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THE 
WINNERS’ Circle

Relationship-Based  
Selling Still Works But the 
Rules Have Changed
Our cover story this month highlights one of 
the independent dealer’s key strengths: the 
ability to build relationships with customers 

that go far beyond just providing products and/or services in ex-
change for hard-earned cash.

Each of the dealers featured in the story do it their own individual 
way—these are independents, after all—but at the end of the day, as 
our writer Stephanie Vozza notes, relationship-based selling is about 
doing business with your heart and focusing on customer satisfaction 
and retention over sheer sales numbers. 

Not so long ago, more than just a few dealers questioned whether 
the relationship-based approach might not have run its course. On-
line ordering, they suggested, would make the business of selling 
office supplies cold and impersonal and undercut the whole relation-
ship-building process.

The good news, as it turns out, is that despite all the gloomy fore-
casts, the Internet has instead opened up new ways to build customer 
relationships.

Automating routine ordering online has freed up time for sales and 
customer service people to focus on more creative activities than just 
taking orders and allowed them to be more effective consultants and 
expert advisors for their customers.

At the same time, social media platforms, particularly Facebook, 
LinkedIn and Twitter, have given a whole new dimension to indepen-
dents’ relationship-building efforts and allowed them to speak directly 
to customers with a message that is not only about low prices and 
outstanding service but also emphasizes the Buy Local connection 
and often comes with a refreshing mix of fun and good humor that 
further differentiates independents from their larger competition.

The bottom line: Technology has not put an end to relationship-based 
selling by any measure. Instead, it has created new ways to build re-
lationships and those relationships are still just as important as they 
ever were. 

That’s good news, in our book, but only for those independents who 
have embraced the new ways of building relationships that technolo-
gy has made possible and moved aggressively to use them to reach 
customers and prospects. If you don’t yet have a plan in place to do 
just that and someone specifically charged with managing your social 
media presence, you need to do something about it. Now. 

The Office Shop, MN Independent, Celebrates 
30th Anniversary
If you’re still looking for evidence that the entrepreneurial 
spirit is alive and well in the independent dealer channel, 
just head on up to Brainerd, Minnesota, about three hours 
north of the Twin Cities, and spend some time with Scott 
and Jodie Johnson and their team at The Office Shop.

Back in 1983, Scott was just 20 years old but he liked the 
idea of being in control of his own business destiny and saw 
opportunity where others just saw pens and paperclips.

With the help of a $20,000 bank loan guaranteed by his fa-
ther, Scott opened the doors on The Office Shop in nearby 
Aitkin. That first location weighed in at less than 400 square 
feet and boasted just two part-timers on the payroll in addi-
tion to Scott himself.

Thirty hard-charging years later, Scott’s operation boasts an 
additional location in Brainerd of some 20,000 square feet 
and a team of 22 service-oriented industry professionals.

In addition to growing a successful office products busi-
ness, Scott and his team have also built up an impressive 
record of community involvement over the years, highlight-
ed by the Zachary Johnson Kids with Cancer Fund.

When he was just ten months old, Scott and Jodie’s son 
Zachary was diagnosed with a rare form of leukemia. For-
tunately, Zach’s cancer has been in remission for several 
years now, but it inspired his family and friends to launch 
a fundraising effort to help other families facing similar 
challenges.

In addition to individual contributions, funds come from 
empty toner and inkjet cartridges collected by The Office 
Shop for recycling and the amount raised over the years 
now totals several thousand dollars.

“Our local community was amazingly supportive when Zach 
was fighting his leukemia and the Kids with Cancer Fund is 
our way of giving back for all they’ve given us,” says Scott.

Planning is still underway for 
festivities to mark the an-
niversary but however they 
end up doing it, Scott and 
his team will have plenty 
to celebrate!

continued on page 4



ECi can expand 
my business into 
multiple verticals.

Fully Integrated &  
Customizable E-commerce

On-premise or 
Cloud-based Solutions

ECi lets you do business your way with:
Multi-vertical &  

Multi-location Support
Business Analytics, CRM, 

Mobility & Other Tools

“WE’VE EXPANDED INTO SEVERAL 

VERTICALS OVER THE LAST 5 YEARS, 

SUPPORTED BY SOLUTIONS WE’VE 

ACQUIRED FROM ECI.”

Yes, you CAN do business your way!
Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc.  All rights reserved.

–Jeff Schroeder • The Supply Room Companies
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DBL312-2011LN

duraframe® Self-adheSive magnetic frame
Simply  Brilliant!

DURABLEOFFICEPRODUCTS.COM 
Click on DURABLE LIVE!®

Call for FREE Samples 
800-273-3118

Visit us on the web to learn 
more about DURAFRAME® 

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

Features
• Adheres to any smooth, solid surface—simply peel, stick, done!
• Special adhesive allows for repositioning from one location to another*
• Sturdy lens cover pulls back effortlessly, allowing for speedy insert updates
• Magnetic seal holds inserts securely in place
• Can be read from both sides when affixed to transparent surfaces, such as glass
• Available in tabloid, letter and half letter sizes, packs of 2

*Non-removable on wallpaper, 
painted surfaces and wood.

Item# Description Size
DBL4890-01 Half Letter 51⁄2" x 81⁄2"h

DBL4891-01 Letter 81⁄2" x 11"h

DBL4896-01 Letter Horizontal 11" x 81⁄2"h

DBL4892-01 Tabloid 11" x 17"h

DURAFRAME® is available from United Stationers.

Winner’s Circle continued from page 2

All Makes Office Equipment, 
NE Dealer, Voted Best Place to 
Buy Office Furniture for Eighth 
Consecutive Year
Congratulations are in order for Jeff Ka-
vich and his team at Omaha-based All 
Makes Office Equipment Co, which earlier 
this year was once again named the Best 
Place to Buy Office Furniture in Omaha by 
readers of the B2B Omaha business publi-
cation in their annual “Best of B2B” poll. It 
was the eighth year in a row that All Makes 
received the award.

“We’re honored that All Makes has been 
recognized as the leading office furniture 
dealership in Omaha for the eighth con-
secutive year,” said Jeff. “Every award we 
earn is a direct result of the hard work and 
dedication of each and every team mem-
ber at All Makes—and we thank them for 
their continued efforts.”

A fourth-generation family-owned busi-

ness which has a history of service to the 
business community that goes all the way 
back to 1918, All Makes boasts some 100 
team members and operates branches 
in Lincoln, Nebraska and Urbandale (Des 
Moines), Iowa in addition to its Omaha 
headquarters.

Team from ND Independent 
Business Essentials ‘Runs and 
Dyes’ for a Worthy Cause
In West Fargo, North Dakota, Sheila Rich-
ardson and her team at Business Essentials 
were bringing more than just a little color 
to the industry last month, when they took 
part in the Fargo edition of Run or Dye.

Run or Dye is a fundraiser with a difference. 
Participants run or walk a 5K course and 
sign up sponsors to support them. All funds 
collected in the Fargo race went to the local 
YMCA’s cancer survivor wellness program.

What makes this event different is how 

participants are treated along the way. To 
symbolize the importance of “living life in 
full color,” spectators shower them with 
eco-friendly, powdered dye throughout 
the course, creating a technicolor canvas 
of fun for a very deserving cause.

continued on page 6
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Learn more about Avery innovative solutions, templates and support at avery.com

Click here for information on 
our Q3 consumer promotion.

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

Teach your dividers. 
 a new trick.

Avery® Print-On™ Dividers
Using Avery® online templates, print show stopping 
graphics directly on tabs and sheets...without the expense on 
an outside print shop. For presentations that really up the 
ante, Avery® Print-On™ Dividers are your ace in the hole.

Little things that work in a big way.TM

http://read.averyflip.com/i/122483
http://www.avery.com/avery/en_us/Products/Dividers/Print_On-Dividers
http://www.avery.com/
http://www.avery.com/
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Winner’s Circle continued from page 4

For the Business Essentials team, Run or Dye had very much of a 
personal dimension. After they signed up to run, co-worker Karen 
Friedrich was diagnosed with breast cancer. 

Karen had surgery just before the event and her daughter, Eden, 
took her place on the team. And as soon as Karen is done with her 
treatments and given the go ahead, she will be utilizing the YMCA 
program to hasten what we hope will be a speedy recovery.

Meanwhile, hat’s off to Team SOAP from Business Essentials. In 
addition to Eden, members included Tara Johnson, Kim Opitz, 
Ashley Tupa, Jesse Truhlicka, Tara Munoz and Shannon Solberg.

If you’d like to bring a little color to your own community while 
supporting a worthy cause, chances are there’s a Run or Dye 
event scheduled somewhere in your neighborhood. Check out 
www.runordye.com to learn more.

Miracle on Main Street, OH Independent, Chooses 
‘Office Mom of the Year’

When you come across an office products dealership with a 
name like “Miracle on Main Street” (AKA MOMS),” you shouldn’t 
be too surprised if you find they also boast some pretty original 
marketing efforts.

In Kent, Ohio, Al Piteo and his team at the Miracle dealership 
recently held their first “Office Mom” contest.

“Just about every office has someone who serves as the Office 
Mom,” says Al. “They’re the ones who remember birthdays, who 
bring in the cupcakes and who are always ready to lend an ear 
or hand out a tissue if the need arises. We wanted to find a way 
to recognize those good people while also providing a positive 
branding vehicle for our own dealership and the Office Mom con-
test seemed to fit right in.”

Evidently, MOMS customers agreed, as the dealership received 
over 40 different nominations for potential “Office Mom of the Year.”

The lucky winner won a brand new iPad and Al and his team 
received some nice local publicity and strengthened their brand-
ing as a service-oriented, relationship-based local provider. As 
always, you might say, Mom knows best!

IA Independent Monkeytown on a Good Deeds Roll 
In Vinton, Iowa, Kurt Karr and his team at Monkeytown (and that’s 
their name!) have been on something of a roll lately when it comes 
to doing good deeds in the community.

Over the past six months or so, the dealership has undertaken 
three different campaigns which brought in over 1,500 rolls of toi-
let paper along with a bunch of toothbrushes and, most recently, 
diapers, for local area food banks.

“Disposable items like toilet paper and diapers aren’t really the 
kind of thing people think about in connection with food banks 
but their clients still need them and we saw it as a great way to 
give back and also make a statement about our support of the 
community as a locally-owned and operated business,” says Kurt.

Monkeytown’s commitment to the community is so strong that 
there’s a separate section on its website, Care Now, that high-
lights what the dealership and its customers are doing in that area.

“Care Now is Monkeytown’s most important community service 
project,” says Kurt. “It defines our relationship with the commu-
nities we serve, and in turn, with all our friends and neighbors 
dealing with hardship.” Now, thanks to the good deeds of Kurt 
and his team, the hardship is just a little less for food bank clients.

Friends Business Source, OH Dealer, Awarded 
Supplier Contract by Premier Healthcare Alliance
Ken Schroeder and his team at Findlay, Ohio-based Friends Busi-
ness Source scored a major healthcare market win recently when 
they were awarded a 36-month group purchasing agreement for 
office supplies with the Premier Healthcare Alliance. 

The agreement allows Premier members, at their discretion, to 
take advantage of special pricing and terms pre-negotiated by 
Premier for office supplies through Friends, the dealership said.

