


Michael, Marc and Sandy Crane have good reasons to smile as they celebrate their dealership’s 70th 
anniversary.

Detroit Dealer Arrow Office Supply 
Celebrates 70th Anniversary
In Detroit, Marc Crane and the rest of the team at Arrow Office Supply have got 
plenty of reasons to ice up the champagne as they celebrate their dealership’s 
70th year of service to the business community.

Arrow was founded in 1946 but the story of the dealership as it exists today re-
ally begins in 1979, when it was purchased by Marc’s grandfather, Bud Crane.
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Time to Stop Treating 
Small Business Like a 
Poor Stepchild
We’ve written before in this space about the way 
the current election campaign has essentially 
ignored small business issues. Some alarming 
statistics from the Bureau of Labor Statistics, 
courtesy of Robert G. WIlmers writing in the Wall 
Street Journal recently, show just why that needs 
to change:

•  In the 1980s, firms with fewer than 100
employees generated 58% of net new jobs;
today, that figure is down to only 31%.

•  Loans to small businesses under the SBA’s
7(a) loan-guaranty program today are running
at half the rate they were before the reces-
sion and they’re supporting only 2/3 as many
jobs today as they did in 2007.

Numbers like these highlight how government 
has essentially turned its back on the small busi-
ness community, despite all the lip service our 
politicians pay to what is still the backbone of our 
economy.

If you want to see this change, now’s the time 
for action. After the election, things in the politi-
cal world will settle down again and it will be too 
late. And it’s really not that hard to do something 
about it.

As Atlanta independent Chip Jones reports else-
where in this issue, a small business roundtable at 
his dealership recently put Chip’s Congressman 
at the same table as a group of concerned local 
small business owners who gave him an up close 
look at the way continuing healthcare price hikes 
and a tax system tilted in favor of big corporations 
are stifling small business growth.

Chances are you don’t have time yourself to put 
together an event like this. But you don’t have to.

The government relations folks at NOPA are more 
than happy to do the heavy lifting on the organiz-
ing front for you and no politician serious about 
getting elected in November is going to turn down 
an invitation to meet from a key segment of his or 
her electorate.

The bottom line: If you’re tired of seeing small 
business treated like a poor stepchild by our 
elected representatives, you can do something 
about it. Contact NOPA’s managing director Paula 
Kreuzberg (paulak@clemonsmgmt.com) and let’s 
get started!

Simon De Groot
simon@idealercentral.com

EDITORIAL
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ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc.  All rights reserved.

info@ecisolutions.com ecisolutions.com800-588-5128

Get a 
jump!

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

on deliveries, invoicing and customer service

NEW FEATURES!
Route Reversal features available and

On-Demand Departure Time Optimization

mailto:info@ecisolutions.com
http://www.ecisolutions.com
http://www2.ecisolutions.com/JumpTrackAd
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Today, Marc’s father Sandy and his uncle 
Michael are at the helm of the business, 
which boasts 15 hard-working industry 
professionals operating out of a 15,000 
sq. ft. headquarters facility.

Business in Detroit has not always been 
easy but the city is enjoying a welcome 
revitalization today, says Marc, and Ar-
row’s business is riding right along with it! 
“There’s just so much opportunity in the 
city today and a lot of community support 
for locally owned businesses,” he says.

“We’re having our best year ever and look-
ing for continued growth going forward as 
we add new customers and expand busi-
ness with existing accounts with new cat-
egories such as breakroom and jan-san.”

Our congratulations to the entire Arrow 
team for showing once again that there’s 
still plenty of room in the office products 
space for well-run, family-owned and op-
erated businesses!

TX Dealer Manning’s Office 
Solutions Named Local 
Chamber’s ‘Business of the 
Month’
In Beaumont, Texas, Corinne Creason and 
her team at Manning’s Office Solutions 
are celebrating after recently being named 
Business of the Month by their local Cham-
ber of Commerce.

Manning’s first opened for business in 
1972, initially as a school supply house 
with a strong retail orientation.

The education market is still important, 
says Corinne but today, the dealership op-
erates as a true one-stop shop, with office 
supplies and furniture, promotional prod-
ucts and apparel and cleaning and break-
room also very much in the mix. 

Chamber membership has been an im-
portant resource for Manning’s pretty 
much since Day One and general manager 

Gale Daigle has been an active volunteer, 
serving on a number of Chamber commit-
tees over the years.

Given what’s been happening in the oil and 
gas industry of late, business for anyone in 
Texas these days is challenging but, says 
Corinne, her dealership has avoided most 
of the energy-related downturn.

“Business for us is good right now,” she 
says, noting that the Beaumont market is 
driven more by the production side of the 
oil and gas business rather than explora-
tion and extraction.

“We added copiers to the mix two years 
ago and that’s been a good move for us,” 
she reports. “We’re also seeing some nice 
growth in our state and local government 
business and a new alliance with the Re-
gency Franchise Group has been very 
positive for our promotional products and 
apparel business.”

WHATS YOUR POINT?

TM   Thatʼs why for more than 
70 years, weʼve dedicated ourselves to making all
of our products achieve the highest standards of great-
ness. Simply put, our products work. So whether itʼs a 
bold, fine or colorful point, make it a quality point with 
Pentel. 
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Repositionable. Durable. Incomparable.

2-sided writable tab with 
see-through writable body

Smudge-free with 
most pens, pencils & markers

Ultra Tabs shown in actual size

Available in a variety of 
sizes & colors

©2015 Avery Products Corporation. All rights reserved. Avery and all other Avery 
brands, product names and codes are trademarks of Avery Products Corporation.

http://www.avery.com/avery/en_us/Products/Dividers/Avery-Ultra-Tabs.htm
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From Left: Jeff and Karen Lambie receive their ‘Business of the Month’ award.

WI Dealer J L Business Interiors Earns 
Local ‘Business of the Month’ Honors
Also earning local Business of the Month honors last month was 
Jeff Lambie and his team at J L Business Interiors in West Bend, 
Wisconsin.

J L’s award, from the city’s Dept. of Development, recognizes the 
dealership’s contribution to the local economy and community 

since its founding in 1994. 

Jeff and his wife, Karen, literally started the business in their fam-
ily basement but they’ve come a long way since then.

Today, J L and its 23 employees operate out of a 30,000 sq. ft. 
headquarters facility that features some 8,000 sq. ft. of show-
room space and a broad mix of mid-market office furniture and 
flooring solutions.

Business so far this year has been good, Jeff reports, with the 
addition of sound masking products—a move prompted by the 
increased use of desking and more open office design in gener-
al—providing a healthy new revenue stream for the dealership. 

Local Newspaper Puts TN Dealer 
Chattanooga Office Supply in the Spotlight
In Chattanooga, Tennessee, a lot of people have a much better 
appreciation for the special qualities independent dealers bring 
to the community after an in-depth profile of Chattanooga Office 
Supply (COS) that ran in their local newspaper.

Like most independents, president Skip Ireland and his team are 

Best in class operations software for: 

 SSI systems let you compete with the elite...
•  NEW easy-to-navigate, responsive graphical interface
•  Fully customizable eCommerce and site design

SSI is a privately owned software company providing system solutions for office products dealers since 1980.

905-939-1080
sales@ssiop.com

www.ssiop.com

Don’t Be Too Busy To Be Better, 
Contact Us For A Free Demo...

• eCommerce
• Online ordering
• P-O-S system

• Order entry
• Purchasing
• Full scale reporting

• Electronic ordering
• Electronic invoicing 
• Accounting

ssi-AD-iddraft.indd   1 5/24/16   2:18 PMJULY 2016 INDEPENDENT DEALER PAGE 6
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Domtar is the trademark 
licensee of Xerox® Papers and 
Specialty Media in the 
United States and Canada. 

Professional
Performance

Whiter, brighter, and better for the
professional quality your work demands.
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Winner’s Circle  continued from page 6

heavily involved in supporting worthy causes and giving back to 
the local community and those activities caught the eye of Dave 
Flessner, business editor at the newspaper.

One thing led to another, as they say, and resulted in a lengthy ar-
ticle—nearly 1,000 words—on how Skip and his younger brother 
Jim, currently VP of operations at the dealership, took over the 
family-owned business in 1983 when their father, Hudson, who 
had acquired the business from his father 17 years earlier, died 
at age 55 after battling cancer.

“We had to make a decision whether to just sell the business or 
to try to make a go of it,” Skip told the reporter. “I was only 27 
and Jim was 23, so like I like to tell people, we were young and 
stupid and really didn’t know any better.”

Fast forward 33 years and Skip and Jim have built their dealer-
ship into the kind of service-oriented, relationships-based inde-
pendent that is making a difference, not just for their customers 
but for the community at large. And they’re doing it despite re-
lentless big box and online completion!

The newspaper story chronicles in detail the outstanding entre-
preneurial skills and commitment to the business that are the 
hallmarks of so many independents. But the COS story is also a 
bittersweet one.

As Flessner writes, “For all the changes that Skip and Jim have 
navigated while running COS since their father’s death in 1983, 
they still credit their father with teaching them some lasting les-
sons early in life when they came to the office as children — or 
‘OP (office product) rats,’ as they called themselves at the time.

“He died much too soon and I wish I would have had more time to 
learn from him,” Skip Ireland said of his father, Hudson. “But what 
I remember most are really the basic things. He told us, ‘there is 
no such thing as “that’s my job;” ‘lead by example,’ and ‘your 
name is on this company so don’t let anybody outwork you.’”

New Home for KY Dealer Hurst Business 
Supply & Furniture Solutions
In Lexington, Kentucky, Hope Hurst Lanham and her team at 
Hurst Business Supply and Furniture Solutions are enjoying in-
creased market exposure and a nice lift in business after moving 
to a new location from the place they had called home for close 
to 70 years.

The new facility—about 18,000 sq. ft. in total—gives the dealer-
ship greater access to major highways and a much more efficient 

 

We teach organizations how to compete 
profitably on their total value. 
Value-Added Selling is a content-rich message of 
hope: You can compete aggressively and profitably in 
your markets with your total value, not just with price. 
 
We can design, customize, and deliver this message 
for your organization. We do this through custom, in-
house training programs and public seminars. 
 

 
Call us at 636-778-0175 or visit our website: 
www.ReillySalesTraining.com 
Sign up for our free newsletter! 
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Looking good on paper matters. ColorLok® Technology gives 
paper more vivid colors, bolder blacks, and faster drying times.* 
Learn more at colorlok.com

VIVID COLORS BOLDER BLACKS FASTER DRYING

ALL PAPER IS  
NOT CREATED EQUAL.

© 2014 Hewlett-Packard Development Company, L.P. The 
information contained herein is subject to change without notice.

 *Independent testing by SpencerLab Digital Color Laboratory, 
commissioned by HP. The full October 2009 report, “Print 
Quality Analyses – ColorLok Media Evaluation: AiO Printers: 
Brother MFC-5490CN, Canon PIXMA MX860 & MX7600, 
Epson WorkForce 600, HP Officejet 6500 and Officejet Pro 
8500,” is available for download at spencerlab.com

SUSTAINABLE. DEPENDABLE.
NO SACRIFICE. 
Domtar EarthChoice® Office Paper is a great-looking, everyday paper that 
represents your commitment to environmental responsibility. Featuring ColorLok® 
Technology, it is designed to provide optimal printing results. 
To learn more visit www.domtar.com.

http://www.domtar.com


The Globally Harmonized System (GHS) is coming. 
Are your customers ready?
The OSHA-mandated system for classifying and labeling 
chemicals impacts any company that produces, ships or 
uses hazardous chemicals. 

