hungry again, he adds, so it’s important
that dealers are razor sharp in 2017.

Rosemary Czopek
continued on page 27 >>
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Acquisitions are on the agenda for Rosemary Czopek, owner and president of
Gorilla Stationers, Huntington Beach,
California. She has her eye on resellers
in some complimentary categories that
would go well with office products. “Their
sales would go to our top line and also
provide our customer base with more
options,” she says. One anticipated area
of major growth is technology products.
Gorilla has started to offer software and
through a partner now sets up laptop for
customers.
Triplett has also beefed up its technology offering and started to buy more from
vendors such as Ingram Micro and Synnex “We recognize the opportunity these
products offer; it seems like a natural progression,” he says.
He also sees plenty of furniture opportunities, especially with height-adjustable
desking products.
“Early on, height-adjustable solutions
were expensive and initially only a handful of customers could afford them,” says
Triplett. “It often took a medical condition
before an employer would pull the trigger to purchase the product for employees. Eventually costs came down, and
height-adjustable products became more
affordable. Then companies began to
adopt the height-adjustable concept into
their culture.”
In addition to the tables, he adds, ancillary products such as monitor arms and
anti-fatigue mats offer additional sales
opportunities.
For Ken Henderson, president of Chicago
Office Products, Bridgeview, Illinois, competition in his market for office supplies
has become fiercer than ever, largely due
to aggressive big box pricing. In response,
he is pushing products in other categories
that customers are not currently buying,
primarily janitorial and breakroom.

“We bring solutions to our customers so
they don’t have to waste their time,” he
explains.
That solutions-focused customer orientation is one of the keys to success that virtually every independent dealer supports.
“At Gorilla Stationers our focus is on the
customer and meeting the needs of our
customer,” says Czopek. Businesses that
focus on customers will always succeed,
she adds.
The biggest challenge facing Storey Kenworthy is the combination of baby boomers moving out of the business and Millennials coming in to take their place, says
John Kenworthy.

Ken Henderson
“When the Depot-Staples merger went
south I thought it would improve sales
and margin opportunities,” says Henderson. “But it seems it just made these guys
mad. They are out there trying to kill each
other and we are in the middle.” Independent dealers, he adds, really need to
make sure they are sourcing products at
the lowest possible prices. “We shop everything and stay on top of our inventory
mix on a daily basis,” he says.

His team’s new customers are mobile and
they bring some very different expectations to the table. “Our biggest challenge
is to figure out how to deliver on a B2B
buying experience similar to that offered
by Amazon,” says Kenworthy. Extensive
customer surveys have helped pinpoint
deficiencies and the dealership is devoting considerable time and energy to address them.

Facility supplies and breakroom are the
growth leaders at Hummel’s, where Justin
Hummel says the sales effort is focused
on adding new accounts and building
market share. “I am a little bit younger,
so what is traditional to some people isn’t
traditional to me,” says Hummel.
In his mind, office supplies today is a
category that not only includes copy paper and toner, but also water, coffee and
more.
Hummel says he doesn’t sell products so
much but service and solutions and he
teaches his sales team to do the same.

Justin Hummel
continued on page 28 >>
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“We’ve worked on developing strategies
and tactics to improve along with investments in custom programming to our
front and back-end systems,” Kenworthy
reports.
“A lot of customers have had to cut back,”
says Horn, “They have cut staff or seen
revenues decline and have had to control
expenses. We have tried to be proactive
and tell them how we can help them control their expenses.” One message focuses on how next-day delivery can eliminate
having to stock a supply closet. Vendor
consolidation is another popular topic.
“Bring what you need in on one invoice
and one delivery and that saves internal
time and other soft costs,” she says.

es down, says Horn. “We all know the
kind of games they play with prices,” she
adds. “They are going to continue to put
pressure on margins in already low margin areas like paper, ink and toner,” she
predicts.

Instead, Hummel’s salespeople turn that
conversation to a discussion of business
elements that maintain continuity. “That is
why we have been in business for 83 years
because we have built a business model
based on consistency rather than price.”

When big box competitors quote super
low prices on those commodities customers are conditioned to believe that there
will be super low pricing on everything.
“We know that is not the case,” she says.
“The perception is that the big box stores
offer lower prices, and we have to continue to fight that perception.”

Disruption in the market place is largely a
result of a shrinking retail model, suggests
Kenworthy. “Office Depot obviously continues to be sort of uncertain in terms of
its longevity, and what it will look like over
the next 12 months,” he says. That leads
to a disruption in their level of service and
might open up opportunities for independents to acquire some valuable talent.
And of course, there’s Amazon, the online
gorilla in the corner. “They have created
an awareness and a brand presence,”
says Hummel. “It used to be if you needed
to look something up you went to Google,” he says. “Now if you need to buy
something you go to Amazon.