FBS will offer related items such as office products, office fur-
niture and technology through the contract award which will be 
executed on a nationwide basis through Independent Stationers, 
Friends’ buying group.

The Premier alliance includes more than 2,500 U.S. hospitals and 
78,000-plus other healthcare sites and the contract, which was 
awarded to multiple vendors, has an estimated annual value of 
$350 million.

Wist Office Products, AZ  
Independent, in Expansion Mode
In Tempe, Arizona, Ian Wist and his team at Wist Office Products 
are gearing up for some healthy sales growth following their ac-
quisition of fellow independent OfficeSmart in Sierra Vista, about 
200 miles to the south.

continued on page 8
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West Point Products has set a new standard in 
color quality and performance with its ColorLogic 
Technology™. By utilizing next generation technology, high 
quality chemical toners and components, and proprietary 
robotics and automation, West Point Products cartridges 
featuring ColorLogic Technology™ provide a true alternative 
to the OEM. 

The True 
OEM Alternative

West Point Products…The ONLY Logical Choice

Visit www.westpointproducts.com for more information

ColorLogic Technology™ 

206213A

The ColorLogic Technology™ Advantage

• Peak performance and consistent, vibrant color output

• Engineering, R&D, and manufacturing facilities   
 dedicated to color, resulting in the most advanced color  
 systems on the market

• Automated manufacturing environment with
 centralized quality monitoring system

•  Rigorous testing protocols to ensure products to meet 
 or exceed OEM performance

• 100% IP-cleared – dealers are fully indemnified against  
 OEM litigation

• 100% quality guarantee

http://www.westpointproducts.com
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Winner’s Circle continued from page 8

The deal strengthens Wist’s position as the region’s largest in-
dependent and adds a third warehouse and some 300 active 
accounts.

“We’re thrilled to have known and worked in the same industry 
as OfficeSmart since it opened in 1993,” said Ian. “This acqui-
sition ensures that the good work of founders Diane and Glenn 
McDaniel continues well into the future. We’re humbled that they 
trusted us with a brand and legacy so well respected in Southern 
Arizona.” 

Wist has assumed the OfficeSmart staff, growing total employ-
ment from 55 to 65 people statewide and the company’s distri-
bution facilities from two warehouses (in Tempe and Tucson) to 
three. 

“Ian and Robert Wist are committed to locally-owned, indepen-
dent retail and are tremendous supporters of the community,” 
said OfficeSmart owner Glenn McDaniel. “I’m proud to be passing 
the torch to them and their team.” 

AAA Business Supplies & Interiors, CA Independent, 
Acquires Workspace Innovations
San Francisco-based AAA Business Supplies & Interiors has 
boosted its profile in the Bay Area contract furniture market with 
the acquisition of Workspace Innovations, a leading contract fur-
niture dealer for almost 20 years with a particularly strong pres-
ence in the Silicon Valley/Peninsula/South Bay market.

The deal represents the twelfth acquisition for AAA, the company 
said.

While the owners of Workspace are retiring from the business, 
AAA said it will be retaining the other Workspace employees as 
well as the company’s recently remodeled showroom in Belmont, 
California.

The new showroom will provide AAA with a fourth furniture lo-
cation for use with clients in the South Bay, while also enabling 
AAA to offer a more attractive location for employees who prefer 
working in that area.

“AAA is very excited about this merger,” commented AAA pres-
ident Steve Danziger. “Workspace represents the third furniture 
team that has joined AAA, and positions us in an even stronger 
leadership position in the market. The new team perfectly com-
plements our culture in terms of the solutions, people and extraor-
dinary value we bring to our clients, and the merger enhances our 
abilities to provide additional resources and benefits to our client 
base.”

AAA grew by 20% last year and expects sales approaching $30 
million in 2013. AAA said it continues to experience rapid growth 
of its coffee division, and is also gearing up for major expansions 
in facilities/janitorial supplies and managed print services.

Baker Office 
Products, TX 
Dealer Has 
Customers 
Bopping at 
End User 
Show
“ B O P a l o o z a ” 
may not be a 
word that shows 
up in too many 
dictionaries but there are plenty of folks in Lubbock, Texas who 
know exactly what it is: the name for Baker Office Products’ 20013 
customer appreciation show.

Close to 600 Baker customers and prospects attended this year’s 
event, which was held offsite at the American Wind Power Center, 
a local landmark that houses a museum devoted to the history of 
windmills.

Also on the program: the latest and greatest office products from 
some 30 industry reps, a catered lunch and plenty of door prizes 
including a grand prize of $500 worth of gasoline from a local oil 
company.

Plus, separate tables highlighting Baker’s capabilities in printing, 
education supplies and teaching aids and more.

The turnout was particularly impressive, reports Baker adminis-
trative services manager Leslie Smith, given the cold front that 
hit Lubbock the day of the show, sending wind chills into the low 
teens.

In addition to personal invitations extended by the Baker sales 
team, the dealership also used email to promote attendance, of-
fering online registration for the event for the first time. 

And by way of expressing appreciation for some key business 
partners, the Baker team treated participating reps to dinner the 
night before the show.

Business so far this year has been going well, reports sales man-
ager Tony Martin, with the dealership posting near double-digit 
growth thanks to an aggressive new business development effort 
and a strong focus on selling more to existing customers.

The show itself was more of an educational opportunity than a 
sales event, says Tony, but it did generate a nice lift for business 
in the weeks immediately following the event and planted some 
seeds with the promise of more sales growth to come later in the 
year.



http://www.clovertech.com
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Secrets of Success

From Notes on a 
Napkin to a $31 
Million Business
By Jim Rapp

“When we say that we started this busi-
ness from scratch,” explains co-founder 
and president Jim Porter, “it is more than 
a metaphor. The idea for our business 
actually started one day when Ken Hous-
ton and I were on vacation, sitting on the 
beach having a cool one and scratching 
out some notes on a napkin.

“I said that after spending many years in 
the industry working for someone else, I 
wanted to run my own business. Ken, who 
was working for IBM at the time, had sim-
ilar feelings.

Rright there, the two long-time friends laid 
out a basic business plan that was to guide 
them over the next 12 years. The concept: 
an office products company that would 

combine the best of both worlds—the 
close personal relationships with custom-
ers that independents do so well, plus the 
distribution and transaction model of the 
national chains.

The Smart Choice Approach
“From the very beginning,” explains sales 
and marketing VP Kate Dougherty, “we 
were passionate about our willingness to 
explore new directions and look at what 
other businesses and industries are doing, 
to do new and exciting things.”

“Our Smart Choice program demonstrates 
this. Instead of using the traditional ‘We 
have the best prices and the best service’ 
approach, we try to elevate the conversa-
tion. We walk prospects and customers 
through how they can rethink time, cost 
and carbon. We build a program for them. 

“For larger customers, it might be a two 
or three year roadmap. We sit down with 
them and say, ‘Let’s not just talk about 
product. Are there greener alternatives? 
What are some of the ways to cut costs 
and carbon? Let’s look at how your orders 
are transmitted, how the order is packed, 

how it’s received, stored and distributed 
and think about an end-of-life cycle pro-
gram for all products.’”

It’s an approach that not only fosters 
growth but also garners some great rec-
ognition in the community. The dealership 
won the St. Louis Green Business Chal-
lenge Award last year for its commitment 
to sustainable business practices.

Other honors include being named multi-
ple times a “Best Place to Work” by a local 
business publication, due, in no small part, 
to an ongoing emphasis on volunteerism 
and giving back. 

“Community involvement at Office Essen-
tials means getting just about everyone 
here doing something,” says Kate. “We 
have a community involvement team of 15 
employees who put together fundraisers 
and similar events all year long.”

And what does the future hold? “We want 
to continue to grow,” she says. “Economy 
of scale is increasingly important in today’s 
marketplace and we want to take full ad-
vantage of it.”

Office Essentials 
St Louis and Kansas City, 
Missouri

•  Jim Porter, President 
Ken Houston, CEO 
Kate Dougherty, VP, Sales & 
Marketing

•  Supplies, furniture, 
technology, cleaning and 
breakroom, sustainable 
products and services

•  Founded: 2001

•  Sales: $31 million

•  Employees: 87

•  Partners: TriMega, AOPD, 
United Stationers

•  Online sales: 80%

•  www.offess.com

http://www.offess.com


Made in the U.S.A.

• 92 bright
• 20 lb. basis weight
• SFI® Certified Sourcing
• Proudly made in the U.S.A.
• A great way to show your support of local economies and communities

Private Label Program

Enterprise Group

CUSTOM
LABELS
help build
your brand

http://www.egpaper.com


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

Focus is on Dealer 
Opportunities,  
Your Business 
Source Offerings  
at 2013 ABC

S.P. Richards chairman and CEO Wayne Beacham called 
on dealers to reaffirm their trust and belief in themselves, 

their businesses and their key business partners.

continued on page 14

Harrison J. “Chip” 
Hummel III of Hummel’s 

Office Plus received 
the first “Industry 

Achievement” award. 
Unfortunately, Chip had 

to leave early due to 
flooding back home 

so his son, Harrison IV, 
accepted the award 

from OPI’s Janet Bell.
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Wendy Pike of Twist Office Products (center) received the first Professional of the Year 
award as part of the North American Office Products Awards program from TriMega’s 
Michael Morris and Janet Bell of OPI.
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HELP PLANT THE 
    SEEDSOFHOPE! 

City of Hope™ is moving into an extraordinary future  
of discovery, and the National Office Products  
Industry is playing a pivotal role in that future.

From sponsoring fundraising events to encouraging 
employee giving, donations large and small are  
invaluable in helping City of Hope™ improve the lives 
of men, women and children throughout the world. 

That’s why from now through September 30, 2013, 
a selection of ACCO Brands’ most popular items will 
help support a donation to City of Hope™. Learn more 
about how you can help at accorewards.com. 

It’s an honor for my ACCO Brands  
colleagues and me to be leading  
this fundraising initiative. I hope you  
will join me in making this year’s  
contribution the best one yet!
~Bob Keller

Executive Chairman  
ACCO Brands Corporation 
2013 Spirit of Life® Honoree

COmPAssiONATE CArE.  
    PiONEEriNg rEsEArCH.  
iNNOvATivE EduCATiON. 

http://www.accorewards.com
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Industry News continued from page 12

Opportunity on tap at 2013 ABC
Today’s independents can look forward to some significant new 
opportunities in the near future, but now is the time to prepare 
for them—not only by embracing change but by reaffirming their 
trust and belief in themselves, their businesses and their key busi-
ness partners.

That was the message from S.P. Richards chairman and CEO 
Wayne Beacham at the wholesaler’s 2013 Advantage Business 
Conference in Orlando last month.

Beacham pointed to the upcoming merger between Office Depot 
and OfficeMax as a potential door opener to significant new op-
portunities for independent dealers.

“Integration [of the two companies] certainly won’t be easy and it 
certainly won’t be quick,” Beacham contended but, he stressed, 
dealers need to begin planning now to make the most of the op-
portunities that may come their way as a result.

Maximizing opportunities, he told SPR first-call dealers at the 
meeting, will require strong faith in themselves and their business 
partners and a determination to reject cynicism which, Beacham 
contended, only serves to lower expectations and have a corro-
sive impact on the business.