Ensure chemical labels comply with GHS by using the  
correct labeling.

What are GHS Labels?
GHS labels contain six 
essential pieces of 
information: product name, 
signal word, hazard statement, 
precautionary statements, 
pictograms, and company address and phone number. 

Because of the 
challenging 
conditions these 
labels face – as well 
as the important 
information they 
convey – GHS labels 
must be battle-ready. 
Avery® UltraDuty™ 
GHS Chemical Labels 
withstand chemicals, 
UV light, water and 

extreme temperatures, and resist tearing and scuffing 
from frequent use. They feature a high-performance, 
marine-grade adhesive that passes the 90-day seawater 
submersion test. The labels are available in multiple sizes 
for use on all types of containers, from dropper bottles to 
drums. Select products also offer Easy Peel® labels sheets, 
and are jam-free.

Save Time and Money
Avery enables users to create GHS labels in-house, right 
from a desktop printer. With proper labeling, users can 
identify and track chemical containers, and communicate 
information efficiently and 
accurately. We provide 
professional, pre-designed 
GHS label templates at no 
cost. With the Avery® Design 
& Print GHS Online Wizard, 
it’s easy to develop 
customized labels that fit 
users’ business 
requirements. And, these 
labels are ideal for other 
purposes such as OSHA/
ANSI, NFPA and D.O.T labels.

Learn More
“Labeling chemicals properly is a critical part of being 
compliant with GHS and for worker safety,” commented 
Jenifer Do, Marketing Director for Avery® Products. “Our 
UltraDuty™ GHS Chemical Labels are designed to 
withstand chemicals and harsh conditions. And Avery 
offers FREE software, so users can quickly create their 
labels on demand.”

Count on Avery® UltraDuty™ GHS Chemical Labels for the 
toughest jobs, from the brand you know and trust. Visit 
avery.com/GHS to learn more about how Avery® 
UltraDuty™ GHS Chemical Labels can address compliance 
and workplace safety needs.

ADVERTORIAL

Improve Compliance & Workplace Safety

There’s nothing 
FINE about an 
OSHA fine!

©2016 Avery Products Corporation. All rights reserved. Avery, UltraDuty and all other Avery brands, product names and codes are trademarks of CCL Label, 
Inc. All other brands and product names are trademarks or registered trademarks of their respective companies. Personal and company names and other 
information depicted on samples are fictitious. Any resemblance to actual names and addresses is purely coincidental.

Create labels on demand with Avery® UltraDuty™ GHS Chemical Labels and FREE software at avery.com/GHS

June 2016 
In-plant labeling fully implemented

http://www.avery.com/avery/en_us/Products/Industrial-Solutions/UltraDuty-GHS-Chemical-Labels/GHS-Overview.htm
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In-plant labeling fully implemented

Avery. Your best solution
for GHS Labeling.

Learn more about Avery innovative solutions, templates and support at avery.com

© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of 
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance 
to actual names and addresses is purely coincidental. 

As a world leader in label products, Avery has designed a line of labels specifically 
for GHS labeling applications, where high durability and adhesive performance is 
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass 
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a 
variety of sizes to identify hazardous chemical in containers, and are ideal for use 
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery 
Design & Print GHS Wizard makes it easy to create and print labels on demand.

Avery® UltraDuty™ GHS Chemical Labels

Avery. Your best solution
for GHS Labeling.

Learn more about Avery innovative solutions, templates and support at avery.com

© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of 
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance 
to actual names and addresses is purely coincidental. 

As a world leader in label products, Avery has designed a line of labels specifically 
for GHS labeling applications, where high durability and adhesive performance is 
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass 
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a 
variety of sizes to identify hazardous chemical in containers, and are ideal for use 
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery 
Design & Print GHS Wizard makes it easy to create and print labels on demand.

Avery® UltraDuty™ GHS Chemical Labels

http://www.avery.com/avery/en_us/Products/Industrial-Solutions/UltraDuty-GHS-Chemical-Labels/GHS-Overview.htm
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operating space, with two loading docks for tractor trailers and 
drive-in access for the dealership’s vans.

The move has also allowed Hope and her team to set up work-
ing showrooms for their products throughout—not just for office 
space but also for the cleaning and breakroom areas. 

Hope is the third generation of the Hurst family to run the busi-
ness. She became CEO of the company in July 2011 shortly after 
her father, Richard Hurst, passed away. And, as she told a local 
newspaper reporting on the move, she gives a lot of the credit for 
the company’s success to her father and grandfather, Ollie Hurst.

“I think they both, especially my dad, had a lot of foresight with re-
alizing that you’ve got to grow and expand and evolve,” she said. 

The new location, says COO Steve Snowden, has the dealership 
very much poised for continued growth. “Right now, we’re renting 
out some of the space in our new location but it’s on a three-year 
lease that will allow us to expand if we need to down the road,” 
he says.

MO Dealer Office Products Alliance 
Consolidates Three Locations Into One
In Kansas City, Missouri, Mark Whitlow and his team at Office 
Products Alliance (OPA) are just about finished unpacking the 
boxes after moving to a new home that consolidates what had 
been three separate locations in the metro Kansas City market 
into one, 15,000 sq. ft. facility. And it’s not exactly your standard 
industrial warehouse!

OPA’s new home is an historic building that dates from the 1890s 
and that actually started out as a brewery.

Mark spent two years looking for a suitable option that would 
allow him to bring together the different locations that have come 
under the OPA umbrella over the past five years before driving 
past the building and seeing a sign that it was up for lease.

“We grabbed it and then we gutted it,” Mark told his local busi-
ness newspaper.

By the time they were finished, the OPA team had combined the 
retro look of a 120-year old building—including exposed original 
finishes, refinished hardwood flooring and heavy timber ceiling 
beams—with working showrooms that highlighted the latest in 
furniture solutions and technology products.

“The move is not only creating the kind of efficiencies that hap-
pen when you consolidate three different locations into one and 
install a lot of energy-efficient lighting and HVAC systems,” says 
Mark. “It’s also giving us an outstanding location to present the 
full range of our products and capabilities.”

Feedback from customers and prospects who have toured the 
new location has been overwhelmingly positive, he reports, and 
the dealership is already adding a number of new accounts be-
cause of what they’ve seen.

Phoenix Contract Dealer CIS Hosts 
‘Wednesday Wellness’ Event
If you’re looking for a new and different way to take customer 
relationships to the next level, you might want to take a page 
from the playbook at Phoenix-based Corporate Interior Systems 
(CIS).

There’s more than just a little interest in health issues among to-
day’s office workers, so CIS recently hosted a “Wednesday Well-
ness” event in cooperation with InMovement, makers of standing 
and treadmill desks and similar products.

The event drew some 30 members of the local A&D community 
for a presentation on various ways to create a healthy workspace 
and encourage an active office lifestyle.
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Join City of Hope’s National Business Products Industry 
on September 14 and 15 for the annual Howard Wolf  
Golf Classic and Spirit of Life® Gala as we celebrate 
the National Business Product Industry’s tremendous 
support of City of Hope led by 2016 Spirit of Life honoree, 
Joe Templet. 

http://www.cityofhope.org/giving/corporate-and-foundation-giving/volunteer-fundraising-groups/national-business-products-industry


Andrew Atkinson still remembers his first 
week in the office products business back 
in 1985. It was very nearly his last! “I was 
working in the furniture department of 
my dad’s dealership and tried to open a 
shipment of workstation panels with a box 
cutter,” he recalls with a wry smile. “It very 
nearly got me fired!”

But even if furniture installation wasn’t ex-
actly Andrew’s forté, he soon found other 
growth opportunities in the business. 

Fast forward to today and Andrew is a key 
member of the management team at Pre-
ferred Business Solutions in Irving, Texas, 
one of the leading independents in the 
Southwest.

For just about any business in Texas these 
days, life is challenging to say the least, 
as plummeting oil and gas prices have 
wreaked havoc on a market that before 
the crash had seemed permanently set on 
full steam ahead mode. 

And while the metro Dallas market that 
Preferred serves has not been hurt as 
hard as other parts of the state, the deal-
ership has certainly been impacted. “”We 
had one oil-related customer go from do-
ing $40,000 a month with us in 2014 to 
just $1,300 last month and they’re certain-
ly not alone,” Andrew reports.

But the Preferred management team, 
which also includes OP veterans Gus and 
Bruce Kamis and Mike Miller, has been 
able to draw on over a century of com-
bined industry experience to figure out 
how to weather the current storm.

In good times or bad, there are still only 
two ways to grow revenue: either sell 
more to existing accounts or add new 
customers. Preferred has been doing 
plenty of both. 

Like many dealers, breakroom products 
and facility solutions have figured prom-
inently in their recent sales growth and 
those categories currently account for 
about 20% of total revenues and growing. 
Furniture is also strong these days, with 
the dealership booking its first $1 million 
project last year. 

Much of the momentum for increased 
sales to existing customers has come 
from the Preferred Alliance, a new initia-
tive which partners the dealership with 
about a dozen key vendors who provide 
extra sales and marketing support that 
has generated at least half a million dol-
lars in extra business in just its first quar-
ter alone.

Preferred’s account acquisition efforts 
have posted similarly impressive results, 
with the sales team averaging over 50 new 
accounts a month since March thanks 
to an ongoing program of monthly sales 
blitzes, increased investments in market-
ing and, adds Andrew, a lot of knocking 
on doors and basic blocking and tackling.

Right now, all those efforts are serving 
mainly just to offset the overall market 
weakness due to low oil and gas pric-
es. But when business does turn around 
again, the Preferred team will be well po-
sitioned to make the most of it after mov-
ing last year to a new headquarters facility 
that gave them close to 50% more ware-
house space (26,000 sq. ft. vs. 18,000) 
and plenty of room for further expansion 
down the road.

And if past performance is any indication, 
chances are they’re going to be needing 
that extra space a whole lot sooner rather 
than later!

JULY 2016 INDEPENDENT DEALER PAGE 14

Secrets of Success: 
Preferred Business Solutions - Irving, TX

n  Key management: Gus Kamis, Chairman; 
Bruce Kamis and Andrew Atkinson, 
Principals; Mike Miller, CFO

n  Products and services: Office supplies, 
technology products, office furniture, 
maintenance and breakroom products, 
promotional products, printing

n  Founded: 1985

n  Employees: 43

n  Key business partners: Essendant, Pinnacle, 
AOPD, ECi, Preferred Alliance partners 
3M, Avery, BIC, Fellowes, GOJO, Green 
Mountain, Hammermill Paper, Hewlett-
Packard, Kimberly-Clark Professional and 
Newell/Rubbermaid.

n  Online sales: 70%

n  www.pbsorder.com

L to R: Preferred’s Bruce Kamis, Gus Kamis and Andrew Atkinson.

http://www.pbsorder.com


This is Sally.
Sally loves cookies.
Sally won’t share.
Don’t be Sally.
Share the love.

www.officesnax.us

http://www.officesnax.us


BSA Finalizes Program for 
2016 Industry Forum
The Business Solutions Association (BSA) 
last month announced the agenda for its 
2016 Annual Forum later this year. Regis-
tration is open through September 1.

