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WINNERS’Circle
Go Out and
Spend Some
Money!
No. Your humble editor hasn’t been out in
the sun too long or spent more time than he
should have at one of the parties at last
month’s NeoCon extravaganza.

Chattanooga Dealer
COS Hosts Consumer Show
“Going Green Made Easy” was the theme
of Chattanooga, Tennessee-based COS
Business Products & Interiors’ recent consumer show and, says president Skip Ireland, the event was an outstanding
success, with over 650 attendees and an
expo that featured some 80 vendors.
“We had a lot of fun with some great giveaways and promotions, including a cruise
as our Grand Prize, but our basic goal was
to show our customers how easy it is to
make good decisions in the office and
take some of the mystery out of going
green,” says Skip.
This was the second year COS hosted a
consumer show and Skip and his team
made a special point of using the event to
reach out in-depth to existing customers.
“We wanted to reach out to every department that uses our products—not just
purchasing but IT and marketing too, for
example,” he explains. “Our key contacts
came, but so did a lot of other people.”
The show not only made for a nice “Thank
You” gesture, but also brought a welcome
lift to sales. “We distributed plenty of ‘I
saw it at the show’ forms around the expo

that visitors could fill in and drop off for
more information on any new products
that caught their eye and it worked really
well for us,” Skip reports happily, with
about $4-5,000 in orders directly traceable to the form.
Since the show, Skip and his team have
been hard at work following up on all the
leads generated to keep the momentum
going. “Last year was a great year for us.
We’re still running ahead of the game so
far this year, though with the economy the
way it is, we’re putting a major emphasis
on managing our margins as well,” he reports.

Warren's Office Supplies,
Maine Dealer, Names Winner of
‘Extreme Office Make-Over’ Contest
Springvale, Maine-based Warren’s Office
Supplies has named Susan Rowan, executive director of the Maine Cancer Foundation, as the winner of its Extreme Office
Make-Over contest. The dealership has
already started working with Ms. Rowan
and the sponsoring manufacturers to design her new office. Designs should be finalized shortly and installation will begin
immediately thereafter.

Tucked away in the economic stimulus
package that Congress passed and President Bush signed earlier this year are some
provisions that make spending money—
more specifically, investing in new technology—a very attractive proposition for small
businesses of any kind.
Here’s the deal: The stimulus package accelerates the first-year depreciation of capital equipment bought during 2008 to 50%
of the purchase price, up from the normal
level of 20%. A second provision, aimed directly at small and midsize businesses, increases the amount of capital equipment
purchases that can be expensed as deductions on 2008 corporate tax returns
from about $125,000 to $250,000.
Look at it this way: After buying say
$35,000 worth of computers—maybe new
laptops for the sales team or PDAs for your
drivers—a company could expense
$25,000 on its tax return and also take a
depreciation deduction of $5,000 on the remaining $10,000 of the purchase amount.
In that case, the balance of the depreciation would be spread out in subsequent
years, under a schedule that varies depending on the type of capital asset involved. For instance, the depreciation
window on software is three years; for computer hardware, it’s five years.
Uncle Sam has put a lot of new technology
bells and whistles on sale and even
though markets may be soft and the
business outlook uncertain, it sure would
be nice to find a way to take advantage
of Uncle’s unusual generosity while it
lasts.

CONTINUED ON PAGE 4
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Winnerʼs Circle continued from page 2
The HON Company and Lorell will be providing the desk, files, chairs and other
major furniture pieces, Warren’s indicated.
Samsung, Fellowes and Victor are providing a flat screen monitor, shredder and
calculator. Quartet, 3M, Smead and Sanford Brands are helping with filing solutions, desk accessories, an ergonomic
keyboard tray and a marker board. Warren’s Office Supplies has even taken care
of the details like a wastebasket and
chairmat from Rubbermaid and an anylength sticky note dispenser from Zip
Notes.

recognition for their outstanding ability to
compete and thrive. David recently received honors from his local chamber of
commerce as its “Entrepreneur of the
Year” after being nominated by several
chamber members and voted on unanimously by the chamber board.

work for in San Francisco by the San
Francisco Business Times. The business
journal conducted a confidential survey of
39 of the company’s 53 employees for
their opinion on overall job satisfaction.
CRI was voted 10th best company in the
50-100 employees category.

DCL is only two years old—David and his
wife Cosie started the business, located
on Maryland’s Eastern Shore, in 2006. But
his own industry experience goes back
over 15 years and clearly, the knowledge
and expertise David picked up along the
way is working.

Warren G. Roberts, president of Warren's
Office Supplies, said, “It is apparent
Susan is passionate about the work of the
Maine Cancer Foundation. The organization has a lean budget for office furnishings and Susan has made do with
hand-me-downs and discount deals. Warren’s Office Supplies is pleased to create
and provide a personalized office and
workspace so Susan can continue to
focus on the mission of the foundation.”

“Business has been phenomenal since we
opened,” David reports happily, “and
though things may have slowed down
some in recent months, there are several
large projects looming and we’re still very
optimistic about the future.”

Some of the reasons behind the rating:
flowers and a day off for employees’ birthdays; a hand-delivered box of chocolates
every Valentine’s Day; a St. Patrick’s Day
potato race; annual Halloween costume
contest; a holiday gala; a company history
day to orient new employees, trips to Lake
Tahoe; and a “Feel the Steel Day” offering
employees an optional Flu shot.

Mike Miller Appointed President
of Preferred Office Products

Tricia and the other winners were selected
by readers in a poll from a list of finalists
compiled by the magazine’s editorial staff.

Mike Miller, former president of Miller
Business Systems, has been named president of Preferred Office Products in Dallas. Miller Business Products was started
by Mike's father, Jim Miller, in 1967. Mike
took over as president in 1985 In 1992
Miller Business Systems was sold to BT
Office Products, where Mike served as a
regional president until 1999. More recently Mike was regional president for
Prime Office Products from January 2002
until the sale of Prime to Staples in late
2005.

“I like the interaction and involvement with
other people—my co-workers, our customers, and the individuals I meet through
the boards and organizations I have been
involved with,” Tricia told the magazine.

“This is a great time to be an independent
and I’m really looking forward to being
part of an outstanding team at Preferred
and helping to keep the business growing,” Mike said.

Maryland Dealer Wins
‘Entrepreneur of the Year’
Honors from Local Chamber

San Francisco Herman Miller Dealer
Coordinated Resources Named
One of City’s Best Places to Work

Please welcome David Metrinko of DCL
Furniture Solutions in Centreville, Maryland, to the growing list of dealers gaining

Herman Miller dealer Coordinated Resources Incorporated (CRI), has been
named one of the 100 Best Companies to

Tricia Burke Honored as One of
Louisville's "Most Admired Woman"
Congratulations to Tricia Burke, president
of OEC Office Environment Company in
Louisville, who was recently honored by
Today's Woman magazine as one of the
Louisville area's most admired women.
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Fowler Office Products, Georgia Dealer,
Celebrates First Thirty Years
Congratulations to Todd Fowler and his
team at Athens, Georgia-based Fowler
Office Products, who this year are celebrating the dealership’s thirtieth anniversary.
The company was founded in 1978 by
Todd’s father William A. Fowler. Mr.
Fowler, Sr. retired in 1993 and Todd and
his wife Deborah took up the company.
Over the years, Fowler’s has expanded its
staff to include interior designers as well
as an outside sales force.

Online dealer BuyOnLineNow.com
Launches New Shredder Division
Online office products dealer BuyOnlineNow.com has launched OrderPaperShredders.com, a new online store
specializing in paper shredders. The site
features products from manufacturers
such as Fellowes and GBC and presents
machines using a category system that divides paper shredders by their manufacturer, security level and usage amount or
daily usage limits.
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“We believe happy customers generate healthy
business,” says Ed
Stephens, founder and
president of Stephens
Office Supply in Houston, Texas.

son that independents
should have to settle for
such a tiny portion of the
national contract business when they can
compete on price and
give far better service,”
he maintains.

“Many businesses are
satisfied if a customer
never complains, but we
go way beyond that,” he
states. “We work very
hard to make every customer smile.”

Ed Stephens also believes that independents
must do a better job with
all aspects of online
sales and marketing.
“We realized early on
that to be successful we
had to have an Internet
presence equal to or
better than the big
boxes,” states Stephens,
“so this has been a
major undertaking for us
from the start.

If you listen to Stephens
talk about customer
commitment, you know
it’s a lot more than a slogan at this dealership.
“There’s no way that the
big boxes and the international giants can keep
their customers happy all
the time, simply because
there are so many employees involved that
there’s no way to control
all aspects of the transaction,” he contends.
“That’s where we shine.
Every detail of every
transaction is checked
and double-checked. We
constantly communicate
with every customer, and
it keeps our churn rate
close to zero.”
Ed Stephens began his
industry career in 1975
with Litton, before starting his own dealership in
1977. In 1994, he sold
the business to Corporate Express. Not happy
working for this giant
corporation, he, along
with several associates,
started the current dealership, Stephens Office
Supply.

“We hired a web site designer who made us look
professional and our
search engine is extremely strong. Online
orders have reached 50
percent, and that category is growing every
day.”
If you look at Stephens’
web site you will read
unsolicited
customer
testimonials that most
any business would pay
good money to get.

Making Customers Smile
Stephens Office Supply, Houston
I Management:
Ed Stephens, President; Rick Grigsby,
Operations Manager; Todd Stephens,
IT Director
I Founded: 1997

Now, ten years later, the company is a
major player in the Houston market and
growing rapidly.
Working with AOPD and DPCG (Direct
Purchasing Catalog Group) Stephens has
JULY 2008

“How are you able to pull
this off?” we asked.
“How do you keep customers in such a happy
state?”

I Office Supplies, Furniture
I Employees: 41
I Sales: $12 million
I Partners: AOPD, DPCG, S.P. Richards
I Online Sales: 50%
I Web: www.gostephens.com

steadily built their national account and
GSA business.
Stephens can’t say enough good things
about AOPD, crediting their national contract servicing arrangement with a lot of
the company’s success. “There’s no reaINDEPENDENT DEALER

Ed Stephens’ response:
“It’s our people. They’re
the best, and their
strength goes beyond
being professional and
knowing their jobs. They
understand that our level
of service and commitment to our customers is the top priority
here, and there are no exceptions.”
Sounds as though it’s working pretty
well, doesn’t it?
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Lincoln Office at a Glance
I Management:
Bill Pape, President
I Office furniture, lighting,
architectural products, floor
coverings
I Employees: 75

The name of the game at Lincoln Office,
one of the largest office furniture dealerships in Illinois, is teamwork and operational excellence.
“It’s something that distinguishes us from
our competition although it isn’t readily
visible to the customer,” states Lincoln Office president Bill Pape.
Operational excellence as Pape defines it
is a never-ending quest for process improvement, technology improvement, training personnel to ensure they are as
effective as possible so that the company
can be more responsive to customers, and
the overall ability to handle multiple opportunities—small, medium or large.
“And doing that without adding overhead
that will increase our costs,” emphasizes
Pape.
Lincoln Office has a broad range of customers from major accounts that do several
million dollars a year of business to small
accounts that are looking only to fill the furniture needs of a single office.
“We differentiate ourselves not by selling
products or even selling services, but on
understanding how we can make our customers’ workspace more effective so they
can achieve better business results,” explains Pape. “We add value by bringing customers information that will help them
leverage a lot of the changes that they’re
making in their businesses.”
Another element critical to Lincoln Office’s
JULY 2008

success is its use of technology.
“We have spent a lot of time and money
over the past couple of years building a robust web site and we use it not only as a
marketing tool, but as a sales engagement
tool for our customers and for our sales
people to work with customers,” notes
Pape.
For Lincoln Office, a lot of their success depends on keeping employees focused and
leveraging tools such as the Internet and
electronic marketing effectively in business
processes.
“Most dealerships are using them, but you
really have to keep the focus and the attention on the sales people using them effectively,” says Pape.
The 75 employees that work for Lincoln Office are all people who thrive in a disciplined
environment, which is critical for a processfocused company that puts a premium on
teamwork.
“For us to be effective, everyone has to follow our processes, understand our processes, and understand where they fit into
the mix of us being able to deliver satisfactory results to the customer,” says Pape.
This team-oriented atmosphere is visible at
each of the company’s five locations in Illinois and Indiana where they meet the needs
of clients throughout Central Illinois, Eastern Iowa, and Northwest Indiana.
So far it’s been a very good year. Groundbreaking has begun for a new headquarters,
INDEPENDENT DEALER