At the meeting, S.P. Richards highlighted its Your Business Source 
dealer model as a critical ingredient of the new mix of opportunity 
for dealers.

Your Business Source was officially introduced to the industry last 
year but this year’s meeting was very much a coming-out party 
for the brand, with a full day of programming devoted to it.

Echoing Beacham’s assessment of the Office Depot-OfficeMax 
merger, SPR senior VP of marketing Jim O’Brien said the timing is 
perfect for the development of Your Business Source as a nation-
al industry brand to fill an impending void in the channel.

Your Business Source, he suggested, can provide independents 
with a powerful new differentiator by creating a marketing plat-
form that combines their strengths as a locally owned and operat-
ed business with deep roots in their community with the benefits 
of membership in a strong, nationwide network of independent 
dealers.

Your Business Source elements that were very much front and 
center in Orlando included:

n  A product assortment of some 900 basic Business Source 
branded office products SKUs. The Business Source brand 
of products was introduced four years ago and has real-
ized strong growth with many independents sourcing the 
domestically produced items on a direct buy basis from the 
manufacturer. 

n  A comprehensive marketing program that includes brochures, 
print and web ads, vehicle wraps, billboard designs and more

n  Launch of www.YourBusinessSource.com, a consumer-facing 
website complete with an online Supplier Locator to direct 
end users to participating YBS dealers

Also on the agenda at this year’s ABC: 

n  A presentation by branding expert Mark Barden on ways inde-
pendent entrepreneurs can combine what he called “brilliant 
basics and compelling differences” to successfully challenge 
much larger competition. 

n  An inspiring keynote address from “Miracle on the Hudson” 
pilot Chesley B. “Sully” Sullenberger III, who told the story 
of how a commitment to continuous learning, professional 
development and team building prepared him and his crew to 
successfully meet a challenge of enormous dimensions when 
their plane struck a flock of Canada geese and lost all power 
shortly after takeoff.

n  A tradeshow featuring the latest and greatest new products 
from some 220 exhibitors across a broad range of categories.

n  A full-day’s program of workshops and presentations on key 
industry topics such as branding, new business development, 
managing an inside sales effort, online marketing trends and 
more.

n  Comedian and professional redneck Jeff Foxworthy, who 
headlined the closing Gala Dinner at the conference.

And for the fourth year in a row, a special awards program, 
co-sponsored by S.P. Richards and OPI magazine, recognized 
new product innovation, with the presentation of this year’s North 
American Office Products Awards. Winners included:

n  Core Office Products: Victor Technology for its All-in-One 
Monitor Riser

n  Technology Products: Logitech for its Washable Keyboard 
K310

n  Cleaning and Breakroom: Mind Reader for The Breakroom

n  Product Innovation of the Year: Kensington for its Proximo 
Starter Kit

Safco Products was recognized in two categories for its Zenergy 
Ball Chair, winning both the Furniture award and People’s Choice 
honors.

In addition, two dealers received new recognition awards which 
were presented this year for the first time. Wendy Pike of Twist 
Office Products, Bensenville, Illinois, was named Professional of 
the Year, while Harrison J. “Chip” Hummel III of Hummel’s Office 
Plus, Mohawk, New York., received the first “Industry Achieve-
ment” award.

Next year’s ABC will take place June 11-15 in Nashville.

continued on page 16

http://www.YourBusinessSource.com


Ready for school orders, call today  •  800-543-0550  •  www.ghent.com
Visit us at NeoCon (8-#2054) and SPR (#1311)

Pictured above: Silhouette Whiteboard

Think Again.
This one is made in America.

Custom capabilities  •  Quality you can trust
Arrives as expected, on time, every time
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Industry News continued from page 14

HP Responds to Dealer Concerns 
on New ‘Authorized Reseller’ 
Policy
Hewlett Packard has announced that ef-
fective November 1, its resellers will be 
required to have a Hewlett Packard U.S. 
Partner Agreement in order to be able to 
purchase HP products—specifically orig-
inal HP Inkjet print cartridges, original HP 
LaserJet print cartridges and original HP 
large format ink—within the distribution 
channel. 

After November 1, dealers who are not au-
thorized by HP will be unable to purchase 
those products from wholesale distribu-
tors, HP said.

The announcement generated consider-
able concern within the independent deal-
er community, about both the basic intent 
of the new policy and the implications of 
some of the Partner Agreement’s specific 
requirements.

We took some of those concerns to HP 
and asked them to comment. Here’s what 
they had to say:

What was the thinking behind the 
new authorized distribution policy?

HP wants to improve the customer 
shopping experience through autho-
rized resellers by helping customers 
make informed choices to buy original 
HP supplies. 

We believe our customers will be better 
served by partners who have a relation-
ship with HP and who receive support 
from HP so they can deliver the original 
HP supplies value proposition to our 
mutual customers. 

What’s at stake here for HP and for 
independent dealers?

HP will now have a relationship with all 
resellers selling supplies in the US. Re-
sellers who elect to partner with HP will 
have access to channel programs, HP 
brand guidelines, as well as marketing 
and selling tools. 

What do you see as the benefits 
of the new policy for independent 
dealers?

The changes in HP’s channel strategy 
for supplies are intended to more firmly 
establish a formal relationship between 
HP and the channel partner community, 
while also helping HP and its authorized 
channel partners ensure their mutual 
customers can make informed choices 
to buy original HP supplies.

Will the new policy apply to all 
resellers looking to sell HP products? 

Yes, for the products listed. This 
change is for the U.S. only.

Does that mean that if someone like 
say Walmart or Amazon refuses to 
sign it, they will no longer be able to 
sell HP products?

All resellers of HP supplies will have the 
same requirement of having a direct 
contract with HP.

What are the key elements that 
you’re looking for from your autho-
rized resellers?

We want our resellers to work with HP 
to improve the customer shopping 
experience in all selling motions so 
customers can make informed choices 
to buy original HP supplies. We want 
our resellers to deliver the original HP 
supplies value proposition through 
improved presentation of brand and 
marketing messages.

What are some of the reasons that 
might result in an application to 
be an authorized distributor being 
turned down?

HP has a long standing and simple 
process to apply for a HP Partner 
Agreement, which verifies certain 
basic business information. Additional 
information is available on HP’s Partner 
Portal at www.hp.com/partners/us

What do you say to those dealers 
who say the following:

•  The new policy is an effort to shut 
down a part of their supply chain 
that helps them stay competitive 
on a key product line.

•  If a dealer is not authorized, it will 
drive them to sell more compati-
bles than they are right now.

•  That HP prices will go up once 
the policy is in place because of 
the narrower supply pipeline.

HP currently has a network of thou-
sands of HP authorized channel 
partners. All resellers who currently do 
not have a HP partner agreement are 
free to apply. 

HP does not comment or speculate 
on reseller behavior, but believes this 
change will result in improved and in-
formed customer shopping experiences 
for original HP supplies.

Paragraph 12 of the agreement 
gives HP the “right to audit, and 
take copies of, your Records for 
compliance with this Agreement and 
our programs. ‘Records’ means your 
books, including electronic records 
and original documentation, related 
to acquisition, sale, maintenance and 
disposition of all Products, Software 
and Support.” What do you say to 
dealers who say this represents a 
conflict of interest and/or invasion 
of privacy, particularly given HP’s 
own direct-selling efforts through its 
HP.com website?

HP’s audit process is intended to 
ensure that an HP partner complies 
with the HP Partner agreement. HP 
has strict protocols with respect to the 
collection, protection and use of this 
information. 

continued on page 18
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Details Unveiled for EPIC 2013, Joint Dealer Group 
Convention
Plans for the industry’s largest U.S. office products buying group 
convention—EPIC 2013 in San Antonio, Sept. 18-20—are well 
underway and registration for both dealers and exhibitors is now 
live, co-organizers TriMega and Independent Stationers have 
announced. 

The two dealer groups have teamed up to create the first-ever 
combined national convention that brings together suppliers and 
dealer members from both dealer groups to celebrate the contin-
ued U.S. market share growth of independent dealers. 

In addition, the event is intended to address industry concerns 
about the redundancies in the number of industry meetings and 
respond to supplier requests to reduce other costs from the 
channel.

Premier sponsor for the event, which takes as its theme “Where 
BIG Happens,” is wholesaler S.P. Richards, sole sponsor of the 
event’s opening session featuring bestselling author, motivation-
al speaker and co-founder of CoveyLink and the FranklinCovey 
Global Speed of Trust Practice, Stephen M. R. Covey. 

“It’s appropriate that S.P. Richards, as an industry leader and in-
dustry partner, plays a major role in supporting this groundbreak-
ing initiative,” said Rick Toppin, president and chief operating 
officer of S.P. Richards. “Our support through this sponsorship re-
inforces our commitment to the independent dealer channel, the 
buying groups, and other key industry stakeholders,” he added. 

Other key event sponsors include United Stationers (Friday break-
fasts, membership meetings and luncheon), the HON Company 
(the EPIC 2013 Party at the Alamo Plaza) and ECi (guestroom 
internet and the Official App of EPIC 2013).

EPIC 2013 organizations have also announced the seminar 
schedule, featuring a comprehensive lineup of interactive ses-
sions, panel discussions and workshops focused on key industry 
trends and opportunities.

For more information or to register: www.wherebighappens.com 
or stay on top of EPIC 2013 news and alerts by texting EPIC 2013 
to 55678.

ECi Adds Supplies Wholesalers to Private Supply 
Network, Announces Conference Keynoter
Dealer technology provider ECi Software Solutions last month 
announced the integration on its Private Supply Network (PSN) 
of cartridge distributor Supplies Wholesalers with its DDMS and 
e-automate business system software.

“When dealers talked to us, we listened,” said Bob Willmes, found-
er and CEO of Supplies Wholesalers. “We partnered with ECi to 
simplify the purchasing process between us and the DDMS and 
e-automate dealer by getting on their Private Supply Network.”

Using ECi’s PSN, dealers can check vendor stock availability and 
price while building orders and transmit purchase orders directly 
into the vendor’s system.

“ECi’s PSN plays a critical role in helping independent dealers 
maintain a competitive edge,” said Tom Kapp, ECi executive vice 
president. “Our joint programming effort with Supplies Wholesal-
ers will enable our mutual customers to strengthen and automate 
their supply chain capabilities.”

Separately, ECi also announced that Vince Papale, a former 
Philadelphia Eagles football player and the inspiration behind 
the award-winning Disney film “Invincible,” will be the keynote 
speaker at the company’s upcoming Connect Conference. The 
conference will take place in Dallas September 24–26. 

The conference provides attendees training on various ECi sys-
tems, access to technology vendors and a chance to network 
with their peers. To learn more about Connect 2013, please visit 
www.ecisolutions.com/events/natlmeetings.htm.

JumpTech Adds GPS Mapping Capability
Jump Technologies last month announced that it has added 
mapping capability to its JumpTrack automated proof-of-delivery 
solution. 

The enhancement, which brings GPS location capability to the 
program, is designed to help fleet managers gain better control 
of their fleets and identify drivers who may not be efficient with 
their routes, thereby making it possible to increase the number of 
deliveries without investing in new trucks. 

