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WINNERS’ Circle
Are You Ready for
Tomorrow’s
Customers and Their
Offices? 
Don’t look now, but the office is getting
a whole lot smaller and at a pace that
promises some major changes over the
next few years.

Researchers at the CoreNet Global real estate firm recently sur-
veyed their customers and found Corporate America is in the
middle of a major downsizing effort on office space. 

Nearly half of the respondents to the survey indicated their aver-
age allocation of office space per person will fall to 100 sq. ft. or
less by 2017.

Even if you don’t sell a lot of office furniture, you still need to be
thinking about what that might mean for your dealership and the
products your customers will be looking for.

A few obvious implications come to mind right away: 

• Demand will grow for furniture that is easy to reconfigure and
adapt to different users and applications.

• Product design that maximizes the value of every cubic inch
of workspace will become increasingly desirable. 

• Compact storage products will become more valued, as will
shredders and shredding services to reduce storage needs.

• Demand will increase for just-in-time desktop delivery that
allows end users to reduce the space they have to allocate
to store their own supplies.

Chances are some if not all of these trends are showing up
among your customers already. The CoreNet Global findings
aren’t exactly new. Rather, they confirm with some convincing
research what a lot of us have been seeing for a while. 

The more important question, though, is what else is happening
in today’s offices and how are you responding? 

Do you know what kind of changes your customers are likely to
be making in their offices over the next few years? Have you
asked them recently? 

If not, now may be a good time for your own end user survey
and for some serious business planning aimed at anticipating
what it will take to continue to keep your customers happy.

Sixty Years and Counting for 
Rumble's Office City, GA Dealer
Congratulations are in order for Fortson Rumble and his team at
Rumble's Office City in Thomasville, GA, which this year cele-
brates its 60th anniversary.

The dealership was founded by Fortson’s uncle, Neil, in 1952.
Fortson’s father, bought the business in 1969 and Fortson’s him-
self has been full time there since 1983, becoming president in
1988.

Rumble’s started out with just a small shop in downtown
Thomasville, about 40 miles north of Tallahassee, and a 100%
focus on office supplies.

Today, the dealership’s 30-plus employees cover a broad market
in South Georgia and North Florida and while office supplies still
account for a large part of the business, most of the volume
today comes from copiers and other office machines.

Like just about any dealer in Florida, Fortson and his team have
found the past few years challenging, but thanks to a major tele-
marketing effort, the dealership is going strong and he still sees
plenty of opportunity going forward.

Our congratulations to one more hard-charging independent
who’s proving every day there’s still room for well-run family-
owned and operated businesses in the office products space.

TX Independent Gonzalez Office 
Products Honored with Special Ethics Award,
Marks Tenth Anniversary
In Austin and Rockport, Texas, Wayne and Pam Gonzalez and
their team at Gonzalez Office Products have got plenty of rea-
sons to ice up the champagne these days.

The dealership last month received the “Central Texas Ethics in
Business Small Business Award,” an annual honor from a local
non-profit that recognizes individuals and businesses in the Cen-
tral Texas community that demonstrate outstanding ethical be-
havior and practices. 

The dealership was selected for the award after a rigorous eval-
uation process conducted by a local university that assessed the
company’s values and practices relative to the award criteria: “Be
respectful, fair, honest, strive for justice and embrace sustainabil-
ity.” 

A selection committee that included previous Ethics in Business
Award recipients and business ethics experts made the final se-
lection of honorees.

“We were humbled and honored just to have been nominated,”
said Pam Gonzalez. “A couple of years ago, Wayne and I sat
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down and talked about what we thought our 'legacy' was sup-
posed to be. We made a conscious decision that God had given
us an opportunity to make a difference in the world and at that
point, things really changed for us and for our business.”

The ethics award coincides with a special landmark for the dealership,
as it marks its tenth year of service to the business community.

Before Wayne founded the company in 2002, he had enjoyed a
successful career in the restaurant management business and
worked for a while as an office products manufacturers’ rep. But
he saw opportunity in the market for a service-oriented dealership
and started literally from the ground up, delivering office supplies
from the back of his pickup truck in the morning and making sales
calls in the afternoon.

Pam came on the scene a few years later, initially as a management
consultant to the business, then as a business partner before
Wayne and she married seven years ago. 

Today, the dealership is a multi-million dollar operation with two lo-
cations and customers throughout the U.S. In addition, it is a con-
tract holder for the TCPN national account.

“Throughout the years,” said Wayne, “we've had special people
cross our path—employees, customers, competitors and vendors,
alike—and