I Revenues: $40-$50 million
I In business since 1935
I Premier Partners:
Steelcase, Turnstone, OFS,
Global, Milliken, Vecta,
Brayton, Mayline Group
I Web: www.lincolnoffice.com

which will combine the Peoria and Morton,
Illinois locations, and should be ready by the
end of the year. Sales are also heading very
much in the right direction.
“We are planning on finishing 10-15 percent
ahead of goal for the year,” reports Pape.
“We’ve had very good volume from our
major accounts, but business has been
good across the board.”
Pape expects to see the company grow
even more over the next 12 months thanks
to opportunities in two key vertical markets—education and healthcare.
“We expect to continue to have strong sales
opportunities,” he adds. “We’re focusing a
lot on healthcare. There are a couple of hospital construction opportunities we’re going
to be working on over the next couple of
years and I’d like to be able to say we secured at least one of those for patient or administrative area furniture.”
He’s also looking at growing business in
Iowa and Indiana.
“We’re in three states and cover 62,000
square miles, with a strong presence in the
Central Illinois area,” Pape reports. “As we
get farther away from Central Illinois, there
are a lot of growth opportunities for us. I’d
like to say that by the end of 2009 we doubled the business in our outlying markets.”
By all indications, Pape has the right team
and processes in place to make that happen.
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is.group’s
RDC Program:
Larger Dealers
Offer Their
Perspective

ADVERTORIAL

If you’re a small or medium-sized dealer, it’s not real hard to figure out the
benefits of is.group’s revolutionary re-distribution program. The opportunity
to place a single, $3,500 purchase order and enjoy direct buy pricing from
some 30 key office products, IT and jan-san vendors doesn’t happen every
day. In fact, before is.group introduced its program in January of 2004, it
never happened!

But what if you’re a large, stocking dealer with long-established direct buy relationships with your vendors? What kind
of upside does the RDC program offer you? That was the question we asked three of is.group’s larger dealer members
recently. Here’s what they had to say.

Jim Matgen
Payless Office Products
Omaha, NE

Payless Office Products is a full-line dealership
with a product mix that includes furniture and
promotional products as well as office supplies, computer products and paper. We cover
Omaha and the surrounding area, with some
60 people on the payroll and sales of about
$18 million a year. The is.group distribution
program has been a huge benefit for us.
Omaha is not a major market and many of the
freight companies we used when we were buying the traditional way run their own crossdocking programs here. Back then, it was just
pure guesswork as to when their trucks would
arrive. We’d have a full crew sitting here all
week waiting for our orders and the freight
company would just show up Friday afternoon
with a semi-truckload of Avery, Smead, Tops
and who knows who else. It was a nightmare.
There’s a new rhythm to how our warehouse
operates today and everybody knows what’s
expected of them. It all works so smoothly that
we’ve been able to cut our day-time ware-

house crew by two full-time people. We’ve
had similar benefits on the accounting side.
Our accounts payable person now has time to
handle all the billing for our promotional business because she doesn’t have to spend time
cutting multiple checks for multiple vendors
and trying to keep track of the backorders.
We’ve gone from stocking around 900 SKUs
and a set up that saw us tying up inventory
dollars in products we’d bring in just to make
manufacturer minimums to stocking over
3,200 SKUs that we’re managing so much
more efficiently. Despite adding all those extra
SKUs and increasing our overall direct buys
from 35% to 51% of our total purchasing, our
turns are up from about 13 to 15 times a year.
The program has been incredibly effective from

www.isgroup.org

a margin perspective, too. Margins are up by
200 basis points and in today’s market, that’s
huge. I’ve been in the industry for a while and
did things the traditional way for many years.
Life’s a whole lot easier and more profitable on
the RDC side of things and it’s only going to
get better!

ADVERTORIAL

Bob Chilton
The Phillips Group
Middletown, PA

The Phillips Group is
a large, full-line dealer
that serves southcentral Pennsylvania
with an offering that
includes office furniture and equipment
as well as office supplies. Our supplies
division does about
$24 million in annual
sales with a staff of
78 employees.
We’ve always been a
stocking dealer, so
when is.group rolled

Chip, Harrison & Justin Hummel
Hummel’s Office Plus
Mohawk, NY
Hummel’s Office Plus covers central and upstate New York with a central warehouse and
distribution center and three retail stores. We
have about 85 people on the payroll and our
annual sales are around $16 million. The RDC
program has brought some major operational
efficiencies to Hummel’s. Instead of placing
35 or 40 separate orders to our vendors every
week and receiving all those orders separately, we now place just two or three POs a
week and the product comes in in just one
shipment. Typically, we order on a Monday
and it arrives Wednesday and Wednesday’s
orders come in on Friday. The RDC system
has allowed us to cut one full-time purchasing
person and instead of having our accounts
payables people having to process 35 or 40
www.isgroup.org

out its RDC program back in 2004, we didn’t
really expect to see the greatest benefit on the
buy side, since we were already buying direct
and usually having no problem meeting manufacturer minimums. From the outset, however, I did like the overall concept and the
potential it offered to streamline our purchasing and warehousing areas. Instead of having
to generate and process multiple purchase orders for a variety of different vendors, for example, we now place just one large PO and
that takes care of it all. And instead of having
to be able to receive 10 trucks a day that all
come in at different times, we now receive just
one truck. It always comes in at about the
same time and that enables us to handle the
put away process far more efficiently. In fact,
when the RDC program started, it immediately
made it possible for us to take one person out
of our receiving staff. It’s also cut down the
time spent on reconciling invoices dramatically. A process that used to take one of our
accounting team a full day now takes just a
few hours.

different checks,
they now just
have to deal
with one or two. The program has allowed us
to reduce our inventory by approximately 1520%. Previously, we stocked about $2.1 million, compared to about $1.7 million today
and we’ve gone from a 4-5 week cycle before
to a 3-week cycle with the RDCs. We’ve also
gained much improved direct buy access to
IT supplies, particularly HP products, that we
weren’t getting before. Overall, the RDC program has probably enabled us to add at least

The benefits of the RDC program for Phillips
have not just been operational efficiency, however. Our direct/wholesale purchasing ratio
has gone from being 52% direct and 48%
wholesale pre-RDC program to 65% direct
and 35% wholesale today and we’ve increased our stocking SKUs from about 1,800
items to 2,500. At the same time, we’ve been
able to cut back our stocking inventory from
about $800,000 pre-RDC to $675,000 today.
In other words, the RDC program has allowed
us to stock close to 40% more items while reducing our total inventory dollar value by
nearly 20%. Last year, was one of our company’s best years ever and while there were
many different factors at play, the RDC program certainly made its contribution.

one percent to our gross profit margin.
There’s no question that is.group experienced
some major challenges when it introduced the
RDC program initially but it’s working very
well today. How it works may be a little different depending on your size but I don’t see
any dealer not benefiting from being able to
put purchases from 40-45 vendors on one
order and getting it shipped to them in two
days—especially when you’re getting direct
purchase prices that are typically 15-20%
better than the wholesaler.

Iowa Dealers Move Forward
After Record Floods

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

Last month’s record floods forced at least
35,000 people from their homes and left a
trail of damage and destruction across six
states. In Coralville, Iowa, Dave and Doug
Parson of Frohwein Office Plus got just
twelve hours notice before an overflowing
Iowa River dumped nearly three feet of
water in the warehouse and another eight
inches in their furniture showroom.
“Fortunately, we were able to get about
50% of our total possessions out before
the flood hit and we also saved our computers and phones,” reported Dave, who
was coming off three straight eleven-hour
days when we talked to him.
“We came out of it better than a lot of
other folks,” he said. “We were fortunate
enough to find a new place we could operate from fairly quickly and the business
ended up being down for only one day.
Right now, the worst is behind us and
we’re looking towards a remodeling job in
the showroom and hopefully, a lift for our
contract furniture business as things start
getting back to normal.”
In Cedar Rapids, Steelcase dealer Pioneer
Workspace Solutions was “incredibly
lucky,” reports COO John Wasta. “Our dealership suffered no damage and we’re getting a lot of quick business as customers
turn to us to help them get back up and running. But it’s still been overwhelming.”
John told of driving out to customers after
the floods hit and seeing trash piled 4-6
feet high along 20 blocks of downtown
Cedar Rapids. “We’re in good shape but
every time we turn round, we’re dealing
with someone who’s facing a catastrophic
loss of some kind,” he told us.
Pioneer has been quick to help where it
can. After flooding gutted the headquarters of a local senior citizens support organization, the dealership made tempJULY 2008

orary office space available for its six-person staff.
John also paid generous tribute to Steelcase for its support following the flood.
“Steelcase has been very proactive about
contacting us and providing special pricing and additional support for customers
needing help,” he said.
Matt Parrott & Sons operates in three locations—Waterloo, Cedar Rapids and
Iowa City—and, says president Chris Vadner—while all three cities suffered flooding, the dealership’s offices were spared.
A 25-year veteran of the company, Chris
took over as president June 1. “Just about
everyone here had homes damaged or
family members with damage,” she reports, “but everybody’s doing what they
can to help and get things back to normal.
The business suffered some temporary
disruptions and getting freight in and delivered was difficult for a while but overall,
we feel very fortunate. It could have been
much worse.”
INDEPENDENT DEALER
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Industry News continued from page 12
Office Depot Encounters More Problems
with State Contracts in Georgia and Florida
Following allegations earlier this year of
pricing irregularities and other practices
that led to significant overcharges, the
Georgia Department of Administrative
Services (DOAS) last month advised Office
Depot that it would be debarred from participating in the state’s office supplies contract for one year, or until it completed a
rebid process for that contract, whichever
came first.
Office Depot had held a sole-source contract for office supplies with the state valued at about $40 million a year but that
contract was terminated in February.
DOAS commissioner Brad Douglas told
the Atlanta Journal Constitution he found
mis-marked items on the Depot-run state
of Georgia web site months after the company was notified there were problems.
“This supplier simply failed to perform,”
Douglas said.
NOPA chairman Joe Garrigan, president of
Garrigan’s Office Plus in Springfield, Ohio,
hailed that termination and last month’s
debarment as a “ground-breaking victory
for Georgia dealers.”
Added Garrigan, “I hope this bold step in
Georgia will encourage office product dealers across the country to continue their
push for a more balanced competitive
playing field in state and local government
contracting.”
Meanwhile, in Florida, the state’s attorney
general is investigating Office Depot for alleged “bait-and-switch” tactics in its office
supplies contract with state and local
agencies, the Palm Beach Post newspaper
reported.
At issue, the newspaper said, is Office
Depot's four-year contract with Florida
worth a potential $180 million. There is no
guaranteed dollar value in the contract but

sales totaled $46 million in 2007, the first
year of the agreement, a spokesman for
the state Department of Management
Services told the Palm Beach Post.
The state is looking into whether the company offered low-price items in its contract
but later sold higher-priced alternatives, according to the newspaper, which reported
the civil inquiry in Florida comes on the
heels of similar investigations in at least
four other states where auditors have questioned Office Depot’s pricing on state contracts, citing frequent overcharges for pens,
envelopes, scissors and other supplies.

“The Office Depot investigation is active
and ongoing,” said Sandi Copes, spokeswoman for the Florida Attorney General’s
Office. “We investigate when we believe
there may be violations ... particularly when
there is a discernible pattern of alleged behavior that would violate the law.”
For more on states where Office
Depot's pricing practices have come
under scrutiny, visit INDEPENDENT
DEALER’s Depot State Contract
Watch section on the web:
(www.idealercentral.com/id_watch.html).