Set for September 7-8 in San Diego, the 
meeting is designed to bring together the 
industry’s leading manufacturers, whole-
salers and independent rep organizations 
to explore together key market trends and 
emerging challenges and opportunities. 
Highlights include:

•  Cleveland Research Company analyst
Chris Hodson on the changing office
products landscape, specifically recent
category performance and expecta-
tions, the impact of new big box leader-
ship and strategies and new trends and
developments in online marketing.

•  Insights and Strategies to Meet the
New Demands of the Online Channel,
a session featuring speakers from 3M
and Avery on what is required to drive
success selling online—whether at
independent dealers, pure play or
omni-channel retailers.

•  The Shifting Landscape for B2B Selling,
an in-depth exploration of key trends in
the B2B space. Three separate ses-
sions will cover changing workforce
demographics and shifts in workplace
expectations; millennials and how they
buy and sell; changes to the industry’s
selling process and opportunities for
enhancing existing relationships and
creating new ones.

•  A separate Online Merchandising pro-
gram track that will feature sessions on
effective marketing spends that drive
digital traffic and online strategies that

With about two months still to go for this year’s campaign in sup-
port of the City of Hope cancer research and treatment center, 
fundraising efforts are on track to set a new record, with over $8 
million in industry contributions already donated.

This year’s campaign honoree, Essendant senior vice president 
Joe Templet, has taken as his campaign theme “Hope is Essen-
tial” and if the level of fundraising activities offers any indication, 
there are plenty of industry folks who agree with him.

Contributions have been ongoing pretty much from Day One of 
the campaign but recent special events include:

•  Bob Parker Memorial Golf Outing: $335,000 raised
•  Georgia Pacific Golf Outing: $340,000 raised
•  The HON Company Golf Outing: $635,000 raised
•  Frey Gaede & Company Golf Outing: $120,000 raised
•  The Office City-Godfrey Group Golf Outing: $168,900 raised

In addition, the industry’s dealer groups have been organizing 
their own efforts. The AOPD national accounts dealer network is 
once again offering its annual mini-catalog promotion this year; 
Independent Stationers is launching its own HOPE: Helping 
Others Progress Everyday Campaign through dealer and IS staff 

fundraising efforts; Office Partners held its annual Bass Fishing 
Tournament in April and TriMega has been running its own “Tri-
Mega for Templet” campaign.

And as an added incentive, wholesaler Essendant has an-
nounced it will match all contributions up to $1 million.

Invitations to the annual Spirit of Life gala in September that 
marks the campaign’s culmination will be going out shortly, but 
even if you cannot attend, there are plenty of other ways to sup-
port City of Hope, says Templet.

“The dealer community has provided tremendous support for 
this year’s campaign, with everything from change jars in the 
breakroom to car washes, bake sales, lotteries to win a paid day 
off and more,” he says.

“The great thing about supporting City of Hope is that every 
donation makes a difference. Whether it’s $5, $10 or $1,000, 
every contribution, no matter how big or small, goes towards 
research and treatment to save lives. There’s no better way to 
spend your money!”
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If you have news to share - email it to  
Simon@IDealerCentral.com

2016 City of Hope Campaign Enters Home Stretch, 
Campaign on Track to Set New Record

https://businesssolutionsassociation.site-ym.com/page/BSA2016register
https://businesssolutionsassociation.site-ym.com/page/BSA2016register
https://businesssolutionsassociation.site-ym.com/page/BSA2016register
http://www.cityofhope.org/nbpi
mailto:Simon@IDealerCentral.com


We’ve seen some seismic changes in our industry 
since TriMega came onto the scene more than 
28 years ago - but some things will never change.
TriMega has been, and will always be In Your Corner. 
We’re doing everything in our power to support our 
members, our channel and the independent dealer. 
But some things will change. Our brand for one. With a 
new logo and a new look and greater focus on what 
matters most, TriMega continues to push forward and 
innovate with game-changing initiatives to support 
your bottom line. Take a look at how our re-focused 
approach will drive results for our members...

ROM – TriMega delivers the industry's highest 
Return on Membership (ROM). It’s the driving 
force behind everything we do. We put more 
dollars to your bottom line than any other 
industry group, with many members netting a ROM over 
8,000% or 80x annual dues! We consistently reinforce your 
ROM through low dues, our low overhead, and comprehensive 
and transparent tracking (just wait till you see our new 
ROM Report). And we pay 100% of rebates, every quarter, 
like clockwork. 

New Initiatives – TriMega continues to be 
operationally �t, and opportunity driven for our 
members. With innovative and progressive new 
programs, TriMega is focused on lowering our 
costs, and lowering your COGS - delivering topline 
growth opportunities and pro�ts for our members.

In Your Corner – TriMega is built by 
independent dealers, for independent 
dealers. From powerful peer-to-peer 
networking forums, to dealer education 
sessions, from  best practice sharing to dynamic
(or you could say EPIC) events, TriMega consistently delivers 
value to our independent dealer members. Every member of 
our staff and board is dedicated to helping you drive 
your business to be the best it can possibly be, making 
sure you are independent, but not alone.  Contact us to 
discover how TriMega is In Your Corner.

Be on the lookout for TriMega's new branding (including a 
new website) as we slowly roll it out throughout this year!

Re-Focused. Re�ned. Re-Engineered. 
TriMega ... Always In Your Corner

TriMega
In Your Corner

TM

www.trimega.org

http://www.trimega.org
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Also at the meeting, BSA will honor several office products vet-
erans for their contributions to the industry. 

The association’s immediate past president Mike Wilbur will re-
ceive BSA’s 2016 Lifetime Achievement Award; former Fortune 
Brands chairman and ACCO World president Norm Wesley will 
be presented with BSA’s 2016 Legend of the Industry Award, and 
John Frey, Sr. and Jim Gaede, co-founders of the Frey Gaede rep 
organization, will be honored jointly as the recipients of BSA’s 
2016 Leadership Award.

OPWIL to Host First Annual Retreat
The Office Products Women in Leadership organization (OPWIL) 
has announced plans for its first annual retreat for executive 
members.

Scheduled for November 4 6 at the Evins Mill Resort property in 
Smithville, Tennessee—timing that will coincide with the industry’s 
EPIC event in Nashville the preceding week—the event is open to 
all executive members of OPWIL and non-members who qualify 
for the group are also encouraged to join and take part.

This year’s meeting, which takes as its theme “Ignite Your Super-
power,” includes networking and educational components that 

are meant to discover what you are uniquely wired to do, your 
special talents, and how to take those strengths and apply them 
to enhance your leadership style and business.

OPWIL co-founder and K.Coaching president Krista Moore will 
be developing and leading the Superpower sessions. 

“We are finally in a position to give back to our executive mem-
bers in a unique resort setting where we can relax, re-energize, 
and reconnect,” says Moore. “The Superpower activities will en-
able our members to discover their talents, develop their confi-
dence and create greater influence and impact as leaders.” 

In addition to the education, there will also be time for hiking, 
yoga, a distillery tour, a bonfire and spa treatments. 

As a nonprofit organization, OPWIL relies on the support of spon-
sors as well as the growth of its executive level membership.  

For more information on supporting women in leadership go to 
www.OPWIL.com. And if you would like to ignite your superpow-
er and meet some inspiring women leaders at the same time, 
then join OPWIL today and attend this event. For more informa-
tion, visit www.opwil.com/superpower.

FOLLOW THE YELLOW BRICK ROAD TO OPWIL’s 1st ANNUAL RETREAT 

When: November 4-6, 2016
Where: Evins Mill Resort in Smithville, TN
Who: OPWIL Executive Members (current & new)

Relax. Reenergize. Reconnect. 
and 

Ignite Your SUPERPOWER!

Hiking • Education • Distillery Tour • Bonfire

Click here for more information or visit www.opwil.com.
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F R I E N D S  O F 
AMERICAN LAKE 

GOLF
CHARITY 
TOURNAMENT

VETERAN’S 

MONDAY, AUGUST 8, 2016
8:00 am - Tee off
Veteran’s Golf Course
This event includes breakfast,
lunch, prizes and more!

FOR MORE INFORMATION:

Stephanie Schramm

253.693.8438
marketing@chuckals.com
register online at:
chuckalscharitytournament2016.eventbrite.com

Hosted by

mailto:marketing@chuckals.com
https://www.eventbrite.com/e/chuckals-charity-tournament-tickets-26086352984


Name _______________________________________________      
   
Company Name ________________________________________________________________ 
           
Address _______________________________________________________________________
                                                                                                                                        
City ____________________________     State ______________    Zip _____________________                      

Phone __________________________________     Fax _________________________________  
      
Email ___________________________________

Please list preferred Foursome:

1. _____________________________________  Email __________________________________

2. _____________________________________ Email __________________________________

3. _____________________________________ Email __________________________________

4. _____________________________________ Email __________________________________

      
 

__

F R I E N D S  O F 
AMERICAN LAKE 

GOLF
CHARITY 
TOURNAMENT

VETERAN’S 

REGISTRATION FORM

Name _____________________________________________________________________________  
            
Address ______________________________________________________________________________
                                                                                                                                        
City ___________________________________     State ______________    Zip _____________________                      

Business Phone _______________________________     Cell/Home _____________________________ 
     
Email ________________________________________________________________________________

List of Team:

1. _______________________________________    3. _________________________________________

2. _______________________________________    4. _________________________________________

      
 

The American Lake Veteran’s Golf Course is dedicated to providing, 
teaching and promoting the benefits of golf to veterans. VA Puget 
Sound Health Care System has a population of in-patient and outpatient 
veterans that have disabilities. The American Lake Veterans Golf 
Course is committed to providing a therapeutic environment where 
accommodation is welcome and all golfers can enjoy the benefits of 
golf, such as exercise and relaxation in a positive and accepting social 
environment. With these benefits it is our vision that through golf, 
veterans will increase their independence and improve their attitudes 
toward health and thus, their lives will be enriched.

All monies netted from this tournament will be donated directly to this mission.

This event includes breakfast, lunch, prizes and more!

______ Foursome  $450  

______ Individual Golfer $125 

______ Foursome with Hole Sponsorship $600 

**Option: Spots to play Chambers the day before are available -foursome or individual. No caddie, food or beverage included at 

     Chambers Bay. - not a part of the charitable donation. Please call or email for more details.

______ Cart Sponsor $1,100  

______ Banquet Sponsor $3,100  

______ Presenting Sponsor $5,500  
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Dealer Needs Top OPI Global Forum Program
OPI has announced the program for its 2016 Global Forum and 
there are plenty of sessions to appeal to forward-thinking U.S. 
independents.

Scheduled for Chicago’s Sofitel Water Tower hotel November 
13-15, the Global Forum is an invitation-only event that brings 
together leaders from the industry’s manufacturers, wholesalers, 
power channel, dealer groups, dealers and service providers for 
a high-level view of industry trends and the challenges and op-
portunities that lie ahead.