“We try to be as diligent with our customers’ money as we are with our own,” continues Horn. Rogards uses private label
fighting brands in its own offices, for example. “That way when we tell customers
about house brands we practice what we
preach,” she says. “We try to tell customers that story as well. You don’t always
have to buy the most expensive product
to get the job done.”
As for competition, Decker expects Staples and Office Depot will continue to be
aggressive. “For quite a while they were
all about the larger customer,” he says.
“Now they have shown they want to go after smaller market segments.” He believes
there will be a heavy big box push for those
smaller customers in the coming year, as
those larger competitors have to show topline growth for their stockholders.
“The big boxes are back and ready to
compete,” says Triplett. They seem focused on competing against Amazon and
other e-tailers, while at the same time they
are looking to gain market share with small
to medium-sized businesses, he adds.
“Independent dealers have to be ready to
sharpen their skill sets,” he suggests, “as
we all want a slice of the pie.”
The effect the big boxes have on customer thinking is that those guys push pricJANUARY 2017

“We talk about businesses that take orders versus accounts,” he continues.
“Right now they are more about taking orders,” he says but that may not necessarily last forever. “Right now they are cherry
picking, and we try to train our customers
not to be cherry picked,” he says.

Tonya Horn
“Competitors who are so focused on
price-driven initiatives tend to put you in
the position where your customers make
the assumption you are the same way,”
says Hummel. When the competition talks
primarily about price it is only natural that
the conversation moves in that direction.
“We try not to put ourselves in that position,” explains Hummel. “We tell our customers that price is a moment in time.”
INDEPENDENT DEALER

Henderson suggests that a battle with
Amazon on their terms alone is one that
independent dealers ultimately will be unable to win. “Staples is trying to beat them
and is basically selling toners and other
items at or below their cost because that’s
the price on Amazon,” he says.
Beating every price that is available on
Amazon is impossible if you want to stay
in business, he contends. “I think at some
point even the big boxes will realize this.
The sooner independents focus on what
we do best and what products we want to
sell to our customers the better.”
Henderson and his team focus on showing customers things they can actually
make a profit on. He works on sourcing

continued on page 29 >>
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products that are better or different and
still come with a decent margin. “If an online seller is giving away national brands
below our cost then we have to present
other brands that we can still make money on and at the same time undercut the
competition,” he adds.

are working with our technology provider
to identify the opportunities and experiences,” says Kenworthy, “and are seeing
what can be done with system capabilities to improve functionality.”

“More and more customers, especially
the Millennials, are out there buying online,” says Henderson. Two years ago
Chicago Office Products went to dynamic wed design. “Now the site works quite
well with mobile devices without having to
install an app,” he says. “Customers who
put their orders in online can take care of
business through their smart phones and
tablets.” Roughly 60% of orders come in
online today, and about 10% of those orders are placed on a mobile device, Henderson reports.

“We probably compete best against Amazon on a personal level,” says Decker. He
says it is hard to personalize a relationship with a computer. “We provide human
interaction and offer a more consultative
solution based on face-to-face discussions with clients and developing relationships,” he says. “That is tough to do when
you are on Amazon.”
If you have a client who only cares about
the low price they can get with Amazon,
then you will probably have a hard time
working with them, says Decker. “But if
your client values the relationship that you
offer, and they value the advice that you
give and the service that you provide, you
have a really good chance with them,” he
maintains.
He says at Latsch’s, the ability to develop
and maintain longstanding customer relationships has been a big part of its success.
At Storey Kenworthy the rise of digital
shopping and mobile customers has led
to a change in strategy. Typically, the firm
had relied on traditional media advertising—newspapers, radio and television—
to build brand awareness. “We have
completely shifted to search engine optimization and search engine marketing to
have more relevancy in search results and
improve our presence in social media,”
says Kenworthy. That is a direct response
to Millennials moving into positions of authority and having more impact on decision making, he explains.
Storey Kenworthy has also budgeted to
invest in programming to improve the
customer web experience, in response to
gaps in its online ordering and web experience identified by customer service. “We
JANUARY 2017

well.” With that level of control, Henderson can be sure that products featured
online are the ones he has in inventory
and the manufacturers he has partnered
with are the ones whose products come
first in search.

Tim Triplett
Online technology has always been one of
the core components of success at Gorilla Stationers, says Czopek, who recently
completed a refresh of her dealership’s
website.
Technology, in her mind, is as much about
efficiency as marketing. She equates efficiency with success and more efficient
dealers serve their customers better. “The
most efficient dealers will survive in this
market,” she adds.
Chicago Office Products continues to
drive customers to its website, which it
works on independently. “We have a web
developer constantly working on our site
and we host it in house,” says Henderson.
The dealership utilizes web content from
multiple wholesalers. “We have developed
our own ‘smart’ search,” says Henderson.
We control it, and that works extremely
INDEPENDENT DEALER

Triplett’s, too, is increasing its SEO efforts.
“We have hired a local firm to optimize our
searches so that we increase our visibility,” says Triplett. Additionally, he says,
Tripletts’ web offering wants to go beyond
SKUs offered by the wholesalers and load
products that customers can’t readily order someplace else. “We want to make
them easy to find and readily available
from us,” he says.
Making sure you understand the technology that is available keeps dealers on their
toes, says Hummel. “In most cases it is a
blessing and curse at the same time,” he
says. He told his team three or four years
ago that as everybody was going more
digital he wanted to go more personal.
“That doesn’t mean that we don’t invest in
technology, but if more people are moving
to this model of technological efficiency,
then the human element gets lost and I
fear that my customers might miss it.”
The human element is the basis of why
people buy anything, says Hummel. “Technology supports that, technology enhances that, but the people part of the business
is still what we believe in,” he adds. “It is
the business model of the future.”
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We can’t tell you
more about