Contract Controversy
According to the Palm Beach Post, five states have put their office supplies contracts with Office Depot under the microscope.
North Carolina: In May 2007, the state auditor reviewed its contract with Office Depot and found pricing errors. In response,
Depot credited the state about $41,000.
Georgia: The state canceled its $40 million, 11-month-old contract with Office Depot in February, saying the retailer frequently
mis-priced items. An analyst hired by independent office products
dealers estimated that the state was overcharged by more than
$1.2 million; an auditor hired by the state said the errors totaled
about $200,000.
California: State officials launched an audit in March in response
to concerns that the state was overpaying. State legislators recently questioned company executives about the concerns.
Nebraska: The state auditor said in April that Office Depot had
overcharged by as much as 400 percent on some items. The
state is seeking new bids for its office supplies contract.
Florida: The attorney general is investigating concerns raised by a
former Office Depot employee accusing the company of "bait and
switch" in its contract with the state.

CONTINUED ON PAGE 14
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Industry News continued from page 13
Florida County
Audit Finds
‘Significant Pricing Issues’
with Corporate Express Supplies Contract
Local government purchasing officials in
Collier County, Florida are being asked
to consider re-bidding their current solesource contract for office supplies with
Corporate Express, following an internal
audit that alleged numerous performance issues and concluded the county
is not receiving discounts in accordance
with bid specifications, according to a
copy of a Management Advisory from
county internal audit manager Anthony
C. Fernandez obtained by INDEPENDENT DEALER.
The county last year awarded its office
supplies business to Corporate Express
on the basis of a bid in which Corporate
Express offered a 61% discount off
prices in its own annual Sourcebook
catalog.
Internal auditors’ review of the actual
prices paid under the contract from December 2007 through April 2008 found
“significant pricing issues” that “warrant
continued evaluation by Purchasing with
a potential view towards re-bidding the
contract if appropriate remedies cannot
be instituted.”
Issues of concern to the county’s internal auditors included:
Problems with validating contract
pricing. County auditors found 38% of
high-use products invoiced could not
be verified in Corporate Express’s
2007 or 2008 Sourcebook when they
attempted to match products invoiced
by the company against its Sourcebook catalog pricing.
County departments purchasing
non-bid products at higher rates.
County auditors said they have identified a number of products invoiced by
Corporate Express during the review
period that did not receive the conJULY 2008

tracted 61% discount. Their report
provides a list of such items showing
an average discount of just 17% instead.
Price increases unsupported by bid
specifications. Subsequent to the
contract taking effect, Corporate Express provided a quarterly List Price
Guide for confirming prices explaining
that Sourcebook prices are updated
on a quarterly basis, according to the
auditors’ report. However, the auditors
maintain that county expectations
based on bid specifications were for
only yearly price increases. “The specifications did not address quarterly
price changes, but rather anticipated
only annual changes,” according to
the report.
Issues with online ordering. Bid specifications required an online ordering
system and Corporate Express made
available its E-Way online system for
the bid. A comparison of catalog pricing and pricing on E-Way during the
review period found 73% of sampled
items priced higher on E-Way, reflecting a 15% difference from the List
Price Guide and a 19% mark-up compared to original bid price.
Among the auditors’ conclusions:
I The contract that the Board of
County Commissioners awarded
…is not being invoiced in accordance with bid specifications.
I Corporate Express is offering
non-bid products to County
departments at less than a 61%
discount.
I Corporate Express is raising
prices on a quarterly basis, a
practice not supported by bid
specifications.
INDEPENDENT DEALER

I Pricing is not consistent
between the online E-Way system
and the List Price Guide
I The fact that a number of high
use items are seemingly not
included in the Corporate Express
catalog makes price validation
unfeasible for Accounts Payable.
Auditors said the county should consider re-evaluating the bid because “the
failure to confirm catalog prices for a
significant segment of high use items
casts doubt on the process, which is
also evidenced by the confusion surrounding how often prices may be adjusted, and which products are ‘bid’
versus ‘non-bid.’”
They also said the county should compel Corporate Express to provide a
source catalog for all high use items to
facilitate price validation and institute
controls to ensure pricing in the company’s online system reflects the appropriate source catalog. They said these
and similar measures were critical to
“ensuring that the county pays a fair
price for office products.”

CONTINUED ON PAGE 15
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Corporate Express Accepts Staples Offer

Officers for the 2008-2009 year are:

It seemed to take forever to bring the
blushing bride to the altar and the groom
and his family certainly ended up spending
far more on the effort than they originally
expected.

I Chairman: Craig Bartholomew, Reporter Big Sky Office, Billings, Montana

But after Staples raised its bid for the
fourth time—to 9.25 euros per share, close
to 30% more than its initial 7.25 euros per
share offer—Corporate Express said its
board was endorsing the deal and recommending it for acceptance to shareholders.

I Treasurer: Chris Peterson, Warden’s
Office Products, Modesto, California

Including Corporate Express debt being assumed, Staples said the transaction is valued at about 3.1 billion euros ($4.8 billion).

I Vice Chairman: Jordan Kudler, Crest
Office Products, Long Island City, New
York

I Secretary: Kenny Sayes, Sayes Office Supply Alexandria, Louisiana

OPWA to Honor Pentel’s
Tim Fallihee at Upcoming Conference

While Staples CEO Ron Sargent described
the deal as “a win for customers, employees and shareholders,” the biggest smiles
were probably reserved for Corporate Express shareholders. Before takeover rumors started circulating back in February,
their stock was trading at around 4 euros,
with little prospect of significant upward
movement any time soon.
What happens next? One investment analyst told the Associated Press he thought
the deal might lead to a similar tie-up between Office Depot and OfficeMax in an
effort to maintain their position against
their new mega-competitor.
Meanwhile, most independents we talked
to were expecting Staples and Corporate
Express to need at least two years to iron
out operational issues and looking forward
to an opportunity to add some new sales
and management talent as the new organization started letting people go as part of
their streamlining efforts.

is.group Announces New Directors,
Board Officers
The is.group dealer co-op has announced
the election of three new directors and its
officers for 2008-09. The new directors,
elected by member shareholders at their
annual meeting, are:

Tim Fallihee
The Office Products Wholesalers Association (OPWA) will present Pentel of America’s Tim Fallihee with its 2008 Leadership
Award. Fallihee will receive the association's highest award at a special President's Dinner on September 10 during the
2008 Office Products Executive Summit,
which takes place September 9-11 at the
Stein Eriksen Lodge in Park City, Utah.
“Tim Fallihee is a person truly deserving of
the OPWA Leadership Award. He possesses the highest standards of industry
professionalism and integrity,” said OPWA
president Joe Templet of United Stationers. "OPWA is indeed pleased to recognize Tim's many achievements and
dedication throughout his career."

I Jordan Kudler, Crest Office Products, Long Island City, New York
I Kenny Sayes, Sayes Office Supply,
Alexandria, Louisiana

In two short years, he was promoted to district sales manager and then to western re-
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Tim is currently serving on the Board of Directors of the American Office Products
Distributors (AOPD) and on the City of
Hope Dinner Committee.
Tickets for the Awards Dinner, which will
benefit the OPWA Educational Foundation,
are available from OPWA headquarters (410931-8100/opwa@clemonsmgmt.com).

S. P. Richards Launches New Web Site
for HP Products
Wholesaler S. P. Richards has announced
the launch of a new web site dedicated to
Hewlett-Packard products built specifically for S. P. Richards and HorizonUSA
dealers.

Fallihee began his career in the office products industry as an independent manufacturer's representative. Thirty years ago, he
joined Pentel and became its sales representative in the Pacific Northwest.

I John Hauptstueck, Rosa’s Office
Plus, Richmond, Indiana

gional sales manager. He later became the
national sales manager for Pentel's Commercial Division, and was named director
of sales for all sales divisions in 2003.
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Located at www.hpdealerinfo.com, the
new site provides dealers with an extensive assortment of information and materials including current HP programs and
promotions, what is new at HP, product information and training, selling strategies,
selection guides, support, frequently
asked questions, and where to go for more
information.
“We believe this will be a great resource for
all of our current and future HP customers,” HP sales and marketing manager
Jennifer Huckeba said. “Through this web
site, dealers are able to do everything from
choosing the right HP printer for a customer to downloading the latest promotional materials.”

Sam's Club Testing New
Small Business Concept in Houston
If you’re anywhere near Houston in the
next few months, you might want to stop
by Sam’s Club Business Center, a new
store concept that is currently being tested
by Wal-Mart's Sam's Club division that focuses solely on its small business customers.
“We're going to try one and see what happens,” said Sam's Club CEO Doug McMillon told reporters at a news conference
just before Wal-Mart’s annual shareCONTINUED ON PAGE 16
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holder's meeting. “If we like the financials,” then the company will
convert Sam's Clubs to the new concept in certain locations that
cater heavily to small business owners, as does the Houston location.”
Wal-Mart said the new business center club would have more of
the items small business owners are looking for, including juices,
tobacco and office supplies, and fewer items that might appeal to
individual shoppers, like apparel and patio furniture.
The pilot store is located at 2827 Dunvale Road in Houston and
features a copy/print service center and ink cartridge refills as well
as office products.

Smead Introduces
“Reseller Central” Information Hub
Smead Mfg. recently launched a new area of the company’s web
site designed to give independents access to everything they need
to create compelling marketing campaigns for Smead products.
Located at www.smead.com/reseller, Smead’s Reseller Central
includes flyers, advertisements, product images and web banners. Dealers can quickly register with an e-mail address.
“Smead has long provided comprehensive support for our independent dealers. Reseller Central is the latest resource for this
important group,” explains Tom Sullivan, Smead vice president
of sales. “These dealers now have the freedom to customize marketing programs to reach their sales force and customers more effectively.”
Resources include current promotions and PowerPoint presentations on a variety of new and popular Smead products. A comprehensive product image library allows dealers to search for
images by item number or by category. In addition, dealers can be
notified when tools and resources are added to the site by registering for e-mail alerts.

Thalerus Introduces Revamped
Web Site, Go Green Catalog
Dealer technology provider the Thalerus Group has introduced a
revamped web site at www.thalerus.com that provides the latest
information and news about its software solutions and services.
The web site offers an interactive demo of Thalerus’ latest e-commerce solution, Vendere AIM, designed for "stand-alone" dealers
searching for a new web store front-end for their customers. In addition, an interactive Learning Center allows visitors to view videos
and PowerPoint presentations on Thalerus’ software solutions.
Separately, Thalerus announced release of its Go Green Catalog,
which gives dealers the ability to present a wide array of wholesaler-supported products made of recycled and post-waste content. Thalerus has made this a standard part of its Vendere web
store configuration at no extra charge to the dealer, the company
said.

Industry Veteran
Frank Fonteyn
Announces Retirement
Those who know him probably
won’t believe this anyway, but industry veteran Frank Fonteyn, who
has been what seemed like a permanent fixture on the association/dealer group side of the
industry for many years, has announced his retirement, effective
June 30.
Most recently, Frank has been serving as marketing coordinator
for the International Business Products equipment dealer group
(IBPI). In a career that spans over 45 years, he also served as executive director of the National Office Machines Dealers Association (later BTA), executive director of the National Purchasing
Association, and executive vice president of TriMega.
“IBPI and the industry has benefited immensely from Frank’s dedication over the span of his career and his deep knowledge of the
dealer community and the companies that serve them,” commented IBPI executive director Randy Horshok. “We wish Frank
and Susie, his wife of 43 years, every success and happiness as
they begin their new adventures.”

NeoCon Wrap Up: Still a Solid Show,
Despite a Soft Economy
It may not have been the busiest NeoCon in history, but despite
all the problems in the overall economy and BIFMA forecasts of
declining shipments for the year, last month’s gathering of the office furniture clans in Chicago was still a solid show by most accounts.
Show organizers Merchandise Mart Properties reported attendance of approximately 50,500, down 4% from last year. But even
though the elevator lines were shorter, the show was plenty long
on innovation and the overall mood on most floors at the Mart
was surprisingly upbeat.
As it has in recent years, environmental concerns were front and
center, with multiple shades of green on display throughout the
show. The Mart itself celebrated its recent LEED Silver certification from the U.S. Green Building Council and for the first time, an
exhibitor focused exclusively on furniture recycling, Davies Office
Refurbishing, earned a prestigious “Best of NeoCon” award for
one of its products, a remanufactured version of Herman Miller’s
Ethospace system.
Best of Competition honors in this year’s “Best of NeoCon” went
to Herman Miller for its Teneo storage furniture line.
CONTINUED ON PAGE 17
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office furniture including veneer casegoods, conference room tables and support furniture, occasional tables and office seating
and was an early adopter of global sourcing.
NORUS product lines involved in the deal include its Chatham
and Aberdeen veneer casegoods lines, the Hennessy and Nathan
conference table lines and the NORUS line of occasional tables.