“Our customers know where their vehicles are at anytime and see 
the exact routes their drivers drove during the day,” commented 
JumpTech president and CEO John Freund. “In combination with 
our delivery efficiency report, a fleet manager sees the exact order 
in which drivers drove their routes, the amount of time between 
stops, and the actual route they drove to each stop.”

For more information, visit www.jumptech.com or call 
888-373-7226. 

AOPD Earns ‘Operational Excellence’ Award from 
Premier, Healthcare National Account
The American Office Products Distributors dealer national ac-
count network (AOPD) last month announced it is a winner of 
the eighth annual Performance Award presented by the Premier 
Healthcare Alliance. 

AOPD is one of 29 Premier suppliers to receive the Performance 
Award this year. Winners are recognized for their outstanding 
management of Premier agreements and drive toward the mutual 
goal of providing clinical and financial value to Premier alliance 
members, AOPD said.

continued on page 20
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Office Products Women in Leadership (OPWIL)  
is a professional organization connecting women in  
leadership roles within the Office Products industry.  
Together we can learn, develop and grow while forming  
professional connections and developing lasting friendships. 

Join our conversation on Facebook and LinkedIn for more information.

“We’re extremely proud to receive this honor,” said AOPD ex-
ecutive director Bud Mundt. “On behalf of the American Office 
Products Distributors members, Board of Directors and staff we 
thank Premier for this prestigious award and look forward to our 
continuing growth as a National Contracted Supplier for Premier 
Purchasing Partners. “

Mundt said AOPD is the only office products supplier to receive 
a 2013 Premier Performance Award and the only dealer group to 
be awarded a 2013 Premier National Contract.

“As providers continue efforts to drive toward value-based care 
American Office Products Distributors has been supporting Pre-
mier alliance members with high-quality, cost-effective products 
and services,” said Durral R. Gilbert, president of supply chain 
services, Premier. “We’re proud to recognize them as a top per-
forming organization.”

Domtar Completes Xerox North America Paper 
Acquisition
Domtar has completed its previously announced acquisition of 
the Xerox North American paper and media products business. 

The deal gives Domtar exclusive rights for the marketing and dis-
tribution of Xerox branded paper and print media products in the 
United States and Canada.

“We are excited to add the Xerox brand to the Domtar family of 
products,” commented Richard L. Thomas, senior vice president, 
sales and marketing, for Domtar.

“This transaction will create significant value for Xerox customers 
by allowing us to offer prominent brands and greater product op-
tions. In addition, the combination of our manufacturing scale and 
expertise with our broad distribution capabilities will continue to 
provide the industry-leading quality and service for which Domtar 
is known,” he added.

Going forward, the Xerox products covered by the deal will now 
be serviced through Domtar’s Enterprise Group and their multiple 
distribution partners.

Domtar’s Xerox Product Portfolio includes a complete line of 
Xerox Paper and Specialty Media, such as premium office pa-
pers, specialty coated and uncoated digital print media, business 
forms, tabs and dividers, carbonless and wide format papers.  

The Xerox Custom Solutions products will also be offered by En-
terprise Group and will be enhanced with more specialists in the 
field, Domtar said.

For additional information please visit these company websites 
www.domtar.com or www.egpaper.com/products and follow the 
links to Xerox products.

continued on page 22
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New President for MooreCo 
MooreCo Inc., whose brands include Balt and Best-Rite, has an-
nounced the appointment of Mike Briggs as president and chief 
operating officer.

Greg Moore, who formerly held the positions of both president 
and CEO, will continue in his role as CEO and work closely with 
Briggs and the company’s leadership team.

Briggs brings over 34 years of industry experience to MooreCo, 
including 17 years with Bretford Mfg. At Bretford, he served for 
more than 10 of those years as the company’s president. 

“We are proud to welcome a professional of Mike’s caliber to the 
MooreCo team,” said Greg Moore. “As a hands-on leader, Mike 
brings exceptional industry experience to the organization, as-
suring a smooth transition. We are confident his successful track 
record and proven leadership will help advance MooreCo’s objec-
tives and ensure the company’s long-term prosperity.”

Letts Filofax Group Changes Hands
Letts Filofax Group has been bought by HSGP Investments Ltd. 
HSGP is wholly owned by Harolde Savoy and Gordon Presly. 

Savoy is a Canadian entrepreneur living in Dallas, whose family 
owns the Blueline/Rediform Group. Dominion Blueline is based in 
Montreal, Canada and Rediform is based in Dallas.

Gordon Presly is the current CEO of Letts Filofax. He was appoint-
ed CEO of Letts in 1998 and of Letts Filofax in 2001 when Filofax 
was acquired by Letts. In 2006, he led a secondary management 
buyout backed by Phoenix Equity Partners and remained as 
Group CEO. 

Terms of the deal were not disclosed.

Clover Named to Chicago Area’s ‘Fast Fifty’ List
Clover Holdings, parent company of Clover Technologies Group, 
Dataproducts, West Point Products and other brands, has been 
included in the 2013 “Fast Fifty” listed published by Crain’s Chi-
cago Business.

The list, published each year, highlights the Chicago region’s 
fast growth public and private companies. Required credentials 
included 2012 revenue of at least $20 million and no more than 
one year of declining revenue over the past five years. This year, 
Clover ranked 25th. 

In 2013, Clover’s revenue was $750.1 million with a 221% five-
year growth rate and 15,000 employees worldwide.

Commented Jim Cerkleski, CEO of Clover Holdings, “It’s an hon-
or to be included on this list of top organizations. Our continued 
investments in infrastructure and people have enabled us to ex-
ecute an aggressive growth strategy. By leveraging our unique 

business model and continuing to diversify through strategic 
acquisitions, we continue to see huge opportunities for growth in 
multiple product categories.”

Depot International Named HP’s Top Performing 
Authorized Parts Reseller
Farmingdale, New Jersey-based Depot International has been 
named Hewlett-Packard’s Top Performing PartsOne Authorized 
Parts Reseller.

HP presents the award annually to the highest performing reseller 
in each market it serves. Depot International exceeded its plan 
with HP by 16% in 2012 and is now listed in the U.S. as its largest 
Authorized PartsOne Reseller, Depot International said.

Furniture Remanufacturer Davies Office Earns Ninth 
BIFMA level Certification
Furniture remanufacturer Davies Office has earned another level 
Sustainability Certification from the Business and Institu-tional 
Furniture Manufacturers Association (BIFMA) for its re-
manufactured Steelcase Answer panel systems line. 

According to BIFMA, the level conformance mark ensures a 
comprehensive, independent and impartial assessment of the 
environmental and social impacts of a product’s manufacture. 
level makes it easy to identify products that have been evaluated 
against a consensus-based, multi-attribute sustainability stan-
dard, BIFMA said.

This is Davies Office’s ninth BIFMA level certification.

New Survey Shows Customer Service Edge for Small 
Businesses
This probably isn’t telling you anything you don’t know already, 
but smaller businesses are winning the customer service battle 
and them then some against their larger competitors, according 
to a recent survey by CreditDonkey.com, a credit card compari-
son website.

According to the survey, big corporations usually fail to meet cus-
tomer service expectations for 36% of over 1,000 respondents 
to the survey, in contrast to just 6% of respondents who said the 
same thing about their dealings with a small business.

Seventy-three percent of survey respondents said small busi-
nesses are also better than big corporations at anticipating needs 
and problems, asking for feedback, following up and showing 
appreciation.

Also of interest: Just over 85% of respondents said they will walk 
away from a product, service, or company because of a bad cus-
tomer service experience.

continued on page 24
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CreditDonkey.com offered the following advice on ways to em-
phasize customer service: 

Be attentive: Customers will go back to your store and clients 
will repeatedly ask for your services if you and your associates 
act genuinely interested in their challenges and problems—and 
are truly knowledgeable about what you’re selling. Although they 
have more resources, big box stores have a reputation for using 
customer-service representatives who are disinterested and not 
educated about the products they’re pushing.

Be competitive: Always keep an eye on what your larger com-
petitors are charging. While your business may not be able to 
match those companies’ prices, you risk losing customers if you 
don’t come close. When asked to choose between a lower price 
and better service, 52.4% of respondents would choose the low-
er price. 

Be up-front about your service: Make sure your marketing mate-
rials, signs, and social-media posts touch upon the individualized 
and courteous service your business is able to give customers. 
They will catch on.

For more on the survey, visit  
www.creditdonkey.com/customer-service-2013.html.

in memoriam: 
Ergonomic Seating Designer 

Niels Diffrient
Niels Diffrient, an industrial designer who played a key role in the 
development of ergonomic seating, died June 9. He was 84.

In a career that spanned over a half century, Diffrient designed 
for a broad range of industries including computers, trucks, 
airplane interiors and corporate identity programs, but he is best 
known for his seating products such as the Diffrient Chair for 
Knoll and the Diffrient World Chair, Liberty Chair, Freedom Chair 
(all for Humanscale).

Diffrient held more than 46 design and utility patents on furniture 
designs in America and abroad, and his many honors include 
the I.D. magazine Top 40 Design Innovators of 1996, the 1996 
Chrysler Award for Innovation, the Smithsonian’s 2002 Coo-
per-Hewitt National Design Award for Product Design, and the 
2005 Legend Award from Contract magazine. 

In 2007, Forbes.com named Diffrient the “granddaddy of the 
ergonomic revolution” and one of ten “Tastemakers” in the field 
of industrial design.

http://www.creditdonkey.com/customer-service-2013.html
http://www.nopanet.org
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NOPAnews
If you are an office products dealer who sells office furniture, now 
is the time to weigh in on the support you receive from the manu-
facturers whose products you sell.

The Office Furniture Dealers Alliance (OFDA), NOPA’s sister as-
sociation, is encouraging one representative from office furniture 
dealerships of all sizes—aligned and non-aligned—to vote on 
their satisfaction level for their top-volume unaligned supplier in 
six different product categories: Systems/Workstations, Seating, 
Casegoods, Tables, Filing and Storage.

These categories were developed by BIFMA, the Business and 
Institutional Furniture Manufacturers Association, and are gener-
ally viewed as representing the primary products sold in the office 
furniture marketplace.

The first set of questions, which are designed to be answered by 
every voting dealer, serves to establish the importance of six dif-
ferent performance areas: Service and Support, Training, Product 
Lines, Sales and Marketing, Management and Technology. 

Then, voting on the manufacturer of your choice, dealers are 
asked to rank their satisfaction levels in each of those perfor-
mance areas.

The resulting report is as important to the dealer community as it 
is to the manufacturers.

For dealers, the survey offers insights on the comparative perfor-
mance levels of top industry manufacturers in areas that dealers 
typically consider to be most important.

This allows dealers to consider the potential benefits of forming 
new relationships or strengthening them with the industry’s high-
est performing manufacturers as a means to further elevate their 
marketplace success.

An even stronger reason for dealers to participate in the survey 
is to provide manufacturers with a broad look at what the dealer 
community really needs to help them succeed. 

Manufacturers can use the information contained in the report to 
target areas for their own improvement as well as highlight areas 
of strength to dealers. 

By responding to dealer issues, manufacturers will not only build 
dealer loyalty, but they will also increase sales for both dealers 
and manufacturers.