Independent
Dealer
than your
customers can:

“

INDEPENDENT DEALER is the only publication in our industry that
I make sure I read on a regular basis. It’s important for me to be
aware of trends and the changing marketplace and I always find
an article or two that I forward to our management group.
Bob Mairena, President
Office Solutions, Yorba Linda, CA
INDEPENDENT DEALER is a publication I look forward to each
month for industry news and insight, new product information
and excellent articles. The articles are extremely relevant and
cover many aspects of our business, giving us reason to circulate
the publication around our organization, including our sales team.
Jennifer Smith, CEO
Innovative Office Solutions, Burnsville, MN
As an office products dealer publication, INDEPENDENT DEALER
is tops, bar none! The articles are always very timely, the
electronic format is ideal for my needs and there’s no filler. I
always get at least one or two good ideas from each and every
issue.

“

Wayne Stillwagon, Executive Vice President
Miller’s Supplies at Work, Lorton, VA

Relevant and interesting reading for every independent in
this industry. I would highly recommend any dealer to make
INDEPENDENT DEALER mandatory reading for all key personnel
and salespeople in their company.
Bill Jones, President and CEO
THE Office City, Redwood City, CA

INDEPENDENT DEALER is a must-read for our team. It has the
pulse of our entire industry—from dealers to wholesalers, reps
and manufacturers—and its coverage of dealer best practices
makes it a truly valuable resource for a business like ours.
Steve DeMarco, President
Midwest Office, Springfield, IL

Be Seen In INDEPENDENT DEALER
n Reach top quality circulation built around dealer lists provided by Essendant,
S.P. Richards,TriMega, Independent Stationers, AOPD, Office Partners and
WorkPlace Furnishings.
n Enjoy top quality editorial on key dealer topics and outstanding graphics that not
only boost readership but provide an attractive environment for your advertising.
n Benefit from an innovative online format that keeps production costs and
advertising rates far lower than print media.
n Show your support for the independent dealer community.
n The Official Publication of NOPA.
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Outlook 2017: Opportunities & Threats
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Selling Safety Products
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Annual Technology Update
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Growing Your Furniture Business
• NeoCon preview
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The Changing Dealer Product Mix
• SP Richards ABC Conference Preview
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Digital Marketing that Works
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Jan-San Update
New Vertical Marketing Opportunities
Navigating the New Competitve Landscape

November

Managing Margins
• Essendant 2018 Marketing Programs Preview

December

New Business Development
• SP Richards 2018 Marketing Programs Preview
12X
Full Page Color
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$ 1,500 $ 1,750
$ 900

$ 1,100
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$ 1,200

For ad specs, visit our web site at www.idealercentral.com
Contact info: Simon De Groot, Editor/Publisher
PH: (703) 379.8583 • EMAIL: simon@IDealercentral.com
The Official Publication of the National Office Products Alliance (NOPA)

CORE LIVE PREVIEW:

Essendant Promises Inspiration and Insights at 2017 Dealer Event
It’s show time again, as Essendant gets ready to welcome a
small army of its dealers and business partners to Las Vegas next
month for the wholesaler’s 2017 Core Live event.
Set for February 6-9 at the spectacular Mandalay Bay Resort and
Casino, CORE Live takes as its theme “Art—Strategy—Science—
Revolution” and is designed to bring together a large cross-section of the industry in an environment of interactive learning and
engagement.
On the agenda: an exploration of best practices across a
number of topics, access to industry leaders and the newest
products, exposure to the best sales techniques and the latest
marketing solutions to help make for success in an increasingly
competitive market.
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“It’s an exciting time in our industry—change and disruption is
all around us,” commented Harry Dochelli, president, business
and facilities essentials. “With change and disruption comes new
opportunities. CORE Live gives our customers a unique platform
to discover innovative approaches, connect with different people
and fresh ideas, while broadening their knowledge so they can
adapt and win in the ever-evolving market.”
On the following pages, we take an in-depth look at what dealers
can expect to find in Las Vegas next month at the 2017 CORE
Live event
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CORE live - agenda

continued from page 31

Monday, February 6

Wednesday, February 8

8:00 am-8:00 pm.................................................... Registration

7:00 am-6:00 pm.................................................... Registration

4:00 pm-6:00 pm.....Community Service Project: Make a Wish

7:00 am-8:00 am........................................................ Breakfast

6:30 pm-8:30 pm....................................... Welcome Reception

8:00 am-8:15 am............................................. General Session
8:15 am-9:00 am...Brian Beaulieu, Economist, ITR Economics
9:00 am-9:45 am............... John Rossman, Managing Director,

Tuesday, February 7

Alvarez and Marsal

7:00 am-6:00 pm.................................................... Registration

9:45 am-10:15 am............................General Session Wrap Up

7:00 am-8:00 am........................................................ Breakfast

10:15 am-10:30 am.......................................................... Break

8:00 am-9:30 am....Opening Session w/Essendant Leadership

10:30 am-12:20 am................................ Educational Seminars

9:30 am-9:50 am.............................................................. Break