Balt Lecture Station Wins Design Award

Herman Miller’s Teneo Storage Furniture
Herman Miller also was recognized during NeoCon as OFDA’s
2008 Aligned Manufacturer of the Year. The award, based on an
anonymous dealer survey conducted by the association, recognizes manufacturers that most consistently and effectively support dealers in areas of highest dealer concern.
Also recognized in the Aligned Manufacturer of the Year category
were:
I Teknion (Silver Award)
I Steelcase (Bronze Award)
I Kimball Office (Service Award).
In the Non-Aligned Manufacturer of the Year category, honors
went to:
I Global Total Office (Gold Award)
I Sitonit (Silver)
I Affordable Interior Systems/AIS (Bronze)
I The HON Company (Chairman’s Service Award)

HPFI Celebrates Fiftieth Anniversary
This year’s NeoCon had a special dimension for HPFI (High Point
Furniture Industries), as the casegoods and seating manufacturer
celebrated its fiftieth anniversary. To mark the occasion, the company held a special anniversary reception, where current staff and
business partners toasted founder Harry Samet and his wife
Joan.
“HPFI turns 50 and our last fiscal year, which ended in April,
turned out to be our best since 1990,” commented vice president
of sales and marketing Mike Wissman. “Our success has been
with the independent dealer community and we deeply appreciate the support they have provided to our company over the past
fifty years and that they continue to provide today!”

Latest Mayline Acquisition Expands Casegoods,
Conference and Occasional Tables Offering
Following its purchase earlier this year of San Jose-based casegoods and seating manufacturer AVA, the Mayline Group, Sheboygan, Wisconsin, broadened its product offering still further recently,
with the acquisition of several product lines and key assets from
NORUS Office Furniture of Winston Salem, North Carolina.
NORUS is a designer and distributor of transitional and traditional
JULY 2008

Congratulations to the Balt
Division of Moore Co., Inc.,
recent winners of a Platinum
award in the prestigious
ADEX Awards program.
Sponsored by Design Journal magazine, the awards
recognize design and engineering excellence and are
selected by an anonymous
panel of design industry professionals from some two
thousand product entries.

EL Train

HON Helps Design Team
Take the EL at NeoCon
At NeoCon, the HON Company sponsored a team from
the SmithGroup architectural
and design firm in Canstruction, a design/build competition that took place during the
event. SmithGroup’s entry: a
sculpture of Chicago’s historic
EL train made entirely out of
canned foods. At the close of the exhibition, all of the food used
in the structure—nearly 5,000 cans—was donated to a local food
bank.

BIFMA Releases Furniture Sustainability Standard
for Review and Comment
http://standards.nsf.org/apps/group_public/document.php?document_id=1626&wg_abbrev
The
Business and Institutional Furniture Manufacturers Association (BIFMA) International and NSF International (NSF) have released a proposed new Furniture Sustainability Standard for
public comment and review. To review the standard and post any
comments, point your web browser to:
http://standards.nsf.org/apps/group_public/document.php?document_id=1626&wg_abbrev
“By employing this open and balanced consensus process, we’ve
ensured that a broad range of perspectives have been considered in this standard,” said Thomas Reardon, BIFMA’s executive
director. “I applaud the dozens of individuals who have lent their
time, talents and knowledge to the creation of this important standard that will guide the development of more sustainable furniture
products and processes going forward,” he added.

INDEPENDENT DEALER
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Looking Ahead
to the Next

Generation
Think of a succession plan as an
insurance policy for the family business
Don’t talk to most family-owned office products and office furniture dealerships about succession planning. We contacted nearly a dozen family
businesses for this article and most refused to talk because they didn’t
have a plan, or if they did, they were still reeling from succession issues
and had no interest in rehashing unpleasant memories.

CONTINUED ON PAGE 21
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Of the four dealers gracious enough to speak with us, two have
taken a more informal approach while two are working diligently
on more formal succession plans. But sadly, these four dealers
are probably in the minority when it comes to planning for the
long-term future of their businesses.
There are many reasons to have a succession plan, but the most
compelling is to ensure that the dealership continues without disruption or interference from heirs after the founder steps down or
passes on expectedly or unexpectedly.
A succession plan also creates a value for the business for estate tax purposes, allows for liquidity for the deceased’s estate,
and offers assurance that the decedent’s heirs receive a reasonable price for their business interest.
“It’s one of the most important things a family business can do
and very few of them do it…at least in a timely way,” says Ernie
Doud, managing partner, with DoudHausnerVistar in Glendale,
California. Doud works frequently with family businesses making
an inter-generational transition.

No matter how it’s addressed or when it’s addressed, succession
planning is not an easy issue to deal with. Many families don’t
start dealing with it until after a founder or parent passes away or
is unable to handle the day-to-day activities of the business.
When that happens, there’s tremendous emotional stress that can
sometimes be damaging to the family structure and the business.
Although succession planning experts recommend putting together a formal plan and consulting with those who understand
the complex issues associated with succession planning, an informal approach is at least better than ignoring the issue until it
can no longer be avoided.
“An informal plan is fine as long as you broach the subject and
work on it,” says Doud. “If you do nothing, there are usually all
sorts of important decisions that end up getting thrust on a family and a business in a time of emotional trauma. That’s usually a
crummy time to have to make those decisions and usually doesn’t go very well.”

The Informal Route
The brother and sister management
team of Tricia and Kelly Burke
at OEC in Louisville.

OEC in Louisville, Kentucky is typical of
many family businesses. Nearly 18 years ago the
company was suddenly thrust into a crisis when
its founder died of a heart attack.
Although OEC had no formal succession plan,
family members were ready to step in and take the
helm. Kelly Burke, took over as president soon
after his father’s death while his sister, Tricia, who
worked in the family business while in high school
and in college before starting her own career, returned to the business. Today she serves as president while Kelly is chairman.
Even though OEC did not have a formal succession plan, things have worked out well and there was
none of the disharmony so common to families who operate without a plan. Yet, Tricia acknowledges the
importance of succession planning.
“There’s definitely value to succession planning, because things could have taken a different turn,” she
says.
Tricia concedes that the company still doesn’t have a formal succession plan in place, but they have a
plan going forward. “If my brother retires before I do, I will most likely become chair and I’d hire someone to be president.”
The company is currently working on operational and strategic processes that will help position it for the
future, but formal succession planning still remains on the back burner.
JULY 2008
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Rob Perers, president of American Business Interiors in Melbourne, Florida, took over as president after his father
stepped down from that position nine years ago. Perers had originally entered the business straight out of college. Initially, he recalls,
he had no intention of staying, but quickly found he truly enjoyed the business.
After Perers expressed his interest in carrying on the family tradition, he and his father outlined the path he needed to take before he
would be entrusted with the company’s leadership. This involved working in various roles within the company so that he had a fuller
understanding of the business.
“There was definitely an outline of objectives and core
competencies I needed to develop,” recalls Rob. “Working with my father everyday was huge. He played an active role in making sure I understood the business.”
Starting in sales, Perers moved into the service group
and managed it for a time before moving back to sales
and becoming sales manager. In 1999, he took over as
president.
Asked why there wasn’t a more formal succession plan in
place, Perers responds, “In a large firm and if my father
wasn’t so active, I could see that being necessary. Being
a small business and him actively involved, we could
constantly massage and revisit our plan on a weekly or
monthly basis.”
Overall it was a smooth transition, but not without some
minor bumps.

Ralph Perers and son Rob of American Business Interiors in Melbourne, FL

“My father had his own regime with the people he hired
and who worked under him for many years,” notes Perers. “As I was taking on more responsibility and moving
up in the organization, there were some challenges trying

to earn the respect and trust of those people who had loyalty to my father.”
Perers was able to earn that trust by showing people that he was committed to working hard and that he wasn’t just the boss’s son
taking an easy path to a leadership role.
At this point, Perers doesn’t have a succession plan in place for his children—not too surprising given that they are six, four, and three
years old. But there is an informal strategic plan should something happen to him.
“I have good leaders who could keep the business running,” says Perers.

According to Plan
Jeremy and Ray Bourret and
Dave and Bob Shulman of
Suburban Office Products

Suburban Stationers in Middletown, Connecticut is in the early
stages of implementing its succession
plan. Suburban has been in business
since 1979 and is owned by Dave Shulman and Ray Bourret. About five years
ago the two began thinking about the
future and what would happen to the
business after they were gone.
CONTINUED ON PAGE 23
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Coincidentally, each of them had a son who had just graduated
from college. So why not bring them into the business and pass
the legacy onto them, provided they could work together?
Shulman and Bourret approached the boys in 2004 and discussed where the business could go and what they could do with
the business if they were interested.
The two sons spent time working in the warehouse and driving
delivery trucks as they began working their way up through the
organization. They’ve taken on more managerial responsibilities
since then, including personnel management and are now responsible for customer service and learning sales and marketing.
“We felt it was important that they started at the bottom and
worked their way up and progressively became more and more
managers rather than just employees of the business,” says
Shulman.
The two partners never lost sight of the big picture though.

notes Shulman.
That all began four years ago. Within a year of bringing the boys
into the business, Shulman and Bourret started working with an
insurance agent/financial planner.
That plan looks at the business over the next 10 years and considers where the two heirs are expected to progress over that
time. Shulman expects the transition to take 15 years.
Even with the guidance of an insurance agent/financial planner,
Suburban still didn’t have a formal plan in place and it was clear
to the partners if this wasn’t addressed, there might be legal issues down the road. A few months ago they hired an estate planning attorney to complete and formalize this plan.
“We’ve since completed this work and have a document we’ll
work from going forward,” says Shulman. “We feel very comfortable now that there’s a mechanism for the succession to take
place.”

“Right from the start we told all of our employees that this was
the plan and that there was nothing going on behind their backs,”

Four generations of leadership at
Hummel’s Office Plus: (Left to
right), current president Harrison
J. “ Chip” Hummel III, his father
Harrison Jr., a portrait of company founder Harrison J. Hummel and Chip’s sons Harrison IV
and Justin.

Hummel’s Office Plus in Mohawk,
New York is in the midst of a succession plan as its third-generation chairman, Chip Hummel, prepares for the
future. This is the company’s first formal
succession plan and is being developed internally with a little guidance from seminars that Chip has attended at S.P. Richards and
is.group events.
Hummel has two sons, Harrison and Justin, and a daughter, Solace, working in the business and all are involved in outlining the company’s succession plan for the future.
The second and third generations were not as fortunate. Hummel’s grandfather, who started the business, died suddenly of a heart
attack, which meant Hummel’s father, then just 19 years old, was left to carry the torch.
When Hummel was 23, his father announced that he was stepping down as chairman, handing over the company to Chip. Now 32
years later, Chip is making sure that all the ducks are lined up before he steps down as CEO, even though he intends to remain, albeit on the sales side.
Less than a year ago, Chip and his family, along with the company’s vice presidents, began laying the foundation for the company’s
succession plan. Chip expects the process to take three to four years.
“What we’re doing is going through a strategic plan,” says Chip. “We’re basically planning for the future of Hummel’s.”
So far, Chip hasn’t found it necessary to bring in outside help in formulating a succession plan. “We have not done that yet and that’s
not to say that at some point we won’t.”
CONTINUED ON PAGE 24
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Currently, the family is scrutinizing the business so that everyone has a better understanding of each of their responsibilities and the
roles of the company’s eight vice presidents.
The family meets regularly about the succession plan and everything discussed is recorded in writing by an executive assistant.
Although the succession planning is being done primarily by the Hummels, Chip and Justin acknowledge the importance of the input
of its team of vice presidents in laying out the plan’s foundations.
“All are focused on the strategic plan and understand we’re going through a succession plan,” says Justin. “Those folks have gone
above and beyond what our expectations of a family could be, supporting us through this process.”
Each of the Hummels has taken on more responsibilities in addition to their current roles as they plan for the future. Justin is primarily responsible for the retail stores and the marketing division, Solace is the vice president of finance, and Harrison handles the IT side
of the business.
One key area the family is focusing on as they seek to determine the business’s future direction, is identifying strengths, weaknesses,
opportunities, and threats (SWOT), with a special emphasis on each of the three younger Hummels’ weaknesses.
“A lot of times you know the strengths,” observes Chip. “It’s the weaknesses that someone might see in someone and you wonder
do they see it in themselves and are they willing to work at it.”
Justin has found this exercise especially rewarding.
“Because of the responsibilities we already have and the added responsibilities we’re taking on, we need to take a serious look at what
we don’t do well and lean on others to help us do those things better,” says Justin.
Justin says the family is very comfortable with where they are with their succession plan.
“Our number one objective is to continue to grow the business and keep financially sound,” says Justin. “We also have to take the
time to allow ourselves to sit down and meet with each other about the succession process and not rush through it. Our goal is to be
extremely thorough and give the succession plan our time, energy, and focus. It’s going to be extremely critical for the fourth generation of this business to know where we are now and where we want to be in five years, and that doesn’t happen overnight.”