Survey results provide the basis for OFDA to recognize manu-
facturer excellence in the products, policies and procedures that 
impact most dealerships. 

The winners in each category receive a trophy and customized 
report that provides additional insight into not only what’s import-
ant to dealers in general but also how dealers rate their company 
in relation to their peer manufacturers and, even more important, 
how their company is performing in the dealer’s view.

As thanks for participating, each dealership participating will re-
ceive a free Executive Summary that features a look at the top is-
sues of importance to dealers and indicates what manufacturers 
performed highest in each of the product categories.

The survey is open from July 1 to August 30. 

For more information or to view last year’s survey, visit OFDA’s 
website: www.ofdanet.org/OFDA-Dealers-Choice-Award-Survey. 

To take the survey, click here:  
www.surveymonkey.com/s/2013OFDADealerChoiceSurvey 

Alicia Ellis is Director of Marketing & Communications for NOPA.

Make Your Opinion Count:
Participate in the Dealer Choice Survey
By Alicia Ellis

http://www.ofdanet.org/OFDA-Dealers-Choice-Award-Survey
http://www.surveymonkey.com/s/2013OFDADealerChoiceSurvey
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3M’s Chuck Harstad 
Named 2013 ‘Legend of 
the Industry’
The Business Solutions Asso-
ciation (BSA) has named for-
mer 3M vice president Chuck 
Harstad its 2013 “Legend of the 
Industry” award winner. 

“We are indeed pleased to be 
able to have Chuck Harstad as 
this year’s Legend of the Indus-
try,” said BSA president Mike 
Wilbur. “And we are doubly 

pleased to recognize him at the 2013 Forum where many of his 
friends and associates will be in the audience. Harstad is an icon 
in the business products industry and is well recognized for his 
many accomplishments.  He is truly a legend and a leader.”

In a career with 3M that spanned 43 years, Harstad held a broad 
range of senior sales and marketing and management positions.

He was managing director of 3M Malaysia in 1981-83, general 
manager of 3M Armorlite 1983-84 and vice president of 3M’s 
Commercial Office Products Division 1984–97.

As division VP, Harstad had global responsibility for the growth of 
all 3M office products including such well known names as Post-it 
Brand Notes and Scotch Brand Magic Tape.  In 1997 he became 
Vice President of 3M corporate marketing.  Chuck served on 3M’s 
executive conference for over 20 years.

While managing the Office Products Division of 3M, Harstad also 
served in a number of capacities within the industry associations 
including chairman of the Business Products Industry Association 
(BPIA) for two years.  

He was honored by the City of Hope with its Spirit of Life award in 
1991 and received the Torch of Liberty Award from the Anti-Defa-
mation League in 1995.

BSA established its “Legends” program to recognize individuals 
who have made a special contribution to the industry. Harstad will 
receive the honor during BSA’s annual industry forum, Oct. 29-31 
at the Hyatt Regency Coconut Point Resort in Bonita Springs, 
Florida.

First Two Manufacturers Earn Standards Validation
Esselte Corporation and Quality Park Products are the first two 
industry manufacturers to be recognized as validated “OK BSA” 
companies under its OK BSA content management standards 
program.

“This is a historic event,” said Cal Clemons, BSA executive vice 
president. “It has taken BSA several years to reach the stage of 
being able to validate companies who meet the basic content 
management standards for the industry. Congratulations go to 
both Esselte and Quality Park and both companies should be 
recognized for their commitment to these standards.”

“It’s not complicated,” said Clemons. “In fact, most companies 
could save countless thousands of dollars this year and in the 
years ahead by simply beginning the standards compliance pro-
cess through the OK BSA Program. In today’s economy, it amaz-
es me that more companies don’t follow the lead of Esselte and 
Quality Park.”

The OK BSA Program allows for more efficient personal commu-
nication to enable all the companies in the supply chain to use 
richer digital content in the form of video, photographic and con-
sumer-oriented text as well as mobile codes, the association said. 

Sales and profitability can be maximized for the supply chain 
by using the best practices that employ the latest technology 
in a way that complies with BSA’s industry standards for digital 
content. 

For more information, visit www.businesssolutionsassociation.com

NEWSfromBSA

http://www.businesssolutionsassociation.com
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2013: Time to Tear Up the Playbook?
If you didn’t get beyond the Big Three on 
the Third Floor at last month’s NeoCon 
show in Chicago, you might be forgiven 
for wondering if it might be time to tear 
up the playbook for office furniture as we 
know it.

In the showrooms of Haworth, Herman 
Miller and Steelcase, there was hardly a 
traditional workstation in sight. 

Instead, the focus was very much on 
new work styles—collaborative spaces, 
touchdown locations and the like—more 
multi-purpose products than ever and, 
above all, technology integration on a 
grand scale. 

But if the basic message from those show-
rooms was that the office as we know it is 
pretty much a thing of the past, there were 

still plenty of more traditional offerings 
on display elsewhere in the Merchandise 
Mart.

With more than 700 companies strutting 
their stuff, it’s impossible to do much more 
than give just a very narrow view of the 
products on display. Here are some of the 
items that caught our eye this year.

Haworth’s Bluescape, a technology-in-
tensive workspace designed to support 
collaboration and provide a home for just 
about any kind of office device, won “Best 
of Competition” honors in this year’s Best of 
NeoCon awards program.

Herman Miller’s Metaform Portfolio, 
designed by Berlin-based Studio 7.5 and 

introduced as part of its new Living Office 
solution, won an Innovation award.

Gesture from Steelcase, designed to 
respond to new workstyles and how workers 
use new office tools, was recognized with 
a Gold award in the Ergonomic Desk/Task 
Seating category.

3M’s Architectural Markets business  
unit had a booth at NeoCon for the second 

year. The company’s Lightfalls  product, which 
distributes light from a single LED source over 

a large space to create a “Virtual LED,” won 
an Innovaiton award.

The HON Company introduced Purpose 
seating, which it described as “one of the 
first mid-market chairs designed with ad-
vanced ergonomics engineered to enhance 
collaboration and embrace modern business 
practices.”

 The Agility modular table from Nucraft 
won a Gold award in the Training and Work 

Tables category. 

s
s

s
s

s
s
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Global introduced Vion, a new family of 
seating solutions from designer Zooey Chu. 
Available in two task/management/conference 
back sizes---medium and high, Vion features 
two new controls, an intuitive weight sensing 
synchro-tilter and a synchro-tilter with back 
angle adjustment.

Part of the Kalyde collection, a new line 
of modular seating and table products from 

Safco designed to support both collaborative 
and personal work.

 

Office and facilities accessories supplier 
Magnuson Group entered a new product 
category at this year’s NeoCon with the 
launch of Maxi LED, a line of desktop and 
portable LED lighting.

Workbay by Vitra received one of four 
“Editors’ Choice” awards in the Best of 

NeoCon contest. Made from sound-absorbent 
industrial fleece supported by a light-weight 

aluminium structure, Workbay is designed 
to provide a semi-private space for common 

open plan areas.

Surf2 from SIS-USA is a height-adjustable 
desk that comes with a range of upgrades for 
the executive suite that includes chrome feet, 
solid wood edges and a digital programmable 
control switch.

 The Guardian Chair from Neutral Posture 
won a Gold award in the Office Accessories 
category. The back seat cover is removable 

and can be worn as a bullet-proof vest!

s
s

s
s

s
s
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Earlier this year Rep. Darrell Issa (R-CA), chairman 
of the House Oversight and Government Reform 
Committee, asked the Government Accountability 
Office (GAO) to conduct a review of the AbilityOne 
program.

Chairman Issa requested that GAO talk with 
NOPA and in March NOPA representatives did in 
fact meet with GAO to discuss their concerns with 
the AbilityOne program. 

NOPA knew going in that most of our issues 
would not be addressed in the GAO report just 
from the way the initial request for review was 
written. However, NOPA did take away from our 
meeting with GAO that the current review may just 
be the first of others to come and saw this as an 
opportunity to lay the groundwork for our issues 
to be addressed in later reports. 

In May, GAO released its report. Among the key 
findings: a need for enhanced oversight of the 
AbilityOne program.

GAO has put forth a set of recommendations, in-
cluding the creation of an independent inspector 
general and procedural reforms aimed at increas-
ing transparency and governance of the program. 

NOPA was disappointed that none of the com-
ments or recommendations we offered were in-
cluded in this report. Instead, it appears GAO only 
used information provided by AbilityOne officials 
and their partners. 

The report also failed to include any of the com-
ments and recommendations suggested by the 
blind community, with whom NOPA has been 
working with. 

We were however pleased to see GAO does agree 
with us that oversight of the AbilityOne program is 
lacking and needs to be addressed immediately 
by Congress.

Price Setting Practices Are Unclear
One area GAO investigated was the controversial 
price setting practices used in the AbilityOne pro-
gram. GAO found that the organization’s written 
pricing review policies and procedures are limited, 
and charged that they do not include sufficient 
internal controls to ensure that prices are appro-
priately revised over time. 

The kind of answers provided by the AbilityOne 
program as justifications for how they operate is 
exactly why NOPA strongly believes more over-
sight attention from Congress is needed. 

AbilityOne admits that when pricing their products 
they look at a range and pick a price in between 
the highest and lowest prices for each product. 

This pricing method allows AbilityOne to charge 
what they want for products regardless of the 
market, just as long as they are not the highest 
price (even if the product they are selling may not 
be of the same quality). 

Independent dealers cannot operate that way 
when they sell to federal customers and the Abil-
ityOne program should not be allowed to operate 
this way either. 

Independents are currently being told they need 
to offer better pricing to government customers 
and the AbilityOne program should be held to the 
same standard and requirement.

According to AbilityOne, the U.S. AbilityOne 
Commission, which administers the program, is 
responsible for encouraging affiliates and cus-
tomers to negotiate prices that are reflective of 
the market. 

Commission staff are supposed to review the 
agreed upon prices in accordance with concrete 
policies and procedures, but they acknowledged 
that these instructions are not “sufficiently explicit 
or transparent.” 

GAO said it believes these limitations can make it 
difficult for Central Nonprofit Agencies (CNAs) and 
affiliates to understand the Commission’s pricing 
review procedures and its reasons for rejecting 
prices. 

They cite the 77% initial pricing package rejection 
rate as a possible demonstration of the policy and 
procedural ambiguities. 

This response gives the impression that Abili-
tyOne doesn’t have full control of its program, 
products, or pricing. From our past experience, 
we do not see this to be the case. AbilityOne, from 
our past history, seems to be very knowledgeable 
and hands on when it comes to pricing of items 
and the GAO’s response is surprising to us in that 
regard.

Lack of Control Over Central Nonprofit 
Agencies
GAO found that the AbilityOne Commission lacks 
sufficient control over CNAs. Specifically, they 
found the Commission has limited authority to di-

New GAO Report Calls for Increased 
Oversight of AbilityOne Program
By Paul Miller

continued on page 31
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rect CNA budget priorities, which includes 
how much CNAs compensate their exec-
utives and the level and growth of their 
reserves. 

Because CNAs are independent entities, 
they are ultimately responsible for deter-
mining their own spending. 

This is a big concern for NOPA. We have 
seen the abuses with some of these 
non-profit partners and if the AbilityOne 
program is going to maintain its manda-
tory source status it should have more 
control over its business partners. 