Topics to be covered at this year’s event include e-commerce 
strategies, content marketing, workplace trends, pricing and 
succession planning. 

There is also a ‘Power Panel’ group interview featuring Essen-
dant’s Bob Aiken, Wayne Beacham of S.P. Richards and Jaime 
Carbo Fernandez, CEO of Europe’s leading wholesaler ADVEO, 
as well as an exclusive roundtable for members of the indepen-
dent reseller channel.

“We have an interesting mix of dealer principals from North 
America, Europe and Australia already registered, so in addition 
to our relevant Forum program there are fantastic networking 

and best-practice sharing opportunities,” says OPI CEO Steve 
Hilleard. Also on tap: a special gala dinner November 14 to cele-
brate OPI’s 25th anniversary.

For more information, visit www.opi.net/GF2016. Independent 
dealers qualify for heavily discounted rates and should use code 
USDR when booking.

AOPD Adds Two New Dealer Members
The American Office Products Distributors dealer national and 
regional accounts organization (AOPD) has announced the ad-
dition of two new dealer members to its network: Coastal Office 
Solutions and Complete Office.

Coastal is a woman-owned and HUB-certified small business 
headquartered in Victoria, Texas.  Complete Office is based in 
Seattle with additional locations in Cerritos, California and Ger-
mantown, WI.

“On behalf of the board of directors and staff, I am pleased to 
welcome two more dealers to the AOPD family,” commented 
AOPD executive director Mark Leazer. 
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Address ______________________________________________________________________________
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The American Lake Veteran’s Golf Course is dedicated to providing, 
teaching and promoting the benefits of golf to veterans. VA Puget 
Sound Health Care System has a population of in-patient and outpatient 
veterans that have disabilities. The American Lake Veterans Golf 
Course is committed to providing a therapeutic environment where 
accommodation is welcome and all golfers can enjoy the benefits of 
golf, such as exercise and relaxation in a positive and accepting social 
environment. With these benefits it is our vision that through golf, 
veterans will increase their independence and improve their attitudes 
toward health and thus, their lives will be enriched.

All monies netted from this tournament will be donated directly to this mission.

This event includes breakfast, lunch, prizes and more!

______ Foursome  $450  

______ Individual Golfer $125 

______ Foursome with Hole Sponsorship $600 

**Option: Spots to play Chambers the day before are available -foursome or individual. No caddie, food or beverage included at 

     Chambers Bay. - not a part of the charitable donation. Please call or email for more details.

______ Cart Sponsor $1,100  

______ Banquet Sponsor $3,100  

______ Presenting Sponsor $5,500  

http://www.opi.net/GF2016
mailto:sales@gopd.com
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“One dealer is brand new to AOPD, Coastal Office Solutions, 
which will strengthen AOPD’s coverage in Southern and Central 
Texas; the other, Complete Office, is returning to AOPD, and with 
its multiple locations, will expand AOPD’s coverage throughout 
the state of Washington, Western Idaho, Southern California and 
the entire state of Wisconsin.  We are very pleased to add these 
two dealers to AOPD’s growing network.”

S.P. Richards on the Jan-San Acquisition Trail
Wholesaler S.P. Richards recently implemented a significant ex-
pansion of its footprint in the janitorial and sanitation market with 
two acquisitions that promise to bring some $200 million to the 
company in additional revenue.

The first deal, purchase of the Guilford, Connecticut-based The 
Safety Zone, an importer and distributor of supplies and devices 
for safety, janitorial, medical, food service and food processing 
applications, is expected to generate about $180 million in addi-
tional revenues.

SPR parent company Genuine Parts said the company has a 
customer base of more than 2,300 distributors and operates 

eight distribution centers in the U.S. and one in Canada. 

Separately, Genuine Parts also announced the acquisition of the 
jan-san business of Rochester Midland Corporation in a deal that 
is expected to add some $20 million in new revenues. The Roch-
ester Midland business will be integrated into the Impact Prod-
ucts division of S.P. Richards, Genuine Parts said.

Customized Videos for End User Education, 
Marketing Support Now Available from Clover 
Imaging Group
Clover Imaging Group last month announced it is now offering its 
dealers custom-branded videos focused on educating end users 
about imaging supplies and managed print services (MPS). 

The custom-branded videos can be deployed to dealers’ individ-
ual websites, providing high impact promotional and educational 
materials to their customers, the end users, Clover said.

“Our goal at Clover Imaging Group is to bring added value to our 
dedicated dealers in the imaging industry,” said Luke Goldberg, 
EVP global sales and marketing for Clover Imaging Group. 

Register Today For The 
2016 BSA Annual Forum!

This year, the Forum will be held at 
the US Grant Hotel Sept. 7-8 in 
beautiful San Diego, California.

Everyone is talking about the Forum's new 
educational track on online merchandising. 

Find out more: http://bit.ly/BSA_AF2016 today!
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THIS IS
GOING
TO BE

Register
Today!

Check Out
What’s New!

Website & Registration 
Now Live!

Back by
Popular Demand!

November 1-3, 2016   •  Gaylord Opryland Resort & Convention Center  •  Nashville, TN

Two Events in One! Co-located with:

https://www.cvent.com/events/epic-2016/registration-d611145ad3774765bd5fd657479a54a6.aspx
http://www.wherebighappens.com/


“Our customizable videos and marketing solutions help overbur-
dened dealers educate customers with minimal investment on 
the dealer end. It is as simple as contacting their dedicated CIG 
sales rep to add their logo and deploy on their website.” 

Six different video options are currently available, covering Man-
aged Print Services (MPS) for the specific markets of finance, 
healthcare, and legal. Dealers can preview the customizable 
impact videos at www.cloverimaging.com/videomarketing. For 
more information, contact your Clover sales representative. 

LightCorp Re-Brands
Grand Haven, Michigan-based lighting manufacturer LightCorp 
has announced a new corporate identity and website (www.light-
corp.com). The company is also celebrating its 30th anniversary 
this year.

The rebranding marks a sharpened focus for LightCorp, which 
exited the industrial lighting business in January to concentrate 
solely on task lighting, the company said.

“Our new identity and our new products represent an intentional 
move toward being a more design-centric organization where in-
novation, form and function come together as one,” said general 
manager Kyle Verplank.

Highlands Announces the Addition of Cheri 
Ondatje as Territory Manager, Expanded 
Presence in Canada
Veteran industry sales and marketing professional Cheri Ondatje 
has joined the Highlands independent rep organization as a terri-
tory manager. She will cover the Southern California and Arizona 
markets.

Matt Maller, Western Region VP, said, “We are very excited to 
have someone with such an array of skills and experience in both 
the consumer goods and commercial industries. She’s an out-
standing addition to our organization and I’m confident Cheri will 
play a key role in providing high quality solutions and support for 
our customers and vendor partners.”

Separately, Highlands also announced an expansion of its foot-
print in Canada, through a new strategic partnership with the 
Montreal-based rep organization Mancini & Associates.

The agreement provides Highlands with extended field sales 
coverage of the eastern provinces of Canada including Quebec, 
Newfoundland, and the Maritime Provinces. 

The two companies plan to launch co-branded digital market-
ing vehicles to provide their distribution partners access to en-
hanced content to better serve their customers’ needs and to 
drive sales, Highlands said.

New Report Says B2B Websites Need to 
Perform Like Best Retail Sites
Business-to-business companies need to follow the lead of busi-
ness-to-consumer websites to meet clients’ rising expectations, 
says a new report from Forrester Research.

All B2B companies can learn from more experienced B2C mer-
chants who have set a standard for customer experience and es-
tablished a series of e-commerce best practices, says the report, 
authored by Forrester analyst Andy Hoar and titled “B2C Sets 
the Standard for B2B.”

Findings from the new study report were first published by 
B2BecNews (https://www.b2becommerceworld.com).

B2B companies can adopt B2C tools such as personalized web 
pages, product recommendations, advanced site search and 
self-help and how-to guides, the report suggests.

Forrester estimates that U.S. B2B e-commerce will grow from 
$855 billion in 2016 to $1.13 trillion by 2020. 

Keeping pace with the exploding market means B2B e-com-
merce professionals compete with the B2C web experience at 
the same time as they compete with B2B rivals. 

A B2B website might need a “more ‘serious’ presentation—with 
first-screen logins and a more businesslike user interface—but 
not a less user-friendly one,” Hoar notes in the report.

B2B websites now must cater to clients who, like B2C site shop-
pers, expect to buy at any time of day, get instant answers to 
customer service questions and even receive same-day deliv-
eries. 

“‘Overnight’ is now slow in a world where two-hour deliveries are 
becoming more commonplace,” Hoar writes.

Industry News continued from page 22
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It's time to embrace the latest 
technology in furniture sales.  

The enitre client-engagement experience 
has been completely reinvented with 

The KITS collaborator™ Mobile, 
an industry leading visual sales tool.  

Navigate through 
interactive catalogs 
from your favorite 

manufacturers.

Build unique 
workplace layouts 
and specify fabrics 

and finishes.

Create stunning, 
high definition

renderings with just 
one tap.  

Provide fully priced 
and accurate 

estimations to share 
instantly.

1.416.499.2457 x 2720

www.kisp.com/kits

sales@kisptech.com

The KITS collaborator™  is the registered trademark and product of KiSP, Inc. 

mailto:sales@kisptech.com
http://www.kisp.com/kits
http://www.bitly.com/KITSdemo


JULY 2016 INDEPENDENT DEALER PAGE 26

continued on page 27 >>

SEEN AT

Like the song says, there may well be no 
place like home, but if last month’s Neo-
Con show in Chicago offers any indica-
tion, office furniture companies are cur-
rently doing their level best to come up 
with something for the commercial work-
space that’s pretty darn close to it.

This year’s show saw the introduction of a 
raft of products with a distinctly residen-

tial look and feel, in response to the move 
away from desktop computers to more 
mobile work tools and continued empha-
sis on the need for flexible, multi-purpose 
solutions.

Also among the key trends: continuing 
emphasis on products to support health-
ier and more active workstyles and a focus 
on how to use furnishings to create and 

foster a strong company culture.

It was one of the busiest shows in recent 
years, with show organizers reporting to-
tal attendance of 53,000, up 6% from last 
year. With an event of that size, it’s impos-
sible to present any kind of broad over-
view but here are some of the new prod-
ucts that were on display at the Mart last 
month.

Zones from Teknion is designed to address the 
need for focus, collaborative and workshop 
areas within the office environment. The 
product won “Best of Competition” and a 
Gold Award in the “Furniture Collections for 
Collaboration” category in the annual Best of 
NeoCon competition.

The Coordinate Height Adjustable Base from 
The HON Company provides a seamless 

transition from sitting to standing and works 
with dedicated rectangle or corner cove work 

surfaces and any HON work surface, including 
Voi and 10500 Series products. The base ranges 

from 25.5”H to 51.5”H to support a variety of 
postures and preferences.



NeoCon ‘16 continued from page 26

Traditional meets modern with the Model B905DW-SG 
from BOSS Office Products. Upholstered in Slate Grey 
commercial grade linen with  a driftwood finished 
frame, the chair may be used in a commercial or home 
office setting.

Designed exclusively for Global by Alessandro Piretti, 
Novello is configured to synchronize the seat and back 
with every movement. It is available in ivory cloud, 
fog grey or black with an optional upholstered back 
cushion. 