Outside Help
For dealers who don’t have the expertise
or who aren’t prepared to take the time to
come up with a succession plan themselves, it’s helpful to consult with an advisor or a team of advisors, such as a CPA,
financial advisor, attorney, an insurance
agent, a family counselor, or a business
coach.
“A family business could start with any
one of a variety of advisors, providing they
select one who understands that succession planning is more than tax and estate
planning,” advises Doud. “I don’t care who
you work with, make sure you work with
advisors who get it when it comes to
what’s needed with family businesses.”
Doud notes that it’s not unusual for businesses working on a succession plan to
focus on just one area, such as management succession and ignore transition of
JULY 2008

ownership or other critical issues.
“One of the other pieces of success planning is making sure the family is in a position to support whatever plan you have,”
he says.
For family businesses unsure where to
begin, Doud recommends contacting the
Family Firm Institute (www.ffi.org). “They
are a national and international organization with about 1,200 members who understand the unique challenges facing
family businesses.”
There are also more than 100 universitybased family business programs in this
country. “That’s another very good resource,” Doud says.
Suburban Stationers, for example, has
found a family business program at the
University of Connecticut especially helpful. This program allows Shulman and
Bourret to network on a monthly basis

INDEPENDENT DEALER

with other business people on an executive level and on a successive level.
Each group has its own meetings and they
provide a great opportunity to meet with
financial advisors and attorneys who present insights into the many succession
planning issues. The program also explores the psychological side of the succession planning equation, an area that
family planning consultants deem critical.
Doud offers a word of caution though. “It’s
not a quick fix. If you think you’re going to
join up with a family business program at
some university and have all of your problems solved…NOT. But if you’re involved
in one of those programs and stay involved over time, you’ll be much better off
and well rounded in your sense of what the
family business succession challenge is.”
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S.P. Richards Gets Ready for
th
10 Anniversary ABC
In just a few short weeks, S.P. Richards’ will host its 2008 Advantage Business Conference at the Manchester Grand Hyatt in
San Diego. The event, which runs July 30 to August 3, has a special dimension this year, as S. P. Richards celebrates the ABC’s
tenth anniversary.
“Since our first meeting in 1999 in Orlando, the
ABC Conference has evolved to become one of
the industry’s premier events,” commented S. P.
Richards senior VP of marketing Jim O’Brien.
“This year’s program promises more great learning tracks, a fantastic trade show packed with
new products and some wonderful new experiences. Perhaps most important are the networking opportunities that will allow dealers to share
those things that are working in this challenging
but opportunity-filled economic environment.”
On the following pages, we offer a preview of
what’s waiting in San Diego.
CONTINUED ON PAGE 26
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S.P. Richards: Program continued from page 25
Top-class industry workshops have always been a hallmark of
the ABC conferences and the 10th Anniversary edition of the
event is no exception. Here’s a look at the sessions on the
agenda this year:

tioning process that will improve your chances of getting a commitment based on real world, how-to ideas and techniques that
help salespeople use the phone more effectively to prospect, sell,
and service.

I Leadership is NOT an Option−It’s a Necessity!

I Winning the Mental Game of Selling
Just like superstar athletes, top-producing sales professionals
know your mental game either makes you or breaks you. Peak
performance coach Bill Cole will offer an innovative program for
sales professionals and sales managers to "try on" some of the
best peak performance techniques of the selling superstars and
explore a new, creative angle to the selling game designed to
raise the performance bar for everyone.

When it comes to developing a high performance team of sales
people, office staff and delivery drivers, leadership counts!
Through the use of discussion, self-reflection and small group
interaction, consultant Nancy Stern will help you discover the
qualities of effective leaders and high performance teams, explore the role values and ethics play, and develop attitudes that
project faith, trust and credibility to direct reports. And, you’ll
laugh while you learn!

I Create Call Openings that Stimulate
Interest and Avoid Resistance

I Are You Networthy? How to Build and
Maintain Effective Connections

Prospecting for new customers is a necessity, although it is often
the most dreaded part of a sales job. Join sales trainer Art
Sobczak as he shows how to create sure-fire opening statements
that create interest and curiosity—not resistance.

I know I am supposed to network, but I don't have much time
and I don't even know what I am supposed to be doing! Consultant Paul Wesselmann will share easy and fun tips on building
and maintaining a useful network as well as ways to make "chit
chat" opportunities more relaxed and beneficial for everyone involved.

I Developing Questions that Help Prospects Buy
So, you have the attention of the decision maker. What’s next?
Sales trainer Art Sobczak will show you how to develop a ques-

CONTINUED ON PAGE 27
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Smead’s Reseller Central is your quick and easy
resource for all the tools needed to create promotional
campaigns for Smead products.
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S.P. Richards: Program continued from page 26
I FUN-Damentals of World Class Customer Service

I Driving Traffic to Your Website–Internet Marketing Basics

In order to survive, you need to have a team of professional players who are all committed to providing a “total quality experience” to each and every customer they come in contact with.
Customer service expert Susan Clarke will guide you through the
process of identifying your customers’ specific needs and expectations and present techniques for creating leaders who can
build teams with the ability to deliver personalized service.

Internet expert Jennifer Rae Stine will show you how to effectively integrate traditional marketing strategies with a strong online presence and discuss how you can best use your web site
to successfully convert prospects to buyers.

I Don't Strangle the Whiners!
Tips for Dealing with All Kinds of People
Join trainer Paul Wesselmann as he explores practical strategies
that can help manage conflict, communicate feedback more effectively, and build strong relationships at work and in life.

I Enhancing Your Mood with Food
Wellness expert Penny Rudder will show how the foods you eat
impact how you feel during the day and present you with a strategy to select foods that can help steady, lift and calm your
moods. Give your customer service a boost, too, by learning how
properly "setting the table" can create a better mood for business.

I Competing With the Megas:
How You Can Capitalize During Change

I Unit of One: Entrepreneurial Thinking
in Small & Large Organizations
Paul Wesselmann has spent almost two decades refining the list
of traits that make for a genuinely entrepreneurial mind set. Find
out what they are and how you can tap into them to increase
both your business profitability and the overall enjoyment in the
work you do.

Management consultant Mark Slatin will explore the myths, realities and opportunities resulting from the changing direction of
mega dealers, continuing market compression and other industry influences and offer some actionable steps dealers can take
to capitalize on the market space big box dealers are leaving behind.
CONTINUED ON PAGE 28

G R O W N F R O M N AT U R E
Shachihata is proud to unveil our new line of ECO-Green Permanent and
Whiteboard Markers. They are constructed from recycled plastic that is 100%
post-consumer waste. Each marker contains over 70% recycled content by weight.
But, we didn’t stop there. The Artline ECO-Green markers are also refillable
and replacement nibs are available to extend the life of the marker.
Look for the new ECO markers in catalogs this summer.
Shachihata’s ECO line of markers are just another example of our commitment
to the planet, not just for today but for the future as well.

http://www.c-lineproducts.com/product_category.php?category_id=71fea41ede99e66716afbaa8d41270cd
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S.P. Richards: Program continued from page 27
I Keynote

I Green: It’s Not Black or White—
It’s Gray—and It Is EVERYWHERE!
Green products expert Gene Lisa will examine how you can tap
into the growing green wave and make your proposals responsive to corporate and government mandates and initiatives.

I Compete More Effectively with Furniture
Consultant David Solomon will share best practices and
processes to help you identify furniture opportunities and develop a complete winning solution to compete more effectively.

I Who Cares About Technology?
What’s all the fuss about technology? Come to this session to
find out from IT expert John Freund who will discuss key elements of the technology value proposition for your customers
and highlight what to look for in your accounting and eCommerce systems.

I Managing through a Slow Economy
Timed to capitalize on the release of the updated and expanded
2008 version of SPR’s Dealer Financial & Operational Profile,
this session will focus on managing assets and profitability during a business downturn. Presenters Chuck Macpherson and
Tom Maley of S.P. Richards will provide you with new financial
insight into your business and offer actionable steps to maximize asset use, stabilize profitability and grow your business.

Midway expert
Scott McGaugh to
Keynote ABC
Scott McGaugh,
author of “Midway
Magic” will keynote
this year’s ABC on
Saturday morning,
August 2, with a moving and inspiring
presentation about
the USS Midway.
And after learning
about the carrier’s
proud history, enjoy a
unique opportunity to see it all at first hand at the Gala dinner
aboard ship and an evening everyone will be talking about for
the next 10 years!
CONTINUED ON PAGE 29

I Networking—Sales Representative Idea Exchange
Specially for sales reps, this two-hour session will feature freeflowing discussion on two key topics: Account retention strategies and how to sell against price. Come prepared to share an
idea or two and be ready to leave with a whole lot more!

I Networking—Dealer Principal Idea Exchange
Owners and principals, join your fellow dealers for a structured
networking opportunity to exchange success stories on Sales
management and motivation techniques or creative marketing
ideas. All must come prepared to share an idea or two and all
will leave with an idea from each member of your group.

I Improv(e) Your Life
(Exclusive program for members of SPR’s YES! forum)
Consultant Nancy Stern will show you some of the seriously fun
ways you can improve your flexibility, embrace change, and
breeze through problems when things don’t go quite you way
you expect them to. Discover new techniques for promoting
teamwork, reducing stress, and developing resiliency.
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S.P. Richards: Exhibitors continued from page 28
Exhibitor
Booth
3M...............................................525
Ability One-National
Industry For The Blind .................914
Accentra ......................................444
ACCO Brands ...............................519
Acme United ...............................643
Acroprint Time Recorder ..................442
Adenna ..........................................76
Advantus .....................................641
Air King........................................148
Akro-Mils.....................................249
Alba .............................................811
Alliance Rubber............................345
Ampad.........................................542
AOS Webcom ...............................920
ASO Corp. ......................................90
Atlantic BreezeHeat Runner.................................221
Avery Dennison............................331
Balt Industry Innovators....................801
Basyx...........................................607
Baumgarten's ..............................733
Beaumont Products......................225
Belkin Components......................208
Bic...............................................633
Big D ...........................................123
Bigelow Tea .................................231
Bi-Silque......................................806
Blazer Associates.........................340
Bond Street..................................843
Brother International ....................201
Buddy Products ...........................726

Booth
Exhibitor
Bunn-O-Matic ..............................246
Bunzl ...........................................140
Burnes Group...............................708
Bush Industries............................701
Canon ..........................................211
Carl Manufacturing ......................447
Carson-Dellosa
Publishing....................................829
Casio .............................................52
Charles Leonard...........................847
Chenille Kraft ...............................831
Chicago Lighthouse .....................648
City of Hope .................................729
Classic Coffee Concepts .....................222
C-Line Products ..........................649
Clorox ..........................................224
Colgate-Palmolive........................245
Colorlabs Enterprises .....................58
Compucessory.............................306
Continental Commercial
Products ......................................227
Defibtech .......................................68
Deflect-O Corp.............................728
Design Made Easy .......................601
Dixon Ticonderoga .......................842
DMI Furniture ..............................707
Dri Mark Products........................823
Dukal Corp.....................................92
Durable Office Products ...............910
Duracell .......................................146
ECI-2 / Britannia ..........................737
Elite Image...................................310