We were surprised to read this response 
and it points to just another reason why 
more congressional oversight is needed. 

It also shows just how much more over-
sight needs to be put in place relative to 
AbilityOne’s partners, to ensure they are 
conducting themselves in a manner con-
sistent with the AbilityOne charter.

GAO expressed its concern that lack of 
oversight can lead to potential abuse by 
the CNAs and recommended that the 
chairperson of the Commission routinely 
obtain from the CNAs “any audits and 
reports of alleged misconduct or other in-
ternal controls violations, and information 
on corrective actions taken by the CNAs.” 

We hope Congress will look at this rec-
ommendation from the GAO very closely. 
We support this type of approach, but 
would prefer to see audits performed by 
an objective, third party rather than by 
AbilityOne personnel. 

One of our biggest concerns with the 
AbilityOne program is their self-policing 
policies. When it comes to appeals the 
AbilityOne program is both the judge and 
jury. We believe an objective third party 
should be responsible for all appeals and 
audits of AbilityOne partners.

Program Transparency is Lacking
Another area GAO identified as a potential 
problem is a lack of transparency. While 
the Commission is responsible for deter-
mining which products and services can 
be provided by the program, most of this 
responsibility is delegated to the CNAs. 

After discussions with CNAs and affiliate 
officials, GAO has concluded that the 
CNAs rarely give full disclosure of their 
decision-making process. 

GAO fears this limited transparency could 
lead to an increase in the risk of biased 
decisions, given the amount of discretion 
CNA officials have when determining which 
affiliate should be awarded a project. 

After talking with AbilityOne Commission 
officials GAO says, “Although AbilityOne 
Commission officials have acknowledged 
the importance of transparency and equi-
ty in assigning projects, they have done 
little to indicate how these outcomes can 
be achieved.” 

This area has long been a concern for 
NOPA. Again, we believe an objective third 
party should be responsible for reviewing 
all recommendations from the AbilityOne 
program relative to which products to add 
to the mandatory or Essentially the Same 
(ETS) lists. 

The ETS list continues to grow and inde-
pendent dealers have no recourse other 
than to appeal directly to AbilityOne for 
relief, which in most cases, is denied.

Proposed Solutions
In order to address these problems, GAO 
ends its report with a plan for action. Not 
only do they want to reform the AbilityOne 
program from within, but they also recom-
mend that Congress consider establish-
ing an independent inspector general for 
the program with “the authority to audit 
and investigate the Commission and the 
CNAs.” They believe this would enhance 
the program’s effectiveness, efficiency 
and integrity.

In addition, the report recommends sev-
eral steps to increase transparency and  
oversight and improve cohesion between 
the AbilityOne Commission and the CNAs. 

According to GAO, both the Commission 
and the CNAs have agreed with the re-
port’s final recommendations. We also 
agree with GAO’s recommendations, but 
would take them a step further. 

We recommend that the President appoint 
a new AbilityOne board of directors, which 
would be made up of small businesses, 
unions and people with disabilities, who 
would oversee partner audits, appeals 
and all internal workings of the AbilityOne 
program. 

This board would also be responsible for 
overseeing AbilityOne staff and have hir-
ing and firing authority. 

In addition, it, along with AbilityOne, 
would be required to submit to Congress 
twice a year a report on the overall status 
of the program and plans for each upcom-
ing year. 

This would be a start to providing the 
transparency we have recommended. It 
would also be a step in the right direction 
to providing the oversight we have long 
called for.

NOPA supports the AbilityOne program 
and its mission. But we believe strongly 
that no one group or agency within the 
federal government should have total 
control of its program without oversight. 

We urge Congress to modernize the Abil-
ityOne program and treat it as it does any 
other agency. 

When a program is given mandatory 
source status it should be held to a higher 
standard and more oversight should be 
required to ensure that it is living up to its 
mission and further, that its mission con-
forms with today’s business models. 

We urge continued support of the Abili-
tyOne program, but also urge Congress to 
take immediate action to bring about large 
scale reforms of this program. 

Large scale reform is good for tax-payers, 
good for government buyers, good for 
those with disabilities working in Abil-
ityOne workshops and good for those 
required to sell the AbilityOne products if 
they want to do business with the Federal 
government. 

Our reforms would merely apply to Abili-
tyOne the same requirements that are im-
posed on other agencies and businesses 
selling into the government market. We 
should expect nothing less from any pro-
gram with mandatory source status.

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/Wen-
hold, 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.

http://www.mwcapitol.com
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By Stephanie Vozza

An overcrowded marketplace, easy 
access to the Internet and relentless 
pressure on prices—to survive and 
thrive in the current market, independent 
dealers today know it’s more important 
than it’s ever been to be able to foster 
strong customer relationships. 

“The Internet has made everything a 
commodity product,” says John Willcox, 
president of Coastal Office & Promotion 
in Chesapeake, Virginia. “As an 
independent dealer, the only discriminator 
you have is your ability to form strong 
relationships.”

continued on page 33
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Relationship-based selling focuses on customer satisfaction and 
retention over sheer sales numbers. It’s about doing business with 
your heart and providing substance to your customers—even if 
they’re not directly asking for it. 

“Customers aren’t always looking for a relationship with their 
office supply provider, but we better be,” says Sam Richard, 
business development director of Wist Office Products in Tempe, 
Arizona. “Out of sight is out of mind.”

When building relationships, it’s important to understand your 
customers. Joe Garrigan, chief operating officer and general 
manager of Garrigan’s in Springfield, Ohio, says the age of your 
buyer can play a critical role in how you connect. 

“Baby boomers are very relationship based and working with 
them can be easy,” he says. “Young buyers, however, have been 
burnt too many times with companies that offer bad service. Their 
friend is Google and they’ve been weaned on the Internet. They’re 
used to being stuck on a help line for 15 minutes, and if we can 
offer them great customer service, it opens the door for a long-
term relationship.”

To connect with this demographic, Garrigan’s is hiring a younger 
workforce when openings arise. “Twenty-somethings better un-
derstand the young buyers they’re servicing,” he says.

It’s also about looking for the opportunity to connect. “A big part 
is asking questions and not just questions about products,” says 
Garrigan. “If you’re visiting an account, look around and take 
notice. See what pictures are on someone’s desk. It could be a 
family or hobby. Ask about it and then shut up and listen.”

Willcox says independent dealers also need to understand their 
role in the marketplace. “We need to be office supply experts not 

order taking experts,” he says. “It’s all about helping our custom-
ers do their jobs faster or better. When someone calls our office, 
we don’t just sell him a planner; we figure out which planner is 
right for him. It can be small scale or large scale, but we give 
customers what they need to do their jobs.” 

To nurture relationships, independent office supply stores use 
several techniques. We spoke with five independent dealers to 
find out their secrets. Here are their seven best relationship-build-
ing tips.

1. Check in frequently
Wist Office Products’ Richard says it’s important to check in with 
your customers often, but how and why you check in might be 
more nuanced. 

“We send emails two to three times a week to stay top of mind,” 
he says. “Before, 
the only way we 
checked in was via 
our account exec-
utives or sales reps 
making a call or 
visit. We know it’s 
necessary to have 
conversations, but 
they don’t all have 
to be in person.”

Many times clients 
prefer email cor-
respondence to 
phone conversa-
tion, but Mike Evert, 
president and CEO 
of Perimeter Office 
Products in Atlan-
ta, makes sure his 
sales team still gets 
in front of custom-
ers frequently. 

“Every other contact we make with a customer is by phone or 
face to face,” he says. “It’s especially important during the acqui-
sition process. After that, email can become your primary means 
of ongoing communications, but it should never replace personal 
contact entirely.” 

Garrigan says his sales people visit new accounts in person early 
in the customer relationship. “We find people often have ques-
tions about products,” he says. “The first six months is all about 
building the face-to-face relationship.”

John Willcox, President  
Coastal Office Products & Promotion, Chesapeake, Virginia

Mike Evert, CEO 
Perimeter Office Products, Atlanta, Georgia

continued on page 34
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2. Share your story
Sharing your own personal history can have more of an impact 
than you might think, says John Hauptstueck, owner of Rosa’s 
Office Plus in Richmond, Indiana. Recently, he and his sales team 
were making a presentation to a potential client, and he shared 
the story of Rosa’s Office Plus, which was founded in 1947, as 
well as the mission of his company. 

“The buyer stopped me before we left and said, ‘Knowing these 
wonderful things about your company gives me confidence that 
you’re on our team,’” he recalls. “When we walked out the door 
we knew that not only did we make impression, we built a con-
nection – and that’s stronger than any advertising you can buy.”

He says all dealers should share their story, both in person and 
on their website’s About Us page. People like to buy from people, 
and when a customer gets to know you it helps the relationships 
start to form.

3. Surprise your customers
Doing something out of the ordinary not only can come as a 
pleasant surprise, but it can also encourage word-of-mouth refer-
rals. Garrigan says about 75% of his sales come via the Internet, 
but instead of taking the personal touch out of the equation, all 
online orders are directed to his customer service department to 

be reviewed. 

“If there is a better 
deal than what they 
ordered—maybe 
another brand 
that’s just as good 
as the one they 
ordered but cheap-
er—we will call the 
customer and ask if 
they would like their 
order changed,” 
he says. “It blows 
people away. I’ll 
bet Staples never 
called someone to 
ask about the in-
dex cards they just 
ordered.”

Garrigan says he 
does it for two rea-
sons: to build PR 
and foster loyalty. 

“While we try to avoid situations that might hurt us in the short 
run, we’re focused on creating long-term relationships,” he says. 

He also has a local bakery create Garrigan’s cookies decorated 
with the company logo. Sales reps distribute these when they 
make visits and Garrigan says it creates a big wow factor with 
customers. “We’re just trying to keep the fun in doing business 
with garrigans.com,” he says.

Richard surprises customers by sending hand-written cards. “If 
we see our clients in the news, we’ll drop them a line,” he says. 
“And I make sure to reach out to our top clients at least once a 
year. I think it’s ironic that our industry sells pen and paper, but 
many of us don’t utilize them. The cards are always well received 
by customers.” 

Coastal Office & Promotion in Chesapeake, Virginia, creates lo-
go-ed candy jars that are distributed by sales reps. 

“Every time we come back with an order, we refill the candy jar,” 
says Willcox. “The jar says ‘Buy Local’ on the front and our name 
is on the back. It’s amazing how much candy means to people. 
In a marketplace where everything is a commodity, the small stuff 
matters.”

4. Hire relationship-oriented people
Not all employees are adept at building relationships. Rosa’s Of-
fice Plus recently changed its entire hiring process to find those 
who are. The company no longer accepts resumes and has taken 
a very different approach. 

“When we’re ready to hire, we put the word out on social me-
dia and email our customers,” Hauptstueck explains. “We list a 
phone number to call and those calls are sent to an automated 
system where the candidate has two minutes to leave a voicemail 
saying why we should consider giving them an interview.”

Hauptstueck says the process shows who can speak on a phone 
and who cannot – a vital requirement for any independent dealer-
ship. “You have to be able to build a relationship on the phone and 
that can depend on how you sound,” he says. The top voicemail 
candidates are then interviewed. Hauptstueck uses a screening 
test provided by United Stationers that indicates qualifications 
and abilities. Once they finish the test, candidates are thanked 
and told they can leave.