12:20 pm-1:30 pm......Lunch (opens at 11:30 am for suppliers)

9:50 am-10:35am. Dustin Garis, Chief Troublemaker, LifeProfit

1:30 pm-4:30 pm.................................................... Trade Show

10:35 am-11:20 am... Joe Takash, Founder, Victory Consulting

7:00 pm-10:00 pm...................................House of Blues Event

11:20 am-12:15pm......Essendant Amazon Research/Wrap Up
12:15 pm-1:30 pm........................................................... Lunch
1:30 pm-5:20 pm.................................... Educational Seminars

Thursday, February 9

7:00 pm-10:00 pm...................................Light Nightclub Event

All Day......................................................................Departures

Keynote Speakers to Highlight Critical Industry Challenges and
Opportunities
Tuesday, February 7
9:50 am: Dustin Garis, Chief Troublemaker, LifeProfit
Dustin Garis is a passionate innovator and former P&G executive who has been
called the “Indiana Jones of marketing.” Throughout his career—at The Coca-Cola Company and at P&G—Garis has become known as “Chief Troublemaker” for his innovative approach to brand building, new business ventures
and corporate entrepreneurship.
Garis has been known to begin his meetings with the help of opera singers,
use an elevator as an office, conduct negotiations in Hong Kong spas, fetch
well-water with low-income women in rural India, ride an 1,800 pound-bull in an
Ohio rodeo and travel through the office by Segway.
But there’s a method to this madness: Garis integrated these practices into his
responsibilities as a leader of global marketing innovation for P&G FutureWorks,
an innovation hub responsible for accelerating discontinuous growth by incubating, launching and scaling breakthrough ventures worldwide.
Hear Garis discuss creating memorable consumer experiences, the experience
economy, the rise of millennials and how their preferences are shifting consumer demand and examples of breakthrough brands who are getting it right.

continued on page 34 >>
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Your break room just became
more manageable.

Visit
Laura Morris,
VP of Sales
at booth

#543

Valay Nap: The product that works for you.
TM

Morcon™ is committed to providing high-quality and affordable napkin,
towel and tissue products to the Away-From-Home marketplace.
With more than 30 years of industry experience and new investments
in people and products, there’s never been a better time to discover
how Morcon can help your bottom line.

morcontissue.com

CORE live - programs

continued from page 32

10:35 am: Joe Takash, president and founder, Victory Consulting
As the president and founder of Victory Consulting, Joe Takash heads up a sales, leadership
and team development firm that helps improve business results through the performance of
your people. The Victory Consulting clients-served list includes Essendant, Prudential, American Express, Blue Cross Blue Shield, Massachusetts Institute of Technology, AbbVie, Liberty
Mutual Insurance, CBS Radio and Century 21.
Joe is an executive facilitator and keynote speaker for sales meetings, management meetings, all-company events and executive retreats. Since 1988, he has delivered more than
4,000 speaking programs throughout the country.

Wednesday, February 8
8:15 am: Brian Beaulieu, economist, ITR Economics
One of the country’s most informed economists, Brian Beaulieu has served as CEO of ITR
Economics since 1987. At ITR he researches the use of business cycle analysis and economic
forecasts to increase profitability.
Brian is co-author of Prosperity in the Age of Decline, a powerful look at how to make the most
of the US and global trends over the next 20 years. He also co-authored Make Your Move,
a practical and insightful guide on increasing profits through business cycle changes, and
noted by one reviewer as “simple, yet awesome.”

continued on page 36 >>

Not a subscriber?
Sign Up Now
Not an Advertiser?
Start Next Month
Got an article idea?
We Want To Hear About It.
Call Simon. 703-379-8583
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9:00 am: John Rossman, managing director, Alvarez & Marsal
John is best known for launching and scaling the Amazon Marketplace business which now
accounts for over 50% of all Amazon units sold and shipped. While at Amazon, he also served
as director of enterprise services at Amazon.com, where he managed worldwide services to
enterprise clients such as Target.com, Toys R Us, Sears, Marks and Spencer and the National
Basketball Association (NBA).
Since leaving Amazon he has advised clients across most industry verticals on digital strategy, operations and culture at Alvarez and Marsal, a leading performance improvement firm.
John is the author of The Amazon Way: 14 Leadership Principles Behind the World’s Most
Disruptive Company and is an expert in digital innovation and helping his clients build and
execute innovative business models.

Dealer Education on Tap at CORE Live
Essendant’s dealer gatherings have always featured a strong education component and the 2017 CORE Live is no exception.
Sessions at next month’s event will cover a wide range of topics
from marketing and products to end-user segments.
Specific themes include customer experience, branding, integrated marketing campaigns, analytics, category trends, crossing over into new categories and markets, distribution capabilities and sales tools.

In addition, CORE Live will present the latest research on key
end user segments such as JanSan or facilities, government and
office products buyers.
Other research sessions will focus on the latest industry trends
from the changing competitive landscape to the growth of millennials in the workforce and how it impacts the selling process.

continued on page 37 >>

EXPANDABLE

COLLATOR/ORGANIZER

JANUARY 2017

INDEPENDENT DEALER

PAGE 36

CORE live - programs

continued from page 36

Help Make-A-Wish at CORE Live
ease and we will
have the opportunity to surprise
him with the granting of his wish to
travel to Japan to
visit the Pokemon
Center and Gym in
Tokyo; the Zao Fox
Village, a rescue
sanctuary for wild
fox; and Disneyland Tokyo.