 
SitOnIt’s Novo line is designed to offer superior design 
and features at a budget-conscious price. The product 
won a Gold Award in the Best of NeoCon “Ergonomic 
Desk/Task Seating” category. 

5353 Jillson Street Commerce, CA 90040 
Toll Free 1-800-593-1888  / www.bosschair.com  
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The Zenergy Swivel Ball Chair from Safco 
Products offers a new spin on active seating by 
promoting movement through leaning, bouncing 
and swiveling with its 360° swivel base. The 
chair is available in black, blue, green and 
orange mesh; Also in black vinyl. 

Bretford Manufacturing introduced Emoji, a 
new line of desking seating products for active 

learning environments. The line includes five 
different sizes of desks and chairs to cover all 
ages and is available in nine different colors.

PS Furniture’s Müm line is a collection of lightweight, easy-to-relocate “touchdown” or “perch” seating that features one standard top section and a range of alternative bases 
(rock, roll or stationary bottom and high options) to meet different customer needs. The product won a Gold Award in the Best of NeoCon “Education Solutions” category.



NeoCon ‘16 continued from page 28
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Magnuson Group introduced New Port and 
New Wave, a modular desktop tool rail and 
workspace accessory system that’s designed for 
use in flexible private, open-plan, “benching” or 
home-based office spaces.

Manufactured in California and Michigan, Hover 
Benching from DeskMakers features a laminate 

trough system, available in 20 finishes, to 
distribute power, and height-adjustable bases 

in 12 different finishes. The product won a 
Gold Award in the Best of NeoCon “Furniture 

Benching” category.

Dekko’s Low Voltage System charging solution 
offers a technology resource that is easy to 
add-on or integrate into furniture designs. The 
product won a Gold Award in the Best of NeoCon 
“Workplace Technologies” category.



When it comes to branding success stories, few companies—in 
any industry—can match the track record of battery market 
leader Energizer and its unstoppable Energizer Bunny mascot.

Since its introduction in 1989, the Energizer Bunny has been 
seen in more than 115 TV commercials and become a universal 
symbol for anything that continues endlessly, or for anyone with 
apparently endless stamina.

Now, the Energizer Brand stands poised to take its presence 
in the office market to the next level, following last year’s 
restructuring of the company that saw the spin-off of personal 

care brands Shick, Edge, and Playtex and 
a renewed focus on batteries and lights.

Leading Energizer’s efforts in the 
office market is OP Channel 
Director Jason Long, a company 

veteran with a 15-
year record 
of sales and 
category 

management leadership, who is now bringing his extensive mass 
market experience to the independent dealer channel.

“Batteries represent something of an under-the-radar opportunity 
for dealers,” says Long. “The development of an increasingly 
digitized workplace has created new demand for batteries of all 
kinds and the category itself is a natural add–on for any dealer 
seeking to broaden their product mix,” he contends. “The key 
is to have both awareness and education on the potential and a 
partner who can deliver the right kind of marketing support and 
product innovation.”

On the marketing side, the Energizer Bunny pretty much speaks 
for itself, but Energizer’s commitment to product development 
and innovation is also something that just keeps going and going! 

Energizer’s EcoAdvanced line, for example, is not only the 
company’s longest-lasting alkaline battery. It is also the world’s 
first AA and AAA battery made with 4% recycled batteries and a 
powerful symbol of how Energizer enables its dealer partners to 
offer customers both superior performance and a way to support 
environmental responsibility.

Similarly, the latest improvements to the Energizer MAX line mean 
Energizer MAX AA batteries now last up to 30% longer than 

previous Energizer MAX AA batteries in digital cameras. 
They also hold their power for up to 10 years while in 

storage and are designed to protect devices from 
leakage of fully used batteries for up to two years. 

Those products and the full line of office-oriented 
battery solutions will be on display later this month 
at S.P. Richards’ 2016 Advantage Business 
Conference in Washington, DC. Joining Long 
and his team in the Energizer booth (#700) will be 
representatives from the Harbinger National rep 

organization, which Energizer appointed to manage 
their office channel business earlier this year.

“The battery market is still very much a place where 
brand equity counts and Energizer certainly delivers 

on that front and then some,” says Harbinger National 
Managing Partner Moe Shafer. “Energizer has done an 
outstanding job of bringing new value to the category and 

providing dealers with the opportunity to offer a whole lot 
more than just another price-driven commodity line,” says 
Shafer. “We’re delighted to be working with them and looking 
forward to growing sales through the Independent Dealer 
Channel.”

To learn more about how Energizer can keep your battery 
business going and going, stop by the Energizer booth at the 
S.P. Richards show or visit www.energizer.com.

ENERGIZER BATTERIES: 

Where Innovation and Power Branding  
Just Keep Going and Going!

ADVERTORIAL
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•  Long-lasting power for all your devices

•  AA/AAA batteries have in-device leakage 
protection for up to two years after fully used

•  Holds power up to 10 years in storage

•  World’s 1st rechargeable AA battery made 
with 4% recycled batteries

• Our longest-lasting rechargeable battery

• Stays charged up to one year in storage

• Batteries come pre-charged

•  World’s 1st AA battery made with 
4% recycled batteries

•  Holds power for up to  
12 years in storage

• In-device leakage protection

•  Improved! World’s longest-lasting  
AA battery

• World’s highest energy AA battery

•  Holds power up to 20 years in storage

•  Improved! Up to 30% longer lasting  
than previous Energizer MAX®  
in digital cameras

•  Protects your devices from leakage  
up to two years after fully used

•  Holds power up to 10 years in storage

©2016 Energizer   Energizer, Energizer Bunny design and certain graphic designs are trademarks of Energizer Brands, LLC and related subsidiaries

power and lighting needs
m e e t s  a l l  y o u r

h a n d s - f r e e

p e r f o r m a n c e

p r e p a r e d n e s s

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

Stop by the Energizer Booth #700 at the S.P. Richards show and enter 
to win a special Energizer Bunny “Keep Going” GRAND PRIZE

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

Energizer® Weatheready® 
Rechargeable LED Light

•  Turns on when power goes out

• Recharges hundreds of times 

http://www.energizer.com/


As elections draw near and the talking heads go on television with their predictions 

and journalists pen their columns, one message always seems to find its way into 

these reports: All Politics Is Local.

I have always asked myself how could all politics be local when Washington is grid-

locked and clearly not listening to the voters? 

How can all politics be local when we aren’t seeing much done from Congress to help 

support and grow small businesses? 

I’m not asking for Congress or the federal government to step in and give my small 

business a handout, but I am asking them to hear me and other small business own-

ers like me, when we tell them they continue to pass laws and implement regulations 

that continue to keep us from growing.

I decided to test my theory that all politics was in fact federal and not local by inviting 

my Congressman, Rob Woodall (R-GA), to my dealership to join me and other small 

businesses from our district to have an open and honest discussion on the small busi-

ness issues facing all of us. What I found out was a little surprising.

To my surprise the Congressman immediately accepted the invitation. I’ve been in-

volved with NOPA’s advocacy efforts for over 10-years now, so I know how difficult it 

can be to get a member’s attention, much less get them to come out to a business to 

hear complaints about what Congress may be doing wrong. 

Rep. Woodall not only accepted my invitation, but he was there and fully engaged to 

the point his staff had to pull him out when it was time to leave. 

This wasn’t one of those drive by appearances you hear about. This was a real sit 

down conversation.
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NOPA GOVERNMENT UPDATE:

All Politics 
is Local
By Chip Jones



For over an hour we had the opportunity to talk with the Con-

gressman about the continued impact healthcare costs are hav-

ing on our businesses. We had the opportunity to talk about real 

solutions we have in these areas. 

I personally had the opportunity to brief the Congressman’s staff 

back in May on a solution NOPA and other associations have 

supported that would allow for Association Health Plans under 

which small businesses would be able to pool resources to buy 

and offer health insurance across state lines. 

This would finally put us on a level playing field with large corpo-

rations who enjoy these pooling benefits and cheaper rates now. 

We have been pushing this issue for as long as I have been in-

volved with NOPA. We get a lot of support, but none of it ever 

seems to translate into any healthcare legislation that becomes 

law. The Congressman pointed out that this issue is a priority 

among the House leadership and he wasn’t just giving us lip ser-

vice. A week after our roundtable, I was informed that Associa-

tion Health Plan language is part of the official healthcare policy 

solution document released by House Republicans. 

We also had the opportunity to talk with the Congressman about 

tax reform and the need to ensure that any and all reforms in-

clude a level playing field. 

Congress needs to treat S-Corps and C-Corps the same. There 

is no reason why small business shouldn’t get the same tax ad-

vantages as large businesses. Again, we were very pleased to 

hear from the Congressman that these types of issues are being 

dealt with in various pieces of legislation offered by his Republi-

can colleagues.

I left this roundtable very pleased and energized. I guess when 

they say all politics is local, it does include our federally elected 

members of the House and Senate. 

Rep. Woodall really listened and was engaged. He knew the is-

sues we were talking about and he had real policy solutions to 

our questions. 

This wasn’t a politician sitting in front of a group of potential vot-

ers telling us what we wanted to hear or giving us talking points. 

The Congressman knew what he was talking about and put meat 

on the policy bone for us, as they say. 

The Congressman also gave us a reality check on the difficul-

ties he and others face when trying to pass legislation or put the 

brakes on over-burdensome regulations. 

I walked away with a better understanding of what he is up 

against and how I can play a bigger role in helping him push 

issues like healthcare and tax reform over the goal line to where 

they become law and my company benefits.

So, if I can leave you with two things today, let the first one be, 

get involved and take the time to host a small business round-

table at your business. This is easy to do and it will help you 

tremendously. 

Small businesses today have to understand that advocacy at all 

levels has to be part, not only of their business plan but of their 

strategic plan. 

We are competing with millions of other voices on both sides 

of the issues and I can tell you Minton Jones is not willing to sit 

on the sidelines while my large corporate competitors reap the 

benefits from Congress. 

Second, I have been to Washington to “lobby” on behalf of my 

company. This roundtable made it clearer to me why small busi-

nesses need to work closer together on these issues. 

We may all compete on one level, but we need to do a better job 

of working together to be heard on issues we all have in common 

like healthcare and tax reform. 

I belong to NOPA for a reason, but got a better appreciation of 

what their lobbying team does on a daily basis for all of us. 

The work isn’t glorious and most days it makes you want to pull 

your hair out. But I know this is a critical role we all need and am 

thankful for the association and its efforts.

If you have the time I would encourage all of you to host one of 

these events. As American Express likes to say, “Membership 

has its privileges.” 

Getting to know your elected officials in Washington will help you 

and your business be heard. They may not always agree, but the 

more they know about you and your issues, the more you will 

have the opportunity to be heard. 

To learn more about how NOPA can help you organize a small 

business roundtable for your district, contact NOPA’s managing 

director, Paula Kreuzberg (paulak@clemonsmgmt.com).