Booth
Exhibitor
Elmer's Products..........................644
Energizer .....................................237
Envision .........................................88
Epson America.............................113
Erb Industries...............................120
Esselte America ...........................325
Eureka Co. ...................................223
Falcon Safety Products.................328
Fellowes ......................................319
Fire King International ..................805
Fiskars.........................................827
Floortex .......................................817
Genuine Joe.................................137
Georgia Pacific ............................128
Ghent Manufacturing ...................348
Gojo.............................................226
GOPD.............................................60
Grupo Portucel Soporcel ..............330
Hausmann Industries .....................74
Health-O-Meter..............................70
Henkel Consumer
Adhesives ....................................747
Hewlett Packard...........................301
Highlands Group ..........................819
HON Co........................................501
Hoover Commercial
Vacuums........................................82
Horizon ........................................307
HSM of America .............................54
Iceberg Enterprises ......................810
Ideastream Consumer
Products ......................................342

Booth
Exhibitor
Imation ..........................................51
Innovative
Business Associates.....................902
Integra .........................................320
International Paper.......................431
Iris ...............................................807
is.group .......................................548
ITW Dymon ....................................86
Jarden Consumer
Products ......................................117
Java Trading ................................244
Johnson Diversey.........................121
Jump Tech ...................................924
Kantek .........................................448
Kelly Computer Supply.................349
Kensington...................................217
KI.................................................709
Kids in Need ..................................56
Kimberly Clark .............................242
Lathem Time Co...........................900
Layflat Products...........................125
Lee Products................................343
Lexmark ......................................313
Lion Office Products.....................549
Longbow Consulting Group ..............347
Lorell ...........................................613
Mabis Healthcare...........................66
Maco ...........................................749
Magna Visual ...............................748
Marcal Paper Mills .......................233
CONTINUED ON PAGE 30
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S.P. Richards: Exhibitors continued from page 29
Exhibitor
Booth
Marjack .......................................147
Mars Drinks-Flavia.......................124
Martin Yale Industries...................730
Master Mfg ..................................740
Max USA .....................................543
Maxell..........................................212
Maxon Furniture...........................808
Mayline Co...................................706
MBS Development .......................922
Mead Consumer & Office
Products ......................................537
Millennium Mat............................136
MMF Industries............................738
Mohawk Paper Mills.....................725
MVK Group...................................722
Myers Brazell...............................642
Nature Saver................................629
NCR Paper ...................................727
Nestle ..........................................149
NOPA - OFDA ...............................445
Nu-Dell ........................................746
Nu-Kote International ...................106
Office Star Products .....................809
Officemate ..................................904
Okidata........................................107
Oklahoma Sound .........................711
Oreck...........................................220
Pacon Corp. .................................837
Panasonic ....................................849
Paxar Americas............................833
Pentel of America.........................625
Philips Speech .............................209

Booth
Exhibitor
Pilot .............................................338
Plantronics...................................216
PM Co. ........................................824
Procter & Gamble.........................241
Pure Red Creative ........................425
Pyramid Technologies ..................912
Quality Park Products...................717
Quartet ........................................513
R3 Safety.....................................142
Reckitt Benckiser.........................127
Red Cheetah ................................437
Rediform......................................631
Redi-Tag ......................................821
Roaring Spring Paper
Products ......................................743
Rochester Midland .......................119
Royal Consumer
Products ......................................742
Royal Sovereign
International ................................908
Rubbermaid Commercial .............131
Safco Products.............................507
Samsill Corp. ...............................647
Samsonite Corp ...........................449
Samsung .....................................316
Sanford........................................101
Sanyo Fisher Co...........................111
Saunders .....................................848
Screenflex ...................................744
Sealed Air ...................................723
Sentry..........................................813
Seth Thomas................................546

Booth
Exhibitor
Seventh Generation......................122
Sharp Electronics.........................116
Simon Marketing .........................846
Simple Green ...............................143
SJ Paper ......................................844
SLI Lighting....................................80
Smead.........................................531
Smith Corona - Kroy ....................109
Softalk .........................................621
Sony ..............................................50
Southworth ..................................344
Sparco .........................................322
SPR Marketing.............................413
SSI System Solutions ...................916
Staedtler......................................825
Stanley Bostich ............................336
Starbucks Coffee .........................144
Sugar Foods.................................247
Tabbies ........................................745
Tally Genicom .............................112
Tatco Products .............................218
Tenex...........................................645
Tennsco .......................................713
Thalerus Group ............................918
The Dial Corp...............................229
Thomson Electronics ...................207
TIDI Products .................................72
Timothy's World Coffee ................126
Tombow.......................................822
Tops.............................................337
Trade Service...............................544

Booth
Exhibitor
Trend Enterprises.........................841
Tri Gold Associates.......................736
TriMega .......................................623
Unger Enterprises ..........................84
Unimed-Midwest ...........................64
United States Luggage.................326
US Stamp & Sign .........................828
Velcro .........................................443
Verbatim Corp..............................206
Victor Technology.........................724
Virco ............................................906
Vtech ...........................................110
Waterbury Companies..................132
Wausau Papers ............................830
WD-40 ........................................248
Webster Industries .......................243
Xerox ...........................................545
X-Stamper ...................................637
Zebra Pen ...................................720
Zep ..............................................145
Zip-Notes.....................................845

Installation made easy. Anywhere.

The First Network of Independent Installation Companies

Over 250 service providers offering trouble-free ofﬁce furniture
installation services throughout North America.
A network of installation professionals
24/7 access to real-time project status
information

Consistent performance and service excellence
nationwide
A one-stop solution for multi-location projects

Online Quotes, national capability and
experience

Moves, reconﬁgs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com
JULY 2008
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By Trish Brock

Every dealer wants to get and keep “good people,” and competes within and outside the industry for talent. There are many factors in play. How much is gender one
of them? I decided to ask office furniture sales managers for their perspectives.
I talked to an equal number of male and female managers, from both the dealer and
manufacturing side of the industry.
JULY 2008
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Gender Differences continued from page 31
They were all highly experienced, respected, successful and seasoned managers. They were also quite personable and well liked
by both genders.
They were generous with their time, interested in sharing their
opinions and honest with their responses.
And because their identities would not be revealed, they spoke
their minds—after all, this is a very touchy subject. Some answers
were predictable, yet others were not. All are thought provoking.
Here is what they had to say:

Do you think there is a difference
between how men and women approach sales?
Interestingly, everyone interviewed said yes, and the comments
were remarkably similar.
One male manager commented, “Men approach business as
business. With women, business is more personal and business
should be more personal—it’s how we differentiate. We
have to establish relationships.”
Another male manager feels that “women have more
empathy with customers, allowing them to ‘read’
people better. They’re better at asking questions, listening and the consultative sell. Men seem to be
better at the technical aspects of products, but
not as good at relationships and the consultative sell. They are good at ‘showing up and
throwing up.’” This phrase was used by several respondents describing the “talking too
much” issue.

As a sales manager, do you prefer working with
someone of the same gender?
Almost unanimously, the answer was no. Nearly everyone interviewed said they were more interested in professionalism,
talent, attitude and capabilities. Several managers commented too that an aptitude and willingness to learn is
critical when hiring or working with their sales people.
However, a female manager replied, “My first
thought is not really, but after thinking … I prefer
men. They are more direct and get right to the
business issues faster. But, it’s always all about
them.”

Another male manager commented, “Men are
competitive and sometimes macho about it.
They have to win. They want to move up a rung
on the ladder, they want to get the order. Women
want to make the client happy and give the client
what they need, not just make the sale.”

Do you hire sales people with
a gender preference in mind?
Answers ranged from “No” to “I don’t think so.” Several
people of both genders said that the few times they may
be more interested in one gender over another had to do
with trying to bring balance to their team.

A woman manager commented that “with women,
it’s more about feelings, perceptions and the
process of closing the sale. It’s more about long
term relationships. Men are more results-oriented.
Because there are so many steps in this business,
sometimes men move too fast—it’s all about the
win.” This same manager went on to say that she
finds herself managing and coaching people differently. “With men I have to coach them to stay
engaged, and with women I have to ask them
where we’re going in the process.”

One male manager “likes a balanced gender team because
it brings varying insights and different perspectives, allowing the opportunity to view the sale from different angles.”
Another male manager said he will often hire a sales person
with his clients in mind—“It’s more about matching personalities than gender.” A female manager also commented that
it “depends on the account, territory, etc.”

Echoing many of the comments above, a woman
manager added, “in addition to being more detailed and relationship focused, women seem to
be more energetic and have a ‘Go get ’em’ approach. Men seem to think they are smarter and
have a sense of entitlement, but they are better at
keeping drama and emotion out of the sales
process.”

A male manager said that “in the back of my mind, I am always wondering if a female candidate will bring issues to
the job. Women tend to have more things like family, kids, etc., that could potentially interfere with
their career. Since men are usually the major bread
winner, they tend to have fewer distractions and can
be more focused on their career.”
Yet another male manager said that he “looks for competencies via
behavior profiles and assessments, frequently seeing more qualified female candidates than male—it just seems to happen.”
A female sales manager commented that she “seems to have
mostly women on our team, not necessarily by design, and would
like a few more men but it’s a complicated, detailed-driven business with a bit of a fashion element to it, all of which seems to attract more women.”

What strengths and weaknesses
have you experienced that you may
consider gender based?
A woman manager commented that “women will take on the
‘I can do it all’ thing. We’re too accustomed to doing it all. We’re
used to hard work and commitment to our jobs. Men are not as
CONTINUED ON PAGE 33
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Gender Differences continued from page 32
emotionally engaged. This is both good and bad.”
A male manager said, that in general, “women will sometimes feel
slighted in meetings. They question decisions more. Men are less
likely to complain and will do what is asked of them. They are
comfortable living in a hierarchy.”
Another female manager said that “men tend to do things the
same way they have done them for years. They need to be better listeners and be more receptive to coaching. Women are more
coachable. But women are affected more by a loss and take it
more personally.”

Is there anything that annoys
you about how either gender sells?
One male manager said he feels that “women tend to be more independent and more interested in themselves than the team. They
are less willing to help other women. Men will help other men.”
A woman manager commented that “men don’t want to ‘get’ the
complexity of the sale, they don’t want to mess with the details.
This causes them to miss information. They can be great sales
people but you need a broom behind them to clean up their mess.
And they expect to be excused for this.”
Another male manager observed that he is “concerned when appearance doesn’t seem to be a concern to his sales people. It’s
way too relaxed at times. Often sales people aren’t thinking about
how they present to our customers. The girls look like they are
going on a date, and the guys will too often wear jeans. Is two
days’ worth of stubble really OK?”

Do you have any advice you would like to share?
A male manager said that “everyone must be better at asking more
questions. You can’t come up with solutions without first understanding the client’s problems. There is still too much assuming
and guessing going on.”
Ditto by several other managers: “Sales people need to develop
better listening skills.”
Another male manager said there is “too much product training
and not enough sales and management training. There should be
more professional development. Lack of training causes lack of
success.”

Any further comments?
There were some very interesting, disturbing and thought provoking comments about the furniture industry in general that must
be noted.
One woman manager said “business is not just business. There
are emotional and people issues within our organizations and our
customers’ organizations. Men tend to avoid them. People are
people and inherently bring their stuff to the office. We must deal
with it if we expect to be effective in our work lives.”
A woman commented that “the good attributes of women in sales
are often held against them when they are able to get in to management. The benefits of women’s sensitivity are largely ignored
then.”
JULY 2008

Another women candidly said, “While we see a lot of successful
women in sales, it’s a ‘good old boys’ club at the top. You rarely
see women there. That creates a homogenous leadership
style, lacking in thought and new ideas.”
The men had some powerful comments as well. Consider a large manufacturer’s national sales manager’s
perspective: “I would like to give men advice that there
is much to be gained by having good professional women
on the team. Our market is mixed so our team should be.
There is a mix of skills and there is strength in that.
Women have to stop worrying about proving they
are equal or better, and stop assuming they
aren’t being treated equally and taking a defensive posture.
“But there are still a lot of ‘old school’
men. Many prefer having a bunch of
guys around so they don’t have to worry
about their behavior, comments, etc.
Most men don’t care about balancing the
opinions of genders and have women on
staff because they have to. And just because there are women on staff, they
think that is enough. It sucks. Sexism exists. It’s not talked about, but it should
be. And it exists within both genders.”
I will let the reader draw his or her
own conclusions. One thing is certain however: While it might appear that people are gender
neutral, the reality is that there
are still attitudes and issues
barely beneath the surface
that affect every organization. The proverbial elephant is in the room. He’s
doing his thing, but many still
choose to ignore it.
Whether you agree or disagree with the
opinions shared in this article, maybe it
will help get the conversation started. Too
much talent and skills are at stake not to,
particularly in these challenging
economic times.