“We want the person to ask us what they can do to get to the 
next interview stage,” says Hauptstueck. “When they fight for that 
next appointment, we know they will ask for the order and fight 
for the business as well. It shows us that they have passion inside 
of them.” Joe Garrigan, COO 

Garrigan’s, Springfield, Ohio

continued on page 35
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Richard also looks for passion. “At the end of the day, we’re sell-
ing paper clips and pencils,” he says. “You can teach product and 
process, but you can’t teach charisma and customer service. We 
find the right people and put them on the bus. We’ll figure out later 
where the right seat is for them.”

5. Take advantage of technology
The Internet has the potential to take away the personal element, 
but some dealers have found ways to address it, strengthening 
their relationship-building process by customizing their websites 
to their customers’ needs. Garrigan’s sets up personalized web-
sites for its customers with the products they use. This helps 
customers quickly process their orders. 

“On the Internet, you need to use the human element or unique-
ness or it comes down to who has the best website,” he says. 
“We blend old school with new school and make sure every on-
line order is reviewed by a salesperson. Buying office supplies 
is usually one more thing dumped on someone’s to-do list. If we 
make their job easier, they come back.”

Willcox’s company also customizes ordering portals for custom-
ers. “We tailor it for them, and don’t force them to fit our mold,” 
he says.

Hauptstueck utilizes the chat function of his website. He says you 
have to make sure the client knows you’re right there on the other 
side waiting to help them. 

“A website isn’t an empty hole,” he says. “Online chats are treat-
ed like phone calls by our staff. If a customer can’t find a product, 
we have the capability to push their screen to the right page on 
the site. Customers appreciate the technology.” 

6. Utilize social media
One key purpose of social media for business users is to facili-
tate customer engagement, and some dealers have found unique 
ways to use the tool. Garrigan posts pictures of the company’s 
two office dogs. 

“Dog lovers really respond to those posts,” he says. “Another way 
we use it is to share one of our driver’s nature photography. We 
post his pictures on Facebook or in our newsletter, and challenge 
our customers to name the bird.” 

Evert says customers who want more social interaction are drawn 
to his company’s Facebook page to see pictures of their sales 
reps. “It gives us another means to connect with our customers,” 
he says. “We’re just learning how to fully utilize this tool.”

Willcox says blogs have a great capacity to carry information. 
“We want to show our customers how to use our products to 
do their job better and faster, so they can leave early on Friday,” 
he says. “We find that when we put funny stuff up—not just stuff 
about office supplies—it engages customers.” 

7. Hold events
In-person events can also be a powerful way to build relationships. 
For the past 25 years, Wist Office Products has held an annual 
customer appreciation show. “Our customers look forward to it,” 
Richard says. “It’s a great way to showcase our new products and 
a great way to connect with our customers in person.”

Rosa’s Office Plus holds a customer appreciation event about 
once every five years with the participation of his vendors. “The 
last one had over 1,000 attendees and we gave away a trip to 
Disney,” says Hauptstueck. “Big shows are great but they’re hard 
to do.” 

Instead, Rosa’s Office Plus holds small events each month. Every 
third Saturday is a recycling day where customers can drop off 
unneeded electronics, cell phones and toner cartridges. He also 
collects papers for shredding at just $5 a box.

“Since September 2011, when we started, we’ve collected 50 
tons of e-waste and kept it out of landfills,” reports Hauptstueck. 
“We’ve also collected 22 tons of paper and shredded it. We get 
a lot of calls asking when our next recycling event will be held. If 
a customer can’t make it on that day, we tell them to drop off the 
items at their convenience and we’ll recycle them at the event. 
Our customers appreciate this service, and we enjoy being a re-
sponsible member of our community.”

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

continued on page 36
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Measure your success
Once you implement relationship-building strategies, it’s a good idea to measure the 
return on your investment. Sales are one indicator, but independents look at other met-
rics, too. Richard says he looks at the longevity of customers and the longevity of his 
sales force as an indicator of his company’s success with relationship-based selling. 

“We have a long-tenured staff—two people just celebrated their 36th anniversaries and 
another celebrated their 33rd anniversary,” he says. “If our people are that loyal to us, 
it makes it an easy decision for our customers to be loyal, too.” 

Hauptstueck listens to feedback. “When someone comes to our website, we ask them 
how they found us,” he says. “We listen to what our clients are saying about us in 
the community. We attend chamber of commerce events and we evaluate all of the 
feedback we receive.” 

Evert relies on customer relationship management software to keep his his team on 
schedule and track client contacts. “Without that tool, my team would be disorga-
nized,” he says. “It’s a good way we can measure and stay on top of the number of 
interactions we have with clients.” 

The future of customer relationships
No one knows exactly what the future holds for the office products marketplace, but all of our dealers believe relationships will be more 
important than ever. Even though our society is growing more automated, Richard says people still yearn for relationships and human 
interaction. “Fads come and go, but companies that focus on people are ones that have success year and year out,” he says.

“Relationships will always be an independent dealer’s strong point,” says Evert. “It’s probably the main reason a customer would 
choose an independent dealer over a big box. Box stores have product, we have product. We’re competitive on price and so are they. 
But for the independent dealer, it’s all about people. We need to continue to work to understand our customer and what’s important to 
them. And then we need to deliver.” 

Willcox is cautiously optimistic. “The next generation has no expectation of a relationship,” he says. “People stand in Best Buy and 
look at products then pick up their phone and order from Amazon. I hope there is a shift in buying ethics, and that it won’t always be 
the lowest penny that wins.”

Hauptstueck believes price competition will inevitably continue, but he’s also convinced in the long-term importance of strong rela-
tionships. “As independent dealers, we’re not selling products anymore, we’re selling solutions,” he says. “But you can’t sell solutions 
unless you know your customers. If we stop building relationships, we become just like the e-tailers. We must tell our story but we also 
must listen to the stories of our clients.”

Stephanie Vozza is an award-winning journalist with more than 20 years of experience writing about and for businesses. Publications where her articles have 
appeared include Entrepreneur magazine and Business Tennessee. For more information, visit www.stephanievozza.com. 

Sam Richard, Business Development Director 
 Wist Office Products in Tempe, Arizona

http://www.stephanievozza.com
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Are you 
Engaged?
By Troy Harrison

Here’s a fun little stat. Gallup, on a quar-
terly basis, surveys employees to learn 
how many are “actively engaged,” “disen-
gaged,” or “actively disengaged” in their 
work. 

Typically, only 30% are “actively en-
gaged,” meaning that they feel an emo-
tional connection to their workplaces and 
are likely to be highly productive. Fully 
50% are “disengaged,” meaning that they 
go through the motions, and 20% are “ac-
tively disengaged,” meaning that they are 
actively working to hurt the company that 
they are working for. 

In my experience, that’s a typical distri-
bution of salespeople, as well. However, 
one thing that I find in selling is that many 
salespeople will say that they are engaged 
without being engaged. If you’re wonder-
ing if you’re really “actively engaged” or 
not, here are some characteristics of an 
engaged salesperson.

They Maximize Customer Contact: You 
know what your customers’ and pros-
pects’ window is. The window is that 
space of time where your customers are 
available to be contacted. For most in the 
B2B world, it’s 8 AM to 5 PM weekdays. 
Whatever your window is, the engaged 
salesperson works and works constantly 
to maximize meaningful customer contact 
during those hours. 

That means dedicating yourself to setting 
appointments, optimizing your schedule to 

minimize drive-time and other distractions 
and spending as much face time as pos-
sible with your customers and prospects. 

Here’s another stat from my own survey-
ing: Most salespeople spend less than 
eight hours per week eyeball-to-eyeball 
with customers. The best will get 15-20.

They Make Every Call Meaningful: I’ve 
been talking about something that I call 
“The Purpose Driven Sales Call” for years. 
Most sales calls are agenda-free and 
value-free, both for the salesperson and 
the customer. The engaged salesperson 
makes sure that every call has an agenda 
and that it is based on a “win” for the cus-
tomer, and a “win” for the salesperson that 
will allow the salesperson to advance the 
relationship.

They Don’t Have to be Told Twice: Re-
cently, a client came to me with a concern. 
It seems that one of his new salespeople 
hadn’t built a LinkedIn profile. Personally, 
I’m not a believer that social networking is 
the be-all and end-all of selling, but let’s 
face it, in today’s world, if you don’t have a 
quality LinkedIn profile, you’re a long way 
behind the times. It seemed that this client 
had instructed his new salesperson that 
developing a LinkedIn profile was a basic 
part of his job, and that the salesperson 
had neglected to set one up for six weeks. 

To me, that’s a concern; salespeople 
shouldn’t have to be told multiple times to 
use important sales tools.

They Are Self-Reliant: I’ve always viewed 

the salesperson as an independently func-

tioning business generation machine. This 

relates a bit to the point above, but entirely 

too many salespeople have to be told to 

prospect, given leads and handed this and 

that. 

Don’t get me wrong—marketing cam-

paigns and the rest are all very nice—but 

if they aren’t available, the engaged sales-

person finds ways to make things happen 

on his/her own.

They Are Constantly Focused on Growth: 
This is probably the underlying charac-

teristic of the engaged salesperson. He 

or she wakes up in the morning asking, 

“What can I do today to grow my busi-

ness?” and ends the day asking, “What 

did I do to grow the business?” 

As I said above, most salespeople—unfor-

tunately— simply go through the motions. 

But engaging yourself isn’t that much 

harder, it’s far more rewarding and it’s 

a heck of a lot more fun. Be honest with 

yourself. If you’re not fulfilling the above 

points, today might be a good day to start.

Troy Harrison is the author of “Sell Like You Mean It!” 
and the President of SalesForce Solutions, a sales 
training, consulting, and recruiting firm.  For infor-
mation on booking speaking/training engagements, 
consulting or to sign up for his weekly E-zine, call 
913-645-3603, e-mail TroyHarrison@SalesForceS-
olutions.net, or visit www.SalesForceSolutions.net.

mailto:TroyHarrison@SalesForceS-olutions.net
mailto:TroyHarrison@SalesForceS-olutions.net
mailto:TroyHarrison@SalesForceS-olutions.net
http://www.SalesForceSolutions.net
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In my March article, “Who Are Your Best People?”, I discussed 
how to identify, inspire and keep your best people. Remember, 
“best” includes talent and behavior that supports the success of 
a given role. Assuming you may need to go outside your organi-
zation to hire replacement or additional staff, have you prepared 
to recruit the best?

Recruiting is a challenge for almost any organization. It’s not 
an easy task. It is a complex process that requires a significant 
amount of understanding if it is to be done well.

Most companies—dealers being no exception—have increasing 
difficulty finding the right people with the right skills and behav-
iors. Yet the majority of the workforce—young and old—is not 
satisfied in their jobs. 

Large numbers of potential best people exist who express their 
difficulty in finding the right company opportunity to fit their needs 
and aspirations.

The millennials often get a bad rap. Check out the feature article 
in Time magazine’s May 20 issue, “The New Greatest Genera-
tion—Why Millennials Will Save Us All.” 