Chip Jones is president of Minton Jones Company, Norcross, Georgia and a 
member of the NOPA Small Business Advocacy Committee.
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Joshua Benton,  
S&W Manufacturing
Matthew Evert,  
Perimeter Office Prod.
Edward Frenka,  
MAC Papers
Paul Richardson,  
Haworth
Larissa Stenglein,  
National Bus. Furniture
Peter Menke,  
Global Furniture Group
Jared Martin,  
Office Express
Kelsey Thomas,  
Benton Thomas
Madison Auby,  
S.P. Richards
Nathan Kuhn,  
Smead Manufacturing
Brendan Conahan,  
One Point, Inc.
Michael Guidi,  
The Office City
Andrew Miller,  
BKM Total Office

Kristin Schock,  
Haworth
Skyler Fariss,  
Tejas Office Prod., Inc.
Andrew Elrod,  
El Lago Technologies
Madeleine Atkinson,  
Essendant
Maryilyn Guzman,  
Global Industries
Katherine Hoffman,  
Office Advantage
Lauren O’Connell,  
Corporate Environments
Rebekah Gauthier,  
Sayes Office Supply
Chase Miller,  
Atmosphere Com. Int.
Lakeisha Nicholson,  
Kennedy Office
Fiona Marie Agapito,  
Haworth
Caroline Motley,  
Impact Office
Taneisha Woodard,  
Pivot Interiors, Inc.

Darian Eby,  
Perry Office Plus
Christopher Mabry,  
Kennedy Office
Samantha Orlic,  
Global Furniture Group
Justin Sassman,  
ECi Software Solutions
Rhionna Jubert,  
Atmosphere Com.Int.
Thomas Septer,  
Waddell Display Cases
Rebecca Borgman, Eakes 
Office Solutions
Angelina Malamo,  
Gulf Coast Office Prod.
Destiny Monday,  
Danville Office Equi.
Kristin Mueller,  
Forrer Business Int., Inc.
Carly Weber,  
Stone Printing
Ashley Scrivner,  
Goodmans 
Andrew Chapple,  
LA Office Solutions Co.
Charles Smith,  
Essendant

Looking to Strengthen Your Industry 
Knowledge? Join a NOPA Committee Today!

Committee members play a vital role in driving 
the organization's future and in ensuring a 
stronger tomorrow for Independent Dealers.

Find out more by visiting www.nopanet.org! 

What committees exist?
• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!
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NOPA Announces 
2016-17 Scholarship Recipients

NOPAnews
The Scholarship Fund of the National Office Products Alliance (NOPA) last 
month announced the recipients of its scholarship awards for the 2016-
2017 academic year. Forty college students in 20 states were among this 
year’s scholarship award winners. 

“The scholarship committee is proud to be able to help so many deserving 
students this year with scholarships that will assist them in following their 
dreams,” said Scholarship Committee chairman Skip Ireland, president of 
COS Business Products & Interiors in Chattanooga. “We wish each student 
all the best and much success as they look to the future and build their 
paths to success.”

Started more than 50 years ago with a $5,000 donation from Jennie Zachs, 
the founder of the C-Thru Ruler Company, the fund has given more than 
$2.5 million in scholarships to deserving families of office products and 
office furniture dealers. The fund is supported entirely through individual 
and member contributions 

Employees and immediate family members of all National Office Products 
Alliance (NOPA) and Office Furniture Dealers Alliance (OFDA) member com-
panies are eligible to apply for annual scholarships. For more information, 
visit www.nopanet.org or call (410) 931-8100.

http://www.nopanet.org
http://www.nopanet.org
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Last year businesses spent 
$20.8 billion on ad specialties 

and promotional products. Now 
is the time to get in for your 

share of this dynamic market. 
By Michael Chazin 



Selling promotional products taps into a 
basic need just about any business has 
to get the word out about its capabilities 
and gain more customers. It’s been around 
since advertising first started in the 19th 
Century. You may think that in the age of 
online shopping and social media that ad 
specialties and promotional products have 
outlived their usefulness. Think again.

“These old-school advertising specialties 
still work and still provide an effective 
cost-per-impression even though they 
are not digital,” says John Willcox, presi-
dent of Coastal Office & Promo Products 
in Chesapeake, Virginia. “How many hats 
do you have with someone’s logo on 
them,” he asks? “The average bag is kept 
for six months; that online ad is gone in a 
second.” 

Willcox often advises clients to combine 
old-school with digital and suggests that 
customers add websites and email ad-
dresses to any ad specialty items they 
purchase. He refers to that as “durable 
branding.”

Willcox has been selling ad specialties 
and promotional products off and on for 
the past eight years. He contends that it 
is not necessarily the best fit with office 
products but adds that it can definitely 
help improve the bottom line. “We can 
leverage the trust of our current custom-
ers to offset eroding margins in office sup-
plies,” he maintains.

To jump start his ad specialty business, 
Willcox recently became a franchisee of 
the Regency Franchise Group. (See “Pro-
mo in a Box” accompanying this article 
for more information on Regency) 

Robin King is a member of the Indepen-
dent Stationers dealer group and she first 
got into ad specialties about 20 years ago 
when another member introduced her to 
the category at an industry trade show. 
She had no idea what comprised the cat-
egory and was told to look at the booths 
there and see the items with their names 
on them that exhibitors were giving away. 

After attending her first Promotional Prod-
ucts Association International (PPAI) trade 
show, King, president of Schwegman Of-
fice Supplies in Batesville, Arkansas, was 
hooked. Within a year, she had hired a full-
time ad specialties salesperson and was 
selling the basics: pens and coffee cups 
with names and logos. “We started with 
things that were easily understood and 
worked our way up to more specialized 
products,” says King. 

One Point in Scranton Pennsylvania, start-
ed out as a custom printer in the 1980s 
and expanded to sell office products and 
transactional furniture a little over a de-
cade ago. In 2010 the company made 
two key acquisitions, recalls Pat McMa-
hon, president. The first was a Herman 
Miller contract furniture dealership and 
the second was a small promo products 
company. 

“The product line is more like our print-
ing business because you get to design 
it, there is some value added and you can 
be creative with promotional products,” 
McMahon points out.

Tejas Office Products in Houston was al-
ready in the ad specialty business but had 
seen its success fluctuate with the for-
tunes of its customers. 

Recognizing its potential, Stephen Fraga, 
president, actively pursued the acquisi-
tion of another Houston dealer, Office Ef-
fects, which did 30-40% of its volume in 
promotional products. 

“It was a good fit for us because they have 
four clients with ASI (Advertising Special-
ty Institute) company store web sites,” he 
says. “When purchases are made from 
one of those web sites an email is gener-
ated to the Tejas system, we do the fulfill-
ment and then we deliver.” 

Fraga knows that Office Effects personnel 
have the needed expertise to enable him 
to take ad specialty sales to the next level. 
With the acquisition behind him and the 
expertise now in place to run systems and 
fulfillment, he is convinced he can reduce 

costs and drive ad specialty sales in the 
Houston market. 

“We now have seven salespeople, and we 
want them all to talk to their clients and 
prospects about our capabilities for pro-
motional items,” he says. And if his sales-
people aren’t fully equipped to discuss 
all the intricacies of ad specialties, there 
are a couple of people available from the 
recent acquisition who can join them on 
sales calls.

At Weeks Lerman in Maspeth, New York, 
Cindy Ciaccio, chief operating officer, 
relates how the firm has created online 
store fronts for seven larger clients who 
sell their own branded items such as hats 
and T-shirts to employees and customers. 

The latest versions of these web stores 
have become increasingly sophisticated. 
People wanted to see one image of a jack-
et and choose a size. “We had to go out 
and work with an ASI-oriented 3PV to pro-
vide that capability,” she says. The typical 
promotional sale, she adds, are corporate 
event-themed items such as shirts, um-
brellas, hats or golf balls, though the deal-
ership is also finding some success with 
employee reward programs (watches and 
plaques, etc.) with a few customers. 

Like other add-on categories, ad special-
ties and promotional products come with 
their own set of specialized knowledge. 
“Ad specialties can really get complicat-
ed,” explains Robin Baxley, co-owner 
at Best Office Solutions in Waynesboro, 
Georgia. “There are so many different 
vendors and options that you really need 
someone focused on the category.” 

With the wide range of options that come 
into play on most ad specialty orders, op-
portunities for errors can be magnified. 
“And when there are errors you can’t pass 
those off on the customer,” she adds. 
Best didn’t start out with a specialist but 
when one of its employees demonstrated 
her ability to understand the requirements 
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and follow-up aggressively she was given 
the responsibility.

If an office products dealer wants to get 
into promotional products, Willcox sug-
gests that they be ready to handle mar-
keting talk. “It is not a box business,” 
contends. “You need to understand what 
vector art means and be ready to deal with 
someone who says ‘I have camera-ready 
art—just take it off my business card!’”

The whole fulfillment area of ad special-
ties presents an entirely different set of 

activities from the business processes 
dealers are used to, Willcox maintains. 
“Office supply people are used to calling 
in orders and having a box arrive the next 
day,” he says. “Promotional products are 
not like that. There is artwork to deal with, 
order specifics to manage and scheduling 
to work with.”

There are also more uncertainties involved 
with ad specialties. “Unless you go to a 
market and see something or go online 
and order samples, you just don’t know 

what a product is like until you have it in 
your hands,” says King, She says she has 
heard her share of horror stories of people 
who bought ad specialties strictly online 
and the disappointment they experienced 
when the item actually arrived. 

To eliminate that possibility, every order 
gets shipped first to Schwegman’s prem-
ises so all the details can be checked. “We 
don’t have to do art because it is provided 
by the customer,” she adds. Still, with ex-

Cover Story continued from page 36

JULY 2016 INDEPENDENT DEALER PAGE 37

continued on page 38 >>

Statistics: The Advertising Specialty Institute

Earlier this year the Advertising Specialty Insti-
tute (ASI) surveyed buyers to learn what pro-
motional items they like, what they are buying 
and how they use these promotional products. 

When given the statement, “I often shop pri-
marily on price,” 65% of buyers agreed this 
was their approach to buying promotional 
items. Only 10% of buyers disagreed with this 
premise. 

When it came to what products buyers are buy-

ing, the top categories were T-shirts, writing 
instruments, bags, drinkware and polo shirts. 
Other popular product categories included hats, 
calendars, USB drives and desk accessories. 

Seventy-one percent of buyers typically give 
away the promo items they buy. And they are 
fairly divided on how far in advance they plan 
on buying promo products: 22% prepare four 
months or more, 20% just three months, 20% 
say two months, 24% one month and 14% only 
allow three weeks or less. 

When it comes to country of origin, 70% con-
tend they would prefer to buy products pro-
duced in the USA. Six percent of buyers said 
they have no opinion, and 24% were undecided.

Sixty percent of buyers agreed that promotion-
al products provide their company with a good 
return on investment, 68% believe promo prod-
ucts are an important part of their company’s 
marketing mix and 74% think giving their em-
ployees promo products is a way of showing 
appreciation.



perience her people can tell customers if 
there is a potential for problems such as 
when reducing logos to fit on pens. “That 
is another good reason why you need 
someone who knows what they are do-
ing,” she adds.

Dealers need to make sure that their 
graphic capabilities are consistent when 
they produce ad specialties, as they will 
become involved with company branding. 
For example, they need to understand the 
difference between applying ink on glossy 
stock versus matte. 