One of the hallmarks
of today’s independent dealers is their
ability to do good in
the community at the
same time as they do
well with their businesses.
CORE Live attendees will have the opportunity to add to
what is already an
outstanding track record of good works
by participating in a
special program in
support of the MakeA-Wish Foundation
of Southern Nevada.
Scheduled for Monday, February 6 at
4:00 pm, the session will provide a special wish reveal for Nathan, a 14-year-old boy from Nevada who suffers from Chiari
Malformation, a condition that stems from structural defects in
the cerebellum and affects the part of the brain that controls balance.
During his past 14 years, Nathan has undergone eight surgeries
but he has not let the healing process dampen his dreams.
Nathan is a straight-A student who loves reading anime and playing Japanese video games, which began with his obsession with
Pokemon. His wish is to go to the technology center of Tokyo,
Akihabara.
Nathan will join us to share the difficulties he faces with his dis-

In addition to revealing Nathan’s
wish, we will prepare
Valentine’s
Day Gift Baskets
for medically fragile children in the
Las Vegas area.
Make-A-Wish Foundation’s vision is to grant the wish of every
child diagnosed with a life-threatening medical condition. In the
United States and its territories, on average, a wish is granted
every 37 minutes.
When a wish come true, it helps children feel stronger, more energetic and more willing and able to battle their life-threatening
medical conditions. For many, the wish marks a turning point in
the fight against their illnesses.
Doctors, nurses and other health professionals say the wish experience works in concert with medicine to make their patients
feel better emotionally and even physically. That is why wishes
matter. That is why we grant wishes!

continued on page 38 >>
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CORE live - exhibitor list
3M.................................429
AbilityOne..........................2
ACCO.............................341
Acme.............................246
Acroprint..........................16
Advantus.......................628
AEP...............................121
Alliance Rubber.................5
AMAX............................240
AmerCareRoyal................41
AmpliVox...........................6
AOSware.......................521
Artistic Products............244
Avanti................................7
Avery.............................229
Avery Dennison..............448
Bagcraft...........................47
BIC................................529
Bigelow...........................52
BMI................................648
Boise Paper...................730
Brother..........................523
Bush Industries..............707
C-Line Products.............702
Cascades.......................417
CG Roxane.........................9
Church & Dwight.............10
Clorox............................504
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Colgate Palmolive..........100
Cosco Industries............716
Crayola..........................718
Crown Matting ................11
Dart Container Corp.......143
Dax................................629
Deflecto.........................405
Dial Professional ...........706
Diamond Foods................12
DiverseID.......................631
Diversey Care................705
Dixon Ticonderoga.........248
Domtar..........................129
Dri Mark Products............13
Durable..........................135
Duracell.........................519
ECi.................................535
Eco-Products...................14
Electrolux Home Care....701
Elmer’s Products............137
ENAVATE..........................15
Energizer.......................601
Envision.............................4
Ergotron........................700
ES Robbins....................445
Esselte...........................714
Evolution Software...........17
Fellowes........................329

FireKing.........................609
Floortex.........................640
Fortune Web Marketing....18
Fresh Products...............447
Fujifilm............................19
Genpak............................20
Georgia Pacific...............125
GOJO.............................516
GOPD...............................21
Guardian Floor
Protection......................642
Hachette Book Group.......22
Handi-Foil
of America.......................23
Heritage.........................724
HON...............................335
Honeywell........................24
Hospeco........................635
House of Doolittle..........613
HP.................................113
Iceberg..........................220
IdeaStream......................25
Identity Group................149
Imprint Plus.....................26
Innovera........................501
International Paper........223
ITW Pro Brands..............703
J&M Technologies............27

(as of 12/6/16) continued from page 37

Kantek...........................736
Kellogg’s........................637
Keurig............................500
Kidde...............................28
KIK ...............................709
Kimberly Clark...............401
Kind.................................29
Knu/La-Z-Boy Contract..534
Lathem Time.................449
Lee Products.................541
Lexmark........................435
Logicblock.....................234
Logitech........................708
Mammoth Office Prod......30
Master Mfg....................347
Master Vision.................413
Max...............................722
Maxell.............................31
MCR Safety......................32
MMF Industries..............544
Morcon Tissue...............543
NAPCO.............................33
(Papa Nicholas Coffee)
National
Office Furniture..............443
Navigator.......................423
Neenah..........................512
Nestle Professional........728

INDEPENDENT DEALER

Nestle Waters N.A..........522
Newell Brands...............235
Numi...............................34
Office Snax......................35
P&G Professional...........242
Pacon ...........................712
Pactiv..............................36
Paris Corporation...........545
Peet’s Coffee...................37
Pentel............................603
Philips.............................45
Pilot...............................141
Plantronics......................38
PM Company.................147
Quality Park...................513
Quickie............................55
Rayovac...........................39
RB.................................615
Rediform........................145
RepToolKit.......................40
Safco.............................507
Samsill..........................617
Samsung.........................42
San Jamar.....................734
Sani Professional...........547
Saunders Midwest.........619
Sealed Air......................546
Shur Tech......................605