Time points out they expect entitlement, text constantly and can 
have difficulty understanding other’s points of view. But they are 
earnest and optimistic, pragmatic idealists who will challenge 
convention but will also embrace the system, and they want ap-
proval. Tom Brokaw, who celebrated the “Greatest Generation,” 
champions the millenials.

How good are your recruiting skills and those of others in your 
organization involved in the selection and interview process? 

Reality Test 
n  How satisfied are you in filling recent hiring needs, 

whether in sales, operations, support, or management, 
and what has been your turnover rate?

n  What success have you had in hiring both within and 
outside of the industry?

n  Have you invested in HR training, including recruitment 
techniques, communication skills and an understanding 
of today’s workforce (including the millennials and both 
those employed and unemployed)?

How Can You 
Recruit the

Best People?
by Bill Kuhn

continued on page 39
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Recruit the best continued from page 38

n  Have you sought outside assistance with skilled facilita-
tors when needed? 

n  Do you have a healthy culture that will attract best 
people?

n  What’s your organization’s employee value proposition 
(what do you offer potential employees in return for their 
contributions)? 

n  And, is it well known throughout your organization what 
your company stands for? 

n  Have you defined the values and talent you are looking 
for?

n  Have you described the behaviors that people with these 
values should exhibit?

n  Are you aware of the motivations and rewards people 
generally want today?

n  Do you know what type of person will be attracted and 
motivated to work in your organization?

n  Can you trigger those motivations and fulfill the desired 
rewards? 

n  Are you willing to be flexible in terms of employment 
practices?

Importance of Personal 
Characteristics 
Depending upon the job requirement, the level of experience and 
skills will differ. For example, if you are looking for someone to 
develop new major business through increased market share (as 
there is very little organic growth today), you may want someone 
with proven industry success at getting new business. 

While I am not minimizing the importance of education, functional 
skills, industry experience, or product knowledge, I believe we 
often fail to recognize the importance of personal characteristics. 
I would emphasize these four in particular: 

Interpersonal skills. Interpersonal skills directly relate to the 
behaviors previously mentioned. Talent alone is insufficient. 
The interviewing process must delve into an assessment of 
an applicant’s interpersonal skills and whether they match 
the job requirements.

Decision-making style. Decision-making styles vary widely. 
Some people are highly structured and analytical; others rely 
on instinct and intuition. Some make quick decisions and 
act promptly; others ponder and reflect. For each position 
you plan to fill, what style is more appropriate?

Innovative talent. The level of creative ability necessary will 
depend upon the particular job for which you are recruiting, 
with certain positions more dependent upon how something 

can be improved or changed. I would cite the HR function 
as one of these. 

Motivation. Motivation encompasses personal goals, 
areas of interest, level of energy, enthusiasm, ambition 
and self-motivation. Because dealerships are in a service 
business, I would even cite passion—for example, passion 
for the highest-quality service delivery.

Attracting and Hiring 
the Best Applicants
People seeking a new position typically want three things: 1) to 
have pride in the company they work for, 2) to have a feeling their 
job is important and worthwhile and 3) to have an opportunity to 
have an impact on and make a difference to the organization, no 
matter what their level. 

Expectations of loyalty and lifetime employment are ancient 
history. But there are new bonds that can be created and built, 
based upon the mutual understanding of what a company can 
do for an employee and what that employee, in return, can do for 
the company. That’s the dialog that should be occurring in your 
interview process.

I also am a strong believer that engaging others within your orga-
nization in the interviewing process helps to seek out and identify 
best people. 

Recruiting should be a creative team effort to tap into normally 
unexplored areas, arriving at innovative solutions for both the re-
cruit and your company. 

Your staff and influential contacts within your community may 
provide good leads for the type of individuals you are seeking. 
Applicants certainly use the networking process with their friends, 
contacts and social media, including Facebook and LinkedIn.  
They can be valuable tools for you, as well.

Can you produce the three things an applicant is seeking, and in 
turn, can they satisfy you in terms of how they will help to achieve 
those very three things? That combination can create best people 
and best organization, something that most companies, including 
your competitors, will fail to achieve.  

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

mailto:BillKuhn1@cs.com
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It’s Time to 
Buy or Sell
By Tom Buxton

Has anyone had enough “Doom and Gloom” yet? Have you heard 
enough about our stubbornly slow economy, declining sales of 
copy paper and relentless margin pressures?

Over the past couple of months, I have had the opportunity to talk 
to a number of dealers who have decided they just aren’t going to 
participate in any downturn. Those dealers are posting impressive 
growth numbers—some as high as 20% year over year or more!

Their secrets to success include diversification, the relentless 
pursuit of new business and above all, a fierce determination that 
no negative trends in the economy or our industry will impede 
their passion to succeed.

However, I have also spoken to a significant group of dealers who 
are still longing for the good old days, believing that their cus-
tomers just don’t buy as much as they used to and trusting that 
someday things will finally turn around. 

Not surprisingly, growth among these dealers is either miniscule 
or non-existent.

Which group does your business belong to? The time is long past 
to have made that determination. Indeed, we have all had since 

2008 to adjust to the new normal and recreate our strategies for 
success. And if you are successful or desire to be more success-
ful, now is the time to start buying!

Buy what? The following is an admittedly incomplete list of pur-
chases and strategies, but it is indicative of the themes that I 
have seen driving most of the best dealerships to higher sales 
and profits during the past few years:

1.  Buy other companies. Done correctly, the ROI can 
be fabulous for both buyer and seller.

2.  Buy more training for new reps and experienced 
employees to grow sales and lines of business.

3.  Buy an easy to use online CRM program to help 
your sales teams track their activities.

4.  Buy the right sales manager who can encourage 
and measure reps.

5.  Buy the right items from direct sources, but don’t be 
tempted to stock everything.

continued on page 41
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Buy or Sell continued from page 40

6.  Buy more technology from your current software 
provider or purchase a new system.

7.  Buy into a methodology for consistent, constant 
cold calling and follow up.

8.  Buy into the fact that more large customers 
are willing to consider smaller companies than 
anytime within recent years.

9.  Buy into regular budgeting for your business.

10.  Buy out or fire unproductive employees, or family 
members.

11.  Buy from those who will partner with you and fire 
vendors, suppliers or customers that are dishonest 
or too difficult to manage.

You will notice that even though I used the word “buy,” not every 
item on the list will actually cost money out of your pocket. How-
ever, don’t be fooled! The most successful dealers have spent a 
significant amount of cash to improve their businesses and they 
have consciously taken some very large risks.

In this day and age only those who make calculated risks and 
invest in their companies can survive in the long-term. 

If you are not willing to risk, are tired of the continued disappoint-

ment that the last few years have brought your company, or are 
counting on the next generation to lead when they haven’t shown 
that ability (and aren’t personally proficient at sales), then buying 
clearly is not for you. Instead, I think you should sell!

There is no shame in changing plans when the original strategy no 
longer is working. If your business can’t grow or if you are too tired 
of trying to change, buyers are out there. However, they won’t 
provide you 50% or even 30% of your yearly sales in exchange 
for your dealership. If you do decide to sell, be reasonable. 

I have watched too many dealers that could not grow simply die 
because they were too proud to admit how much (or how little) 
their companies were worth in this economy. 

Should you be a buyer or a seller? How you answer that question 
could well determine your employees’ and your family’s future. 
Choose wisely.

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

http://www.interbizgroup.com
http://www.interbizgroup.com


About 10 years ago, I began collecting ink-
wells…that’s right...inkwells! I started doing 
this because a good friend of mine had 
such a collection. I was amazed by the age 
and condition of some of the inkwells he 
owned...but what fascinated me the most 
was that I actually recognized some of them. 

Why? Well, I used to sell them, new, in my 
family’s retail office products store in Bos-
ton during the late 1950s and early1960s. 
I suppose all that does is to confirm that 
both the inkwells—and I—can be classi-
fied as “antiques!”

I only bring this up because, having re-
cently retired, I found myself recalling the 
incredible changes that have occurred in 
our industry during the course of my ca-
reer.  Consider things like….

Selling ledger and columnar sheets…by 
the individual sheet…over the counter, not 
to mention the weighty post binders need-
ed to hold those sheets. 

How about selling fountain pens and nibs 
for the pens? How about those old bottles 
of Carter’s and Sanford ink? 

And what about mag cards, leading to 8” 
disks, leading to 5-1/4” floppies, leading 
to 3.5” diskettes...all falling under the 
crush of  CDs, DVDs, flash drives…and 
now so far beyond? 

Our inventories used to include mimeo-

graph paper, spirit duplicator paper and 
fluid, thesis paper, resume paper, strung 
shipping tags, slide rules, Mongol, Tike, 
Templar and Mirado pencils…..quadrille 
pads, engineering scales, t-squares…..
where to stop! 

Those were also the days of 55% margins 
and 10%+ bottom lines. Inventory was 
really as good as cash. 

Over the last decade, the pace of change 
in our industry has become lightning-fast. 
Did you ever think you’d do so much busi-
ness in K-cups, paper towels, laser and 
inkjet cartridges— so much so that you’d 
be extinct without such products in your 
offering? Probably not. Well, if you think 
the changes were profound over this past 
decade, you’d better hold on tight be-
cause you are in for quite a ride!

One of my great regrets about retiring is that 
I won’t be part of the staggering metamor-
phosis about to take place in our industry.  
An office products business is no longer 
stationery supplies, storage files and waste-
baskets (in three sizes and three colors). 

Dealerships now must demonstrate ex-
pertise in managed print services, digital 
imaging, network solutions and services 
and more.

Inventory restructuring and operating effi-
ciency must be paramount considerations 
in a world of single-digit margins.

Computer hardware, printers and exotic 
toners must be instantly sourced from 
carefully selected, low-cost wholesalers 
and shipped to arrive next day at our cus-

tomers’ offices. 

Floor care and janitorial products and ser-
vices, traditionally peripheral activities for 
us, are now essential for meaningful growth.

Investments in our businesses must now 
take the form of hiring trained product and 
sales experts to drive us forward in these 
new verticals. 

Inventories of consumable products 
should be limited as much as possible to 
full-case pick mode, and stocked only if 
the costs are exceptionally low. 

Internal technology investment is also 
acutely important, if, for no other reason 
than the need to be able to interface with 
sophisticated suppliers, technology facili-
tators and customers. A dealership could 
literally be left in the giga-dust for failing to 
remain technologically competitive.

Wow! 

The future of our industry may be hard to 
visualize but I am certain that more con-
solidation—including cross-channel acqui-
sitions—will occur. I’m also certain that any 
and all of the many types of business sup-
ply and services categories will continue to 
blur, even more than they have already.

Those of us who can comprehend this 
and who are most willing to face the re-
lated challenges—study them, plan for 
them, and, more crucially, adapt with 
them—will be there to guide us into the 
next generation.

It is time to show your mettle, independent 
dealers. Go for it!  
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Earlier this year, Ed Walper, executive vice president and COO of Beltsville, Mary-
land-based ImpactOffice, announced he is taking a well deserved retirement after an 
industry career that has spanned nearly 50 years. But before shutting down his com-
puter for the last time, we asked Ed for his thoughts on the industry as it stands today 
and its prospects for the future. Here’s what he had to say:

The Last Word: 
Industry Veteran Ed Walper: 

  Appreciating the past… 
excited about the future!
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