“When you have to put ink on a golf ball 
and ink on a T-shirt, you have to under-
stand how that will come out,” says Mc-
Mahon. “You can get the PMS number but 
it is not really going to come out the same. 
If you are dealing with high-end marketing 
managers, they’re going to care about the 
color of the red or the color of the green.”

Promotional products are extremely de-
tail-oriented and involve a tremendous 
amount of customer follow up, says Fra-
ga. “You have to get them samples of 
what they’re looking for,” he says. “Then 

you have to follow up with the artwork; 
follow up with the PMS colors. If any extra 
work needs to be done, such as embroi-
dery, you have to be sure it meets their 
marketing and trademark standards.”

Generally, promotional products are not 
purchased by the same people who buy 
office products or break room supplies. 
“They may be marketing people,” says 
Sid Lerman, CEO of Weeks Lerman. “If 
they are marketing people you really want 
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Promo Lite 
Makes for 

Loyal &  
Happy 

Customers

Cindy Light, co-owner at Artlite Office 

Supply Co. in Atlanta, needed to find 

a new stamp vendor. Her go-to vendor 

had just been sold and she needed a 

new, dependable supplier in a hurry. 

That’s when she was referred to Roa-

noke Stamp in Roanoke, Virginia. 

The custom products that Light ob-

tains through Roanoke – stamps, name 

badges, signs and imprinted cups—are 

not a major portion of Artlite sales but 

they enable her to provide a service that 

customers want and expect.

Customers want to order the custom 

items in our catalog because they buy 

all their other supplies from us,” says 

Light. Dealers may not consider custom 

stamps an important product offering, 

but Light contends they are vital to 

maintaining customer satisfaction 

“These specialty products are import-

ant to our customers, and because of 

the custom items we offer it’s easy to 

keep them loyal to us.” And that’s one 

more thing to like about the category: 

There is a lot of repeat business!

Some customers buy replacement ink 

or replacement pads, but frequent-

ly she says they will buy a whole new 

stamp. “At the beginning of the year,” 

she adds, “we are swamped with orders 

from people who didn’t realize that their 

dater ran out.”

And the business is more than just 

stamps and replacement ink and pads. 

Name tags are also big. “Go into any 

car dealership and they all have name 

tags. Or go into an office and there’s a 

name plate on every desk,” she says. 

“Those are all Roanoke products.”

The product line made Light a customer 

but Roanoke’s customer service keeps 

her coming back. Her orders are pre-

pared quickly; rush orders get turned 

around the same day. “I get so many 

emails telling me how fast the order was 

delivered,” she adds. “They really make 

my life easy.”
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to have somebody who can talk intelli-
gently about promotional items.” 

Weeks Lerman has been selling ad spe-
cialties and promotional products for de-
cades. At times, it has employed a spe-
cialist but currently general line sales reps 
there are expected to drive sales of the 
category. They have developed a basic 
understanding of what is involved with 
promotional orders and can handle most 
customer requests. 

“Part of the issue is that it is not a cate-
gory where people necessarily think of us 
first,” says Ciaccio. “We have to do a bet-
ter job of getting people to recognize our 
capabilities in the category,” she adds. 
She contends that to Sid Lerman’s point, 
the company relies on its sales force to 
drive the category because a sales spe-
cialist in promotional products can be 
difficult to find and sometimes even more 
difficult to retain. 

“Generally speaking, we have not had 
the same level of success that we have 
had with other category directors,” she 
says. “Thankfully we have an ASI pur-
chasing specialist who has a lot of expe-
rience in helping suggest products and 
find sources.”

McMahon suggests that dealers look-
ing to get into the ad specialty business 
have a long learning curve to get through 
before they develop a true proficiency. 
“There are a ton of one- and two-man ad 
specialty operations out there where the 
owners are approaching retirement age,” 
he says. He would look to acquire one of 
those operations and gain the knowledge 
and the customer lists. 

To assist with his own ad specialty sales, 
he recently hired a marketing director who 
will work on the transition to sell more 
promotional products and also be avail-
able to join salespeople on sales calls 
when needed.

The marketing approach that ad special-
ties frequently requires can benefit an of-
fice supply dealer who is used to selling 
stationery and coffee. “It can be easier to 
get to talk to someone about printing or 
promotional products because they often 
may not have a regular supplier for those 
items,” says Willcox. “It can be an easi-
er door to walk through,” he adds. “With 
promotional products, you sell an idea. If 
you come up with the right idea for a cus-
tomer, they will almost always buy it.”

McMahon explains that most major of-
fice supply sales have been the result of 
calling on chief financial officers and ex-
plaining how they can save money. Go-
ing forward, One Point is also developing 
a strategy revolving around the needs of 
marketing managers. 

“What I like about promotional products,” 
he says, “is you are talking to a person 
about generating revenue.” He believes 
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that ad specialties can be a growth area 
for his company, especially when it is 
combined with printing.

“We don’t really want to sell ad specialties 
by themselves,” says McMahon. Instead, 

he plans to sell programs that combine 
commercial printing and ad specialties. 
“The last few customers that we have ac-
quired have us doing all of their brochures, 
all of their banners and ad specialties,” he 

says. “Marketing is the opportunity that 
we are pursuing right now and promotion-
al products are a big part of that.”
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Want to start selling apparel, ad spe-
cialties and promo products but don’t 
know where to begin? The Regency 
Franchise Group might just be the an-
swer for your promotional aspirations.

Regency offers independent dealers a 
turnkey approach to sell apparel, pro-
motional products, and print. “Dealers 
can leverage our business model, our 
expertise, our supplier relationships, 
our sales and support teams and our 
technology,” says Peter Redondo, vice 
president/sales for Regency. “All they 
need to do is bring in their customers 
and we help them sell the deal.”

You already know that selling appar-
el and promotional products makes 
sense, and can help offset declining 
sales of office supplies. There is a 
group of select vertical markets that are 
perfect targets for these products, adds 
Redondo, and most dealers already 
have customers in these sectors: bank-
ing, health care, automobile dealer-

ships, franchise businesses, law offices 
and many more.

“You are certainly selling office prod-
ucts within these segments already,” 
says Redondo, “so the opportunities 
to grow revenue are there. By lever-
aging your current relationships, you 
will increase sales, reduce margin 
pressures on office products, and keep 
the competition out.” Dealers can 
maintain their own identity or choose 
to co-brand with Regency, if the dealer 
believes that makes sense for them. 

Franchise options include apparel, 
promotional products and printing, or 
dealers can decide to use the group for 
its office products business as well. Fees 
depend on how much support is select-
ed. “We make money as we help our 
dealers make money,” says Redondo.

More details on the Regency Franchise 
Group can be found on their web site 
at www.regencyfranchisegroup.com or 
by calling 888-268-4513.

Promo 
in a Box

http://www.regencyfranchisegroup.com
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One of the biggest differences between 
selling office supplies and promotional 
items is that business people like seeing 
products with their name emblazoned 
on the side. Show them a normal pen or 
portfolio where you have to negotiate a 
price and it can be tough to get a cus-
tomer interested. “They will fight you over 
the price on a box of Bic pens,” says Fra-
ga, “but the minute you put their name on 
something, they are willing to pay more 
because they perceive the value.” 

The market in Houston is tight right now 
and businesses are reluctant to spend. 
“But they still have to go out and market 
their companies,” says Fraga, He finds 
that in those instances, his people deal 
primarily with marketing or human re-
sources, and the promotional items they 
purchase are used as giveaways or for 
recruiting.

Baxley says that current customers are 
excited by the fact that Best can help 
them with their promotional requirements. 
“We already have relationships so we are 
adding more value to what we can do for 
them,” she says. The items don’t have to 
be pushed quite as much as office sup-
plies and can help companies market 
themselves, which many of them don’t do 
enough. “We really like to suggest ad spe-
cialties that are functional and that people 
are going to keep,” she says. 

The marketing of promotional items is dif-
ferent from the marketing for office sup-
plies. For one, says King, you need to 
develop relationships with the marketing 
contact or whoever is ordering branded 
items. 

“People reorder, but they frequently are 
looking for something new or different, 
she says, “so you have to have a feel for 
that.” Her specialist will attend industry 
trade shows annually and frequently goes 
with a list in hand to remind her what cli-
ents might be needing. Vendors send a 
barrage of emails with the latest items on 
the market and she will save those for fu-
ture reference.

Schwegman also exhibits at B2B shows 
in its market where attendees can see that 
in addition to office products the compa-
ny offers ad specialties and promotional 
products. 

“The shows are a two-way street,” says 
King. “You have the opportunity to show 
people that you sell ad specialties, and 
you also have the opportunity to cultivate 
new customers.” Trade show exhibitors 
tend to be a good market for promotion-
al items. She also subscribes to a service 
that sends out email blasts on promo-
tional items to her customers a couple of 
times a month.

Chambers of commerce are also a good 
target to sell promotional items, suggests 
Baxley. “They do a lot of events and want 
to market themselves,” she says. She will 
scour company calendars to search for 
upcoming events. 

Local golf tournaments represent another 
great target. Best will target the organizer 
of the tournament as a customer for bags 
and sometimes will donate bags with the 
organizer’s name on one side and the 
Best name on the other side. For big tour-
naments they might split the cost with the 
organizing agency. 

Ciaccio explains that Weeks Lerman uses 
its own customer appreciation event to 
markets its ad specialty capabilities. “We 
brand everything with the Weeks Lerman 
name and give away a lot of our own 
branded items so customers can see our 
capabilities.” 

The list of giveaways includes mouse 
pads, cups and umbrellas, plus whatev-
er gets the customer’s attention. Twenty 
different items branded ‘Weeks Lerman’ 
are kept in inventory and turn two to three 
times a year. The dealership is constantly 
out in front of potential customers and ex-
isting customers showing products in the 
category.

One of the biggest challenges dealers face 
when it comes to growing their ad spe-
cialty business is turning an existing sales 

force into one that is comfortable calling 
on marketing directors, says McMahon. 
Knowledgeable salespeople are always in 
demand. “If your reps don’t know enough 
about the products they won’t sell them,” 
says Sid Lerman. “They don’t want to be 
talking to a customer who knows more 
about a product than they do.”

Willcox takes it a step further and sug-
gests that finding good salespeople is im-
portant for every aspect of his business. 
He recently attended a webinar conduct-
ed by INDEPENDENT DEALER columnist 
Krista Moore about finding new salespeo-
ple and bringing them up to speed. 

“I asked if the average Millennial changes 
jobs every three years, and that is about 
the amount of time it takes to make a 
salesperson profitable, what is a dealer 
to do?” Her answer was either find incen-
tives to get them to stay or realign and 
expect they are going to leave after three 
years. 

If you really want to be a player in the pro-
mo products business, adds Willcox, you 
need a separate web site so you appear 
as more than an office products dealer 
who sells imprinted pens on the side. 

“You cannot compete without being a 
member of one of the trade organizations 
such as ASI or PPAI,” he says. They can 
help with the necessary web site and 
membership is mandatory to get whole-
sale pricing. “The whole ad specialty in-
dustry has done a good job of committing 
to an independent dealer network.”