Simple Green...................43
Smead...........................241
Smuckers......................104
Soundview/Marcal.........549
SSI................................744
Starbucks........................46
Storex................................8
Tarifold............................48
Tennsco.........................607
Thalerus..........................49
Tombow.........................623
Tops..............................323
Twinings..........................50
US Luggage.....................44
Velcro ...........................446
Verbatim........................704
Victor.............................625
Virco................................51
VIT.................................548
Wausau Paper...............102
WNA................................53
Xerox.............................630
Zebra Pen......................349
Zep................................536
ZOLL................................54
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By Janet Collins
Whether you’re coming off a great year or
one you’d rather forget, the new year is
here and it’s time to celebrate!
By now you’ve completed your plan, set
your goals and built your budget. But
wait, don’t make the mistake of jumping
right into the stress of the new year without a proper transition. Get off the hamster wheel and take the time to reflect on
last year.
What really went well? Your team worked
hard to reach their goals or at least come
close. Launching into the new year without addressing the results of last year can
leave the team deflated and disappointed.
It’s kind of like the day after Christmas.
When the anticipation is over and we’re
underwhelmed with the actual result, it’s
cold and dreary outside and we’d like to
crawl under the covers until spring.
One way to avoid this morale drop is to
pause, reflect and take time to appreciate
the sacrifice and hard work of your team,
even if it didn’t generate over-the-top performance. They (and you) need closure.
Only once that’s complete can you move
into 2017. And move into it you must—
with energy and excitement!
When the team is ready, focus all your attention toward the future, full of possibilities. This is one of the few times during
the year when you have no year-to-date
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performance to belabor.
Everything is upside. Go ahead and paint
a mental picture for your team of a fabulous 2017, a year of outstanding achievement. If you believe it, they will see it and
will work hard to make it happen.
Of course, it can’t be all roses. A key part
of your credibility is being open and transparent about the business.
What are the challenges you will face
together? How does your team need to
change to be most effective? What are the
opportunities to be seized?
If you ignore the tough stuff and come
out only as a company cheerleader, you’ll
lose them. You can, however, talk about
threats and challenges with hope and optimism and, most importantly, confidence
in your team. They’ll appreciate that.
For even more impact, share your personal new year’s resolutions. What’s your
promise to the team?
One year, I told my whole team I was
going to work on not interrupting them
during meetings. While seemingly minor,
it was the elephant in the room.
I put it out there and made it clear I wanted their help to hold me accountable. The
more open and vulnerable you are, the
more trust you’ll garner.
In return, you can ask each employee for
INDEPENDENT DEALER

their resolutions. What are they are going
to do differently this year? You may be
surprised by the answers (and the results)
that you get!
And now for the celebration! Don’t miss
the perfect opportunity for an official New
Year’s Kick-off. Even if you’ve just had a
special end-of-year event or discussion,
schedule a kick-off meeting to officially
launch the new year to all employees. Yes,
all employees.
Believe it or not, they all care about the
direction of the company and want to help
and support. And make it fun—with balloons, noise-makers, music and whatever
it takes to rally the troops toward the new
year.
With everyone engaged in the business
and focused on the new goals, you’ve
set the stage for a fabulous new year. Get
started now. Spring will be here before
you know it!
Happy New Year!

Janet Collins is a strategic advisor to the industry
who works with business leaders to develop growth
strategies and mobilize teams to take action and
achieve results. She’s a coach who’s been in your
shoes, most recently as president of GMi Companies
(Ghent, VividBoard and Waddell), where she created
a culture of profitable growth, innovation and
accountability. Contact Janet at jcollins@tpstrategy.
com or visit at www.linkedin.com/in/collinsjanet.
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Getting to Reality in the
Interview Process
By Troy Harrison

What if you had to execute a business
process that is mission critical to the success of your company but where you were
out-manned and out-gunned? Worse, you
felt like you were flying blind most of the
time. How anxious would you be to undertake that process?
I’ve pretty much described the average
hiring process. Every time you go out to
hire, you’re seeking a needle in a haystack. In my experience in hiring, the needles are always there but the size of the
haystacks can be very daunting.
I’ve been involved in hiring processes
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where more than 400 different applications produced just one candidate worthy
of being a finalist. When I was recruiting,
I used to tell my clients that the majority
of what they paid me for was who they
DIDN’T hire!
Today’s interviewee can, if he wishes, arm
himself with sophisticated techniques designed solely to disguise the truth about
his career, gloss over underachievement
and outright lie. Worse, the interviewee
can equip himself with the tools to do
so just by a trip to his local bookstore.
A quick search on Amazon reveals that
there are over 12,000 books on how to get
INDEPENDENT DEALER

hired. I’ve read many of the most popular
ones and most of them should be titled
How to Package and Pretend Your Way
Into a Job You Are Not Qualified For.
The unprepared interviewer can fall easy
prey to an interviewee who has read one
or more of these books and has implemented the techniques involved. The
good news is that a well prepared interviewer can, with some work and attention
to detail, break down the untruths (or build
up the truths), and figure out if a person is
what they claim to be. Here are five keys

continued on page 41 >>
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getting to reality...

continued from page 40

to understanding whether the person in
front of you is accurately represented by
their resume:

3. S tart with very
broad questions.

1. Remain
emotionally
detached.

	I always like to see what information a
candidate will volunteer about themselves and so I start by asking questions like, “So, tell me about you and
what you’re all about?” and “What interested you about this job?”

	If there’s one single theme that I’ll be
hammering home during this series of
hiring articles, this is it. Your emotional
detachment is key to making a successful hire. Studies have shown that 63% of
hiring decisions are made within the first
five minutes of meeting the candidate.
	This doesn’t mean that the offer was
handed over five minutes in, but it
does mean that the interview trajectory
changed based on whether the interviewer liked or didn’t like the candidate.
Emotional hires are bad hires.

2. P
 repare the
candidate.
	You should prepare the candidate for
the interview to come. I usually begin
by telling them that I’m going to be
asking very specific and detailed questions and stressing that their candor
and honesty in answering is key to their
success. If I feel like I’m being lied to or
evaded, I’m not going to continue the
conversation.
	By doing this, the candidate is put on
notice. You should also let them know
that while you will allow ample time at
the end for their questions, this is your
interview and in the early phases the
purpose is for you to get to know them.
This should let the candidate know that
you’re in control of the interview, and
that their job is to be open and honest.
If they fail to do so, that’s on them.
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Sometimes they will volunteer information you wouldn’t have thought to
ask. One of the biggest reasons for this
technique, however, is that after you’ve
prepared them, candidates need to be
set at ease a little bit for a successful
interview. These questions allow you to
ease into the conversation.

4. R
 eview the resume
with very detailed
questions.
	Now it’s time to grab a shovel and start
digging. Ask very detailed and specific questions about every stop on their
resume over the last ten years (Unless
there’s a very good reason, I disregard
experience older than ten years as not
being representative of who they are
now).
	Probe accomplishments. Ask how their
performance was measured, how they
performed against expectations and
how they can document or prove this
performance. Drilll down on answers;
don’t let ambiguities go unaddressed.
Don’t be afraid to ask questions like:
Who was the customer? Who else was
on the team? How did the project get
started? What specifically did you do?
What was your income?
	
The more specifics and details, the
better. If you feel that they’re evading
you, remind them of your opening comments—ONCE. If they do it again, end
the interview.
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5. Watch for red flags.
	People will tell you or show you how
they will fail. Most of the time, interviewers fail to listen, then they make
bad hires. This is why you should remain emotionally uninvolved.
	
An emotionally involved person will
want to cut the interviewee some slack.
Instead, watch for signs or statements
that indicate the candidate is inappropriate for the job.
	For instance, let’s say you need a prospecting salesperson but in their past
career, their best work was done with
an assistant who set up the interviews.
That’s a red flag. Probe every red flag
carefully.

6. L
 et them ask
questions.
	
The last quarter of the interview (15
minutes in a one hour interview) should
be devoted to allowing them to ask
questions. This exposes their intellectual curiosity, plus you can learn a lot
about them by the questions they ask.
	Don’t be afraid to respond with questions of your own, such as, “Why would
you ask that?” Often, a red flag can be
revealed during their questions, not
yours.
Implement these six guidelines (especially #1), and you’ll have the right approach
for finding the “Great Pretenders” among
your candidates. Anyone who survives
this round of questioning is ready for
the next phase of the process: due diligence—and that will be the subject of our
next article.
Troy Harrison is the author of “Sell Like You Mean
It!”, “The Pocket Sales Manager,” and a speaker,
consultant and sales navigator who helps companies
build more profitable and productive sales forces.
For information on booking speaking or training
engagements, consulting or to sign up for his
weekly E-zine, call 913-645-3603, e-mail Troy@
TroyHarrison.com, or visit www.TroyHarrison.com.
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Demystifying Digital Marketing
By Krista Moore

Recently, I had the pleasure of interviewing Jennifer Shulman,
founder and CEO of Fortune Web Marketing, during the December edition of the Krista Moore Talk Show. This is a monthly Business Web Talk Show in which I interview industry experts and
thought leaders on subjects that many small and mid-size businesses can learn from. There’s no boring PowerPoint presentations or selling, just a 30 minute live web video conversation.
Jennifer and I discussed the top three must-haves for digital
marketing in 2017. She shared tips and techniques on how to
get active, make sure your business is being seen and how to
avoid missing out on the business growth opportunities available
to you through online marketing.