What do you think?
Does Trish have a point? Or has she spent too much time
talking to people in the industry who need to get out more?
We’d love to hear what you think. Drop us an e-mail
(simon@idealercentral.com) and we’ll run readers’
comments and opinion in our next issue.
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Hire a Sales
Manager
or Do It
Yourself?
By Krista Moore

Many independents have
reached the growth point
where they must decide
whether or not to hire a sales
manager for their business.
All too often, the business owner fails to dedicate enough time to the development and performance of the
sales team, yet resists taking the plunge to hire professional talent that can take their sales organization to the
next level. Suddenly, the growth point becomes a choke point; the business owner holds back growth for both
himself and his company.
Common reasons why a business owner might not be an effective sales manager:

Krista Moore is President
of K Coaching, LLC an
executive coaching and
consulting practice that
has helped literally
hundreds of independent
dealers maximize their full
potential through
enhancing their
management systems,
sales training, and
leadership development.
For more information, visit
the K Coaching web sites
at www.kcoaching.com,
for coaching and
consulting programs and
www.opwebinar.com for
the latest online training
courses.
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I Really doesn’t like it, and so focuses on other
areas of the business that he or she truly enjoys.
I Lacks the self-confidence to be an effective
sales manager and hold people accountable;
prefers the “Nice Guy” role.
I Maintains the attitude that the sales reps have
done fine on their own up to this point, so why do
things differently?
Common reason why a business owner resists hiring
a sales manager:
I Believes he or she can’t afford a sales manager
at this time.
I Does not know how to go about hiring a quality
sales manager.
I Believes there is not time available to train anyone hired for that role.
I Feels afraid to make the investment.
If any of those reasons seem familiar to you, I’d like to
outline a few sales management concepts that may
help you decide when the time for hiring a sales manager is right, and ensure the success of this important
step once you take it.
Benchmarks and statistics show that when your sales
staff reaches six to eight people, you need a dedicated, full-time person to manage them.

A full-time sales manager would be responsible for
margin improvement, marketing, and sales, but not directly responsible for any particular account.
Some dealers with four or five sales reps may consider bringing on a sales manager who is responsible
for both managing the sales team as well as bringing
in new business. On the surface, this seems like an
economical strategy: your sales reps get dedicated
management while the manager “earns his keep,” as
it were, and doesn’t represent pure overhead.
We don’t recommend this strategy to our clients unless the business owner can create a compensation
plan aligned with motivating the right management
behavior and team concepts.
Without it, a business runs the risk of creating an environment that can lead to distrust and animosity
among a sales team. Your sales manager may find
himself in conflict over deciding how to dedicate his
time, if he gets paid for his own accounts as well as a
share of profits from others.
You should also keep in mind that these are two decidedly different roles: great sales reps don’t necessarily make great sale managers.
If you are considering hiring a sales manager but don’t
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Krista Moore continued from page 34
quite know where to begin, consider K.Coaching’s Sales Manager
job description below to use as at template:

Job Description: Sales Manager
The Sales Manager is responsible for managing and leading the sales organization towards meeting the financial
plan and delivering profitable sales growth. They will implement sales strategies in conversion, penetration and
retention, and ensure the company meets revenue and
profit objectives.
The Sales Manager will recruit, hire, train, manage and
coach the sales representatives to meet their individual
achievement goals and developmental plans.

Scope of responsibility to include:
I Attain the company’s annual sales and margin goals
I Create a sales culture of creativity, constant learning, motivation and enthusiasm
I Create and execute a tactical sales plan for all product categories and services to ensure penetration into existing customers
I Maintain effective, ongoing communication with executive
management and company personnel
I Participate in annual business reviews and establish highlevel executive relationships with top customers
I Analyze business trends, direct the appropriate sales activities, and respond accordingly

I Manage company margins to an acceptable level
I Effectively implement and monitor programs such as compensation, performance appraisals, and professional development
I Develop and execute a marketing plan that aligns with sales
strategies
I Develop sales associates to maximize their potential and ensure revenue growth and maximization of profit
I Coach, mentor, and develop sales reps
I Effectively recruit and train sales reps
I Assist sales reps in the field as needed
I Create standards for customer proposals, presentations, and
pricing
I Assist in company strategic planning and annual goal and
quota setting
For companies that just don’t believe that they’re ready for a sales
manager yet, we advise them to work on creating a sales management system that is consistent and predictable. A sales management system saves a company time and money in the long run.
Whether you implement our sales management system or design
your own, the important thing is to have one. A sales management
system will make life easier. Not only will you be able to execute on
your vision and sales strategies, you will also attract better sales
management talent and see a faster and greater return on your investment.

K. Coaching, LLC has all the tools and
resources you need to compete with
the power channel!
Here are what people are saying about K. Coaching LLC:

“We have worked with Krista Moore and K.Coaching, LLC over
the past year and our revenue is up 22%!”
“We have worked with Krista Moore and K Coaching, LLC over
the past three years and our sales revenue has had double digit
growth in each of the those years!
I Consulting
I Coaching Programs
I Training
Call today for information about
our Spring and Summer Sessions
919-554-4505 • www.KCoaching.com
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LESSONS from the

Staples-Corporate Express
MERGER
(Part One)
By Tom Buxton
No single industry event of the past few years promises to be
as important to the independent dealer community as the
coming merger between Staples and Corporate Express. It
signals the end (at least temporarily) of the price wars among
the national, big box companies and should result in increased
profitability for everyone in our business.
In the next two columns I would like to explore some of the
lessons that can be learned from this merger and the players
involved.
This month the focus will be on how independents should imitate elements of Staples’ business strategy, while next month
we will examine ways that your company needs to differentiate itself from Staples and (especially) Corporate Express if it
is to thrive in the coming years.

LESSON #1:
Create a sales plan and ‘stay the course’
In order to work at Staples you have to fit into their overall system. For example, they have a very specific manner in which
they go to market in the 50-500 person space and they do not
allow variance from that plan.
They have a group of sales folks that do nothing but hunt for
new business and those people are managed toward their
goals every week.

Tom Buxton is founder and CEO
of InterBiz Group, a consulting
firm that works with independent
office products dealers to help
increase sales and profitability,
For more information, visit
www.interbizgroup.com.

Staples also has a large number
of inside sales folks that are responsible for account retention,
penetration, and margin improvement. Their tasks are well-defined
and measurement is constant.
There are accolades and rewards
for exceeding goals, with a quick
exit for those that do not attain
their targets.

In contrast, Corporate Express has changed their sales compensation, marketing strategy, and the focus of their sales reps often
within the past few years.
As an example, take their “private label strategy.” Approximately three years ago, the company had a goal of reaching
40% market penetration for their private label product.
In support of that goal, they changed the focus of numerous
members of their sales force from more traditional tasks to
pushing only private label. But after less than two years, the
company fired most of their private label reps and began
pushing brand name product again.
This type of decision, made without proper planning or enough
consideration of how effective the change might be, weakened
the company substantially.
Be sure that you have a plan for your sales force that is measurable and easy to monitor. Don’t change compensation or
sales rep focus until you are sure that it is the very best long
term strategy.

LESSON #2:
Don’t enter a new market until you are ready
Staples started its business on the East Coast and only entered other markets when it was totally prepared to fight for
the business. Two recent examples of this strategy in action
occurred in Chicago about five years ago and Denver last year.
Staples had virtually no presence in Chicago because it was
not close to any of their major distribution centers and was a
stronghold of the former Boise Cascade. When Staples arrived
they had a plan and the capital to back the plan.
Numerous reps were hired, stores sprouted up throughout
the city and within a short period of time Staples heavily
damaged Boise Cascade and other dealers in that market
place. (The same sort of thing happened last year with CE
when Staples came to Denver.)
CONTINUED ON PAGE 37
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Tom Buxton continued from page 36
We should learn from Staples’ example not to expand our horizons until we are prepared to focus a great deal of resources and
cash on a new market.
Too many dealers think that just showing up in a “less competitive” market will cause them to grow.
There are very few “less competitive markets”, so be sure you
have a commitment to do what’s really needed to grow and have
the cash to make it happen.
If you are currently serving an area that is more than 15 miles from
your home base that is responsible for less than 20% of your
sales, consider pulling out. I’ll bet you aren’t making money.

LESSON #3: Pursue the right goals tenaciously
The merger between Staples and Corporate Express has had
enough twists and turns to make it an afternoon “Soap Opera.”
Corporate Express did not want to sell to Staples and did everything within its power to stop the deal.
However, Staples’ Ron Sargent knew that his company needed CE,
not Depot or Max in order to strengthen its biggest weakness,
which is in the national strategic market.
Corporate Express had two major strengths (besides the fact that
it has no stores) and its strategic account expertise was one of
them.
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What goals do you have for your business this year? If they are
the right ones, grab hold and don’t give up until you get them
done. Also, because of the Staples/CE merger, the independent
community needs to examine how to strengthen its regional and
national account business capabilities.
Our wholesalers have done a great job of assisting independent
dealers service regional and national accounts. However, if we are
to gain share in this area, independents must band together to create competition for the new Staples/CE behemoth.
The problem is that too many independents think that sharing
business will hurt them. They need to realize that if they don’t provide better service to their large national accounts, the new Staples will become a huge threat.
At this point, AOPD is the only organization totally dedicated to
this goal that I know of and they deserve our support so that Ron
Sargent’s acquisition doesn’t become the “death knell” for the
national accounts that independents service.
In summary, interpret the coming merger of Corporate Express
and Staples as an opportunity to expand your business.
Plan for it, strengthen your sales team and aggressively go after
them and the other troubled members of the so-called “Power Channel.” You have a better chance of gaining market share than ever before and now’s the time to start making the most of it.
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Small Business
Mentoring Programs:
New Rules or New
Loopholes?
by Paul A. Miller

Paul Miller is a founding partner in Miller/Wenhold Capitol
Strategies, LLC, providers of
direct and grassroots lobbying, legislative and regulatory
tracking, advocacy planning
and implementation and related services. Before setting
up Miller/Wenhold, Miller
served as government affairs
director for the National Office
Products Alliance and the Office Furniture Dealers Alliance
(NOPA/OFDA). In addition to
his lobbying and regulatory
monitoring activities, Paul
also provides consulting services to businesses on selling
to the federal, state and local
government markets. For
more information, visit
www.mwcapitol.com.
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The General Services Administration is currently seeking comments on plans to issue new guidelines for its mentor-protégé
program. The idea behind GSA’s efforts is admirable: To "foster
the establishment of long-term relationships between small business entities and GSA prime contractors, and increase the overall number of small entities that receive GSA contract and
subcontract awards."
In practice, however, as we in the office products industry know
only too well, the program comes rich in potential for abuse.
The current GSA mentor-protégé program has led to widespread
use in our industry of pass-throughs and fronts that have given
the national big box players access to contracts that were originally intended for small businesses. Unfortunately, it’s not clear
that the new program guidelines, as proposed, would make things
any better.
Under the new rules, a large prime contractor would be eligible to
serve as a mentor under the program if it is:
1) Currently performing or has performed under at least one approved subcontracting plan awarded under a negotiated contract within the past five years; and
2) Able to provide "developmental assistance that will enhance
the ability of protégés to perform as subcontractors."
On paper, this proposal looks like it could be a real benefit to some
small businesses, But there is also the possibility it could invite
even more abuse in return for guaranteed “commissions” and
make it possible for a small business to make money and grow
without having to do a thing to earn it.
Unless the new program contains carefully crafted rules and regulations designed to ensure abuses don’t occur, we could well
see even more pass-throughs and even more harm done to legitimate small businesses that are trying to secure their own
share of government business.
Under the new proposal a prime contractor could serve as a mentor if it is able to provide "developmental assistance that will enhance the capabilities of protégés to perform as subcontractors
and suppliers."
The "developmental assistance" provided under the rule could
take a number of different forms, including guidance on financial
INDEPENDENT DEALER