Michael Chazin is a freelance writer specializing 
in business topics based in Glenview, Illinois. He 
has been writing about the office products industry 
for more than 15 years. He can be reached at 
mchazin503@comcast.net. 
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Approximately three years ago, one of 
the wholesalers—I don’t remember which 
one—shared the results of a study they 
had sponsored on the effectiveness of 
prospecting focusing on the strategy of 
offering to cut the competitor’s price to 
promote new business.

I will never forget the results that were 
presented. In front of at least 1,000 dealer 
principals and representatives the whole-
saler revealed that just eight percent of 
the so-called “opportunities” that dealers 
reported generating during the period an-
alyzed—including RFQs, fax order forms 
with adjusted pricing and unsolicited 
quotes—resulted in sustained new busi-
ness.

Eight percent is a pathetic return on in-
vestment, especially when you take into 
account all the time and effort that goes 
into generating such priced quotes.

A rep spends valuable time and emotion-
al effort to obtain the opportunity. Either 
the rep or someone else in the office must 
then create the customized quote that 
often takes multiple hours and invariably 
involves cross-referencing challenges.

And here is the “best” part: Because the 

rep either wouldn’t or couldn’t identify 
any other pain points within the prospect, 
there is a distinct possibility that the quote 
will be passed on to the incumbent sup-
plier for their response and often the in-
cumbent will be asked to match or at least 
split the difference between their current 
pricing and the new offer. 

Such a low level of positive response to 
price-driven quotes ensures that the rep 
will lose faith in their ability to gain new 
business through price-based or any 
other cold calling techniques. It will drive 
down what is considered the acceptable 
margin for the company trying to acquire 
new business and lead to sales stagna-
tion or even degradation.

If you participate in these types of drills, 
you are at least partially responsible for 
bringing down prices in your market or, 
in my terminology, leading the race to the 
bottom.

So, how do you get out of this horrible 
game? I think that there are at least three 
things your company must do to avoid 
what is ultimately a death spiral.

First of all, stop trying to sell to every 
prospect. If the only takeaway your rep 

receives from every call is a fax order form 
or a request to “quote a few items,” in-
struct them to not waste their time.

Secondly, through training, goal setting 
and post-call debriefs, ensure that your 
reps are armed with the right questions to 
determine whether prospects might have 
any pain besides price. From personal ex-
perience I can guarantee that our big box 
friends have created all kinds of problems 
that we can exploit.

Finally, start giving out monetary rewards 
to any rep who finds a weakness besides 
price in one of your competitors. (This 
could be dinner for two or anything else 
that gives them some recognition.)

You must find a way to differentiate you 
and your company from the competition 
without resorting to price-based ploys. 
Next month, we will provide you with 
some very specific ideas to do just that.

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

Are You Leading  
the Race to the Bottom  

When It Comes to Margin Erosion?
By Tom Buxton
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One of the greatest benefits of being an 
executive coach is having the opportunity 
to meet so many dynamic entrepreneurs 
and learn from them. Entrepreneurs are 
definitely in a category of their own. The 
dictionary definition is: A person who 
organizes and operates a business or 
businesses, taking on greater than normal 
financial risks in order to do so.

The entrepreneurs that I meet are definitely 
risk takers, but one thing that successful 
entrepreneurs have in common is that 
they have an organized operating system. 

There are many business operating 
models which we could learn from and run 
our businesses. For me, though, there is 
one model that stands out and that is the 
Entrepreneurs’ Operating System or EOS.

EOS was created by Gino Wickman and 
introduced in his book Traction. Gino’s 
passion is helping people get what they 
want from their business. Today, there 
are over 100 EOS Certified Implementers 
throughout the world; two of whom are 
aligned with K.Coaching’s IDGrowth 
Solutions. 

IDGrowth Solutions is a collection of 
proven methods, tools and resources 
specifically designed for the independent 
dealer channel. EOS is one of many 
easy-to-access programs that can help 
dealers simplify, organize and execute 
their growth plans. 

If interested, you can discover more 
through reading Traction or give us a call 

and we can help determine if EOS makes 
sense for you. For now, I’d like to highlight 
the Six Key Components of the EOS 
Model.

1. Vision. 
We often hear about the importance 
of a mission and vision statement. 
EOS calls it a VTO or a Vision Traction 
Organizer. The VTO addresses eight key 
questions which are to be answered by 
the business owner and their leadership 
team. 

After the VTO is complete, it must be 
communicated and shared by everyone 
in the organization. What are your core 
values, core focus, 10-year target, 
marketing strategy, 3-year picture, 1-year 
plan, quarterly rocks and issues?

2. People.  
Having the right people in the right 
seats is not an easy task. EOS helps 
you analyze your people by using a 
score boarding tool that allows you to 
determine if your employees align with 
the company’s core values. 

Then, to further determine if they are in 
the right seat, you ask yourself if they 
have GWC. GWC stands for: Do they Get 
it?, Want it? and have the Capacity? 

Answering those questions lets you 
easily see the positives and negatives, 
so you can quickly address what needs 
to be fixed and what changes need to 
be made. 

 EOS also introduces the Accountability 
Chart, which offers a different 
perspective from a traditional 
organizational chart. 

This chart uses boxes to show your 
dealership’s functional areas, their 
responsibilities and accountabilities. 

Rather than building your organization 
around the people you have, you are 
thinking about the ideal future state. How 
you think it should be. This is not an easy 
exercise.

3. Data.  
So many entrepreneurs can get all 
wrapped up in the data and numbers 
and lose focus on the Key Performance 
Indicators (KPIs). The recommendation is 
to create a scorecard that you can use to 
take the emotion out of performance and 
have an objective view. 

If you were stranded on a desert island 
for a month, what would be the top 
five “need to knows”, in terms of the 
business data or numbers? 

Some examples might be revenue, cash 
balance, errors, daily run rates and new 
business. Once the scorecard is created, 
that is what gets measured on a regular 
basis.

Vision, People, and Data are the first 
three key components that you must nail 
before moving on to the rest of the EOS 
system. 

Get a Grip on Your Business! 
By Krista Moore
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Get a Grip... continued from page 44

After this is completed, then the real 
issues show up and become more clear. 
Often, real obstacles, barriers or issues 
are masked with people or lack of vison 
or direction. 

Once you get through the first three 
steps, people are aligned and everything 
is transparent. They are accountable to 
the business and to each other.

4. Issues.  
Before implementing EOS, it is likely that 
issues get discussed, but nothing gets 
solved. We hear from many IDGrowth 
clients that the same issues come up 
over and over again. 

People begin pointing fingers or the 
owner feels there are a lot of ideas, but 
nothing is actually getting done. 

The EOS system teaches you how 
to identify, discuss and solve issues. 
This will create an environment where 
everyone is open and honest with each 
other and comfortable when addressing 
the most important problems and issues.

5. Process.  
We all know how important it is to 
document procedures but it can be a 
daunting task. The EOS system suggests 
that 20% of the big steps come from the 
core 80% of your company. 

It’s important that everyone in the 
organization is clear on key core 
processes, but it does not have to be 
overwhelming. 

Some examples of core processes might 
be marketing, operations, accounting and 
customer retention. After the processes 
are documented, employees have greater 
success following them.

6. Traction.  
Once you have all the pieces of the 
system in place, now you can really get 
traction. EOS simplifies leadership team 
meetings, while taking them to a higher 
level. 

The format enables your employees to 
work closely together with a consistent 

agenda and timeline. Individuals report 
into each other how they are doing. Are 
they on-track or off-track to meeting their 
goals? 

This leaves ample time to address issues. 
By following the issue process, you can 
solve issues and make things happen! 

Successful companies are applying EOS 
every day to run profitable, frustration-free 
businesses and you can too. We know it 
works! And that’s why IDGrowth Solutions 
is embracing it and making Certified EOS 
Implementers and training available for 
our members. 

Get a grip and run your business, rather 
than letting your business run you!

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

We’ve Got You Covered!
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Products specific best practices, easy-to-execute strategies, 
documented sales processes, and unlimited access to over 60 
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Visit IDGROWTH.COM Today!
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Want UNLIMITED access to industry-specific training 
and resources?
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It is staggering how many salespeople aim for nothing and hit it 
every time. That’s why planning your sales calls is so important. 
Salespeople who don’t plan are the equivalent of a rudderless 
ship floating aimlessly in the ocean. Their sales calls have no 
direction, they end up asking the wrong questions and their 
customers end up viewing them as unprofessional. 

Preparing for a sales call is a simple process that involves little 
more than asking yourself a few key questions ahead of time. 
Sales managers: Print this article and ask your salespeople 
these questions before every joint call.

1. What do I want to accomplish? Every call should have 
a purpose. Before your next sales call, send your customer the 
objectives ahead of time. In the opening, restate your objective 
and tell the customer why you’re there.

In the customer experience, there are a series of steps that take 
place. These steps define your sales process. Your objective 
should focus on achieving the next step in the sales process. 
For example, if you are qualifying an opportunity, then your 
objective should be to gather customer information. 

2. What questions am I going to ask? Develop a list of 
questions. These questions help guide the needs analysis stage 
of the sales process. These questions also shape buying criteria 
and create distance between you and your competitors. Pre-
pare five or six go-to questions to help you guide the conversa-
tion. Prepared questions help reduce the amount of close-end-
ed questions you ask the customer.

3. What are the common needs for this type of  
customer? Answering this question helps you take the per-
spective of the customer and focus on the customer’s needs. 
Go a step further and ask yourself, “What are the common 
needs in this industry?” A general understanding of indus-
try-specific needs positions you as a professional.

4. What support material do I need? How many times 
have you finished a customer interaction by saying, “I’ll send 
you the information you requested”? Wouldn’t it make more 

sense to have the information available when the customer 
makes the request? 

Prepare support material before the sales call. Make sure you 
have all the collateral material—catalogs, case studies, testimo-
nials, technical data, demonstration material, etc.—that the cus-
tomer needs. Having the information available when it’s needed 
also positions you as a professional. 

5. What resistance do I anticipate? Develop a list of 
objections that would stall the sale. For example, the custom-
er mentions bad timing, lack of budget, new leadership, new 
software, too many changes, etc. Develop a go-to response to 
handle this resistance. Ask yourself, “What is the most common 
type of customer resistance I experience?” And then ask, “How 
can I help the customer get past this resistance?” 

6. What is the customer call to action? Establish next 
steps. Every sales call should have an actionable result for the 
sale to progress forward. Establishing the next step doesn’t 
always mean closing the sale but it should generate positive 
momentum. Before ending the call, everyone should know what 
needs to happen next.

Practice, practice, practice. Practice gives you confidence. One 
salesperson explained they practice every team-selling and 
customer presentation. They practice their presentation to a 
group of mock customers. The group of mock customers gives 
feedback and they practice again. Practice makes perfect.

Pre-call planning is the silver bullet in sales. By planning every 
sales call, you feel more confident and you are better prepared. 
Pre-call planning is a habit any salesperson can develop. No 
matter how rushed you are, how well you know a customer, or 
how routine the call might be, plan the call.

Paul Reilly is president of Reilly Sales Training, a St. Louis-based company 
that specializes in training sales professionals, sales managers, and service 
professionals. For additional information, visit www.reillysalestraining.com or call 
636-778-0175.

Answer These Six 
Questions Before 
Every Sales Call
By Paul Reilly
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“If you aim at nothing, you will hit it every time.” 
—Zig Ziglar
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