#1 Mobile-friendly website
A mobile-friendly website means your website is “responsive”
and coded to resize to fit a desktop, laptop, iPad or mobile
phone. It is one set of website code and content that adjusts to
fit whatever device your customer or prospect might be using to
access your website.
Although Google had a massive push in April 2015 for businesses to start moving toward mobile-friendly websites, many have
not made the necessary upgrades.
Often B2B companies push back and say that their audience
does not use their phones to access their business website and
therefore have been slow to make the changes.
According to recent studies, 83% of mobile users say that a
seamless experience across all devices is very important (Wolfgang Jaegel), while 57% of users say they won’t recommend
a business with a poorly designed mobile site. (CMS Report).
There is no doubt that consumers now expect a seamless experience.
For those of you that are behind in this area, be aware that Google is making even more changes in the next few months which
will further mandate your sites to be mobile-ready.
The next step for Google is to split their one search engine index into two. In the near future there will be a mobile index and a
desktop/laptop index, making the mobile one the primary search
engine index.
For those that don’t have a mobile-ready site, you will only be
found in desktop/laptop searches 20% of the time. In other
words: lack of a mobile-friendly site almost guarantees that you
will lose visibility in 2017.
The good news is that it is not very expensive to create a mobile-ready site and can be easily done. Jennifer advises against
going with a cheap template such as WIX or Go Daddy, as they
don’t offer all the SEO benefits.
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Instead, she recommends choosing from one of the thousands
of professional WordPress themes, which are mobile ready, easy
to update, have built in blogs and include all the content management tools you will need for the future. Customizing a WordPress theme is the most timely and cost effective approach, she
contends.

#2 Content and Inbound Marketing
Content marketing is a strategic marketing approach focused on
creating and distributing valuable, relevant and consistent content to attract and retain a clearly-defined audience and ultimately, to drive profitable customer action.
For many OP independents, this concept is hard to grasp. Also,
it is difficult to understand how to measure effectiveness or ROI.
In many ways it changes how you go to market, the role of the
sales rep, and how you engage online with your prospects and
customers. Below are a few tips that came from the talk show:
First build a content marketing strategy and then graduate into a
true inbound content marketing strategy.
Seek help from others, such as a Virtual Assistant or agencies
that specialize in content marketing. Consider hiring an intern
with a Communications, Journalism, PR, or English Major to assist with creating relevant blogs, videos or white papers. Partner
with companies to share content and information.
Make sure you are updating your website pages with high quality, well written, engaging content.
Update graphics or banners at least 1-2 times a week. Blog pages or web pages should be updated at least 2-6 times a month.
This all improves your Google search engine status and ranking.
When you are ready to do inbound marketing, look into Hubspot,
the main company used by many small and medium-sized businesses for content and inbound marketing. Inbound marketing
ties the content you are producing and gets it out to the right
prospects or audience. This can be done through email and social media.
One example is using “gated content.” Gated content typically
takes the form of information that is meaningful and helpful such
as a case study, a guide or eBook which has a web form in front
of it.
It is important to have a system to track who is interacting with
what piece of content, so you can nurture the leads and further
segment your database to become even more targeted in your
messaging.
Jennifer shared some real success stories of OP independents
who have Hubspot/Acsellerate integration whereby they can use
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digital marketing
the real time customer data and trends to
segment their database and target additional products and services.
This approach is also being used for lead
generation; sending prospects to their
website, downloading relative content
and passing qualified leads to sales for
follow-up and nurturing.

#3 Social media
Your goal with using social media should
be to increase brand awareness online. It
is important to recognize that you will not
necessarily be getting new business right
away. Your messaging should aim to humanize your business and not be all about
your products and service. Try using lifestyle pieces such as community-based
information, nonprofit events or highlight
customers or employees. Your audience
wants to enjoy what they see socially, so
make it light hearted, funny and engaging.
Consider using paid advertising in Face-

continued from page 42

book to target your message to your
audience even more. Facebook made
changes that now allow company pages
to share their content with only 3-4% of
their audience, which makes it difficult to
reach them organically.

set that “my audience is not on social media.” They may not be during the work
day, but they are on their smartphones
while watching TV, engaging with businesses after hours, checking their emails
and searching for products and services.

As a result, you now need to pay for it
through Facebook advertising to get your
company posts seen. However, it is still
a low cost, highly targeted and effective
method.

Getting your message and brand out to
your audience effectively in 2017 starts
with having the digital assets you need:
a mobile-friendly site, good content to
put out there and targeted, active emails
and social marketing programs. What I
learned about Digital Marketing: it’s the
future of winning relationships and you ignore it at your peril!

Don’t be afraid, jump in, Jennifer urged.
Many companies still believe that because they have a “business”, they don’t
need to be on social media.
There are more than 600 million active users on Facebook alone, and 250 million
accessing Facebook on their mobile device. LinkedIn, a more business-oriented
social site, has over 460 million users, including 130 million who are active in the
U.S.

Krista Moore is president of K.Coaching, Inc. and
founder of IDGrowth Solutions. The IDGrowth Sales
Vault, a learning management system, is utilized
by hundreds of independent dealers to enhance
their sales strategies, training and leadership
development. For more information, visit the
IDGrowth web site at www.idgrowth.com.

In 2017, it’s important to change the mind-

Nowhere else will you find such an extensive
collection of industry specific sales and
management training and resources!
With the IDGrowth Sales Vault™ you will also get:
- A Personal Learning Dashboard
- 60+ hours of online learning coursework
- Over 150 downloadable scripts, tip sheets, worksheets, etc.
Easy acces
s to
- Quizzes, downloadable certificates of completion
what you n
eed,
- The ability to manage and hold your team accountable
when you
need it.
- Discount on all IDGrowth™ Products and Programs
- Fresh materials pushed out monthly
- Free access to monthly IDGrowth™ training webinars
- The ability to upload your own company’s tools and resources
Register for an introduction to IDGrowth™
JANUARY 2017

INDEPENDENT DEALER

PAGE 43