management, organizational management, overall business management/planning, and business development; engineering and
other technical assistance; loans; rent-free use of facilities and/or
equipment; and temporary assignment of personnel to the protégé
for training purposes.
Costs incurred by mentors in providing this assistance would not
be reimbursable as a direct cost under a GSA contract, but GSA
said in the rule it will consider these costs in determining indirect
cost rates if it is the mentor's responsible audit agency.
The proposed rule also provides competition-related incentives
for prime contractor participation in the mentor-protégé program.
According to the proposed rule, contracting officers would be permitted to give mentors evaluation credit in contract situations
where they may be considering making an award to someone
other than the lowest priced offeror.
In addition, the proposed new rule would also allow contracting
officers to evaluate subcontracting plans containing mentor-protégé agreements more favorably than subcontracting plans without such agreements.
Provisions like these should be looked at very carefully and rules
put in place to ensure they do not lead to even more pass-through
abuses like the ones the office products industry is currently dealing with.
Certainly, GSA should be applauded for trying to do more to help
small businesses and the agency should be recognized for its
well-intentioned efforts. But those efforts should not lead to an
open door for abuse. I would encourage everyone in our industry
to review these rules and consider sending their comments to
GSA.
The key to the success of these proposed rules will be how they
are implemented and whether or not the program is set up to prevent the kind of abuse we have been fighting against for far too
long.
For more information, visit:
http://edocket.access.gpo.gov/2008/E8-12923.htm
or contact me directly by e-mail (pmiller@mwcapitol.com)
or phone (703-934-0219)
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Achieve Both Operational Effectiveness
and Strategic Positioning (Part 2)
by Bill Kuhn
Last month’s column posed a series of
tough questions to address the challenges
of doing business in a year when many
dealers may find it difficult to create additional revenue and profit. This column discusses the related topics of operational
effectiveness and strategic positioning.
Operational effectiveness comes not only
in terms of internal expense reduction, but
also in your ability to be a low-cost operator.
However, customers not only want low
price, they want to know why you are different and whether you can offer a unique
mix of added-value products and services.
Thus, it’s equally important for your dealership to be strategically positioned in the
marketplace.
Michael Porter, renowned writer and professor at Harvard Business School, discusses in his classic article “What is
Strategy?” the absolute necessity of being
both operationally effective and strategically positioned.
He emphasizes that operational effectiveness alone will not achieve sustained competitive advantage. In time, the competition
will be able to reduce costs and become efficient and productive. Companies must also
be strategically positioned to be different.
Operational effectiveness is not just efficiency and employee productivity. It includes speed, timely response, quality, and
enhanced technology. It requires looking at
each of your activities, cutting out all unnecessary costs, reducing waste, and evaluating the technological resources that can
help to reduce costs.

Suggestions for Achieving Operational Effectiveness
1. Do not simply make across-the-board
cuts. It may well make sense to cut costs
(most dealers have some fat), but cut costs
with a purpose. Across–the-board cuts
tend to trim where you shouldn’t. As mentioned in last month’s column, follow Jack
Welch’s advice: “Trim the fat, not the service.” A dealer’s distinct advantage over the
big box players is service and you should
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think very carefully about any cuts that
might undermine that advantage.
2. Know your break-even point relative to
volume, and drive down that break-even
point. You can accomplish this by cutting
costs and by outsourcing appropriate activities.
3. Lower your assets by increasing your
turnover in inventory and receivables. Increasing turns not only reduces assets, it
reduces time and expenses such as handling, paperwork, insurance, collection, and
interest costs.
4. Spend money only when it provides
customer value. Too many dealers have
“sacred cows,” activities and services that
they hang on to even though today they
might have little value to the majority of
their customers.

Effective strategic positioning
As Porter preaches, the essence of strategy is defining how a company will deliver
a distinctive mix of added value. It’s a
process of identifying where you have—or
could have—real competitive advantages
and then allocating resources accordingly.
Porter says it very clearly: “Strategy is
about making choices and trade-offs; it’s
about deliberately choosing to be different.”
What activities should you perform?
Which are better done by third parties, and
which can be dropped?
Activities that you should perform are (1)
those at which you are highly efficient, and
(2) those that are your core competencies,
ones that enable you to be strategically positioned with your customers.
By picking and choosing, you can concentrate—and perhaps further invest—in
those core competencies that will enhance
your competitive reputation.
Successful strategic positioning requires
a strong emphasis on marketing and customer relationships. That doesn’t merely
mean finding new geographical markets,
new products and services, or merely becoming more responsive to customers.
It means—supported by an investment in
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training—developing deep customer knowledge, finding solutions for these customers,
and building long-lasting relationships.

Suggestions:
1. Maintain marketing spending. Brand
marketing is particularly essential during recessionary periods. Studies show this is the
time, while others are cutting back, that a
company can improve its market share and
generate a strong return on investment at
lower cost than during more favorable economic times.
2. Spend more time with your employees
and your customers. Constantly communicate with your staff, train your entire organization about delivering customer value,
and educate your customers on the core
values you possess.
3. Go after the big box companies. They are
all having significant difficulties today. It is
an ideal time to re-take a piece of their
business.
Take the steps to become operationally effective and to understand and commit to
strategic positioning. By carefully analyzing
your organization and addressing both factors, competent dealer management and a
creative workforce can develop a win-win
solution that will enhance your position and
performance in 2008 and beyond.

Bill Kuhn, principal of William E.
Kuhn & Associates, is a noted industry consultant, writer, and
speaker with over 35 years of
industry experience. He consults
with dealer principals and their
management teams in areas of
strategic planning, leadership
and organizational development,
marketing, financial management, valuation and merger/acquisition. For more information,
contact Bill by phone 303-3228233, fax 303-331-9032, or email: BillKuhn1@cs.com.
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The Other Side of

Dennis Martins:
Taking Community
Service to the Next
Level

There probably isn’t an independent dealer out there who can’t point with
pride to an outstanding record of support for deserving causes. But every so
often, one crosses our path that takes community service and generosity of
spirit to a whole new level.
Case in point: Dennis Martins of Inter Office Products in Hartland, Wisconsin.
In many ways, Dennis is very much a typical independent. He started working
at Inter Office in 1971 and eleven years later, he and his wife Carol bought the
dealership.
Located about 25 miles west of Milwaukee, Inter Office operates out of a
2,500 sq. ft. facility in an industrial park, working on a largely stockless model
with a staff of eight. It’s a thriving business that we first wrote about back in
March of this year, to recognize the dealership for its fortieth anniversary.
Back then, we talked to vice president Tim Martins who told us Dennis, his
father, was out of the country for a while. Last month, we learned just what
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Dennis had been doing on his trip.
Imagine life in a place where the average family income is little more than
a dollar a week and where it’s a near constant 94 degrees in the shade with
no air conditioning, 80% of your ground water is contaminated and crippling
disease is rampant.
Dennis Martins doesn’t have to imagine any of that. After spending two
weeks on a Rotary Club mission in Haiti, he has seen all that and more. “Our
local Rotary has been helping the needy in Haiti for many years and when an
opportunity came up to volunteer on a vision testing project, it just seemed
the right thing to do,” he explains.
Originally both Dennis and Carol were scheduled on the mission, but sadly,
an unexpected death in the family prevented Carol from going at the last
minute.
Working with eight other Rotary volunteers, Dennis tested a grand total of
882 people for their eyesight during their visit and gave out over 850 pairs
of glasses.
“Everywhere we went on the island, we found people in desperate need,”
he reports. “It’s just impossible to describe their hospitality when they have
so little themselves and how grateful they were for our help.”
These days, Dennis is back in Wisconsin and he and Carol’s attention is focused once again on their dealership. But he and his fellow Rotarians brought
back with them from Haiti a very special project.
During their stay, they met Emanuel, a nine-year-old boy suffering from a vicious tumor that has completely covered his right eye. The doctors on Haiti say
they are unable to treat it but that wasn’t good enough for Dennis and the other
volunteers.
“When we got back, we talked with some specialists and found a pediatric
eye surgeon in Milwaukee who’s ready to help,” he told us.
But bringing Emanuel over here is not cheap. In response, Dennis and his
local Rotary have launched a special effort to raise the $100,000 estimated to
pay for Emanuel’s flight to the U.S. and his treatment in Milwaukee. If the
money’s there, they’re hoping to bring him over for surgery this summer. “
The fundraiser is relatively new, but it’s gotten off to a great start, says Dennis. “We’ve already raised about $15,000 in a short period of time, with several commitments of more to come once Emmanuel has received his passport
and visa,” he reports.
Dennis Martins is a modest man and he downplays any suggestion that what
he and Carol are doing is anything special. “Inter Office,” he says, “has given
us and our family a good life and our stay in Haiti was just an opportunity to give
back a little for our own blessings.”
Maybe so. But at the same time, he and Carol are also making a huge impact on people who lead lives most of us can’t even imagine. It’s a great story
and one that should make every independent proud.
If you’d like to help Emanuel with a tax-deductible donation of your own,
send your check to the Lake Country Foundation, 142 E. Capitol Drive, Hartland, Wisconsin 53029. Or for more information, call 262-367-1040.
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The
LASTword
by Carl Bergauer
President
Facility LogisTiX
Division of Tusa Expo
Holdings, Dallas

Time to Stop Living in a Vacuum…
A few years later I was elected to the OFDA Board of Governors,
became the OFDA chairperson and finally the IOPFDA chairperson. While my intention was to give back to the association, it
was I who continued to receive.

Do you ever get tired of hearing from so-called industry experts
who begin practically every sentence with “If you’re not…” or “Are
you ready… ”?
It seems that virtually every dealer publication and industry consultant is constantly challenging dealer principals to reexamine
their business. Manufacturers, technology companies and buying groups spend millions annually to bring “like minded” dealers
together in an attempt to share best practices and the newest
breakthroughs.
While these events offer a great deal of content, the substance is
sometimes slanted towards the needs of the organization staging
the event and often the presentation is based on theory and not
practice.
Through my 30+ years in dealer management I have struggled to
find credible sources for positive change. Seldom, however, have
I become introspective, studying my business in detail and trying
to understand all the critical components that lead to the bottom
line.
Over the past few years, however, that has changed. Partly because I have reached out beyond my comfort zone in the sales
side of the business but also because of the influence of my involvement with IOPFDA, the Independent Office Products and
Furniture Dealers Association.
IOPFDA is the parent association of the Office Furniture Dealer
Alliance (OFDA) and the National Office Products Alliance (NOPA).
Like our company, you are probably currently a member. But I bet
you are not leveraging that membership to be the best you can
be! I bet you are living in our industry’s vacuum: going to events,
hearing presentations, getting excited and implementing little
when you get back to the office.
My journey with OFDA began in 2000 when my son applied for and
received an IOPFDA college scholarship. YES, you can offer your
employees the benefit of a college education for their children.
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Besides the benchmarking, education and other association benefits, the most important component of my membership continues to be access to the many gifted dealer principals and
employees who have shared their experience, ideas and actual
operations with me and my staff.
The ability to sit down with dealers not bound by a single manufacturer or supplier influence has been eye opening. Sitting at the
table with dealer, manufacturer and supplier board members
gives a much broader perspective on what is actually happening
in our industry and our businesses.
Participating and observing forums, panels and presentations and
then following up with personal visits to see ideas in action have
all been invaluable. And opening our own business to dealer and
manufacturer visits has also been extremely rewarding.
Personally I believe the independent dealer channel is in for a
rough ride, be it office furniture, products or equipment.
As you read this, the SBA is considering changes that could have
an adverse affect on many of us.
Powerful forces in Congress continue to fight against healthcare
reform and Association Healthcare Plans that could save independent dealers millions and provide even the smallest company
a viable means of providing health care to our employees.
Manufacturer and supplier profit margins continue to increase
while the dealer suffers as more costs are passed along to us.
And many of us continue to follow a business model conjured up
decades ago.
Get out of the vacuum! Join, support and participate in your representative association on a personal level. Make the decision to
maximize your investment and get involved. Serve a “sentence”
as a board member, presenter or benchmarking partner and you’ll
find more benefits than you ever thought possible. Do it for your
business. Do it for your employees. And do it for yourself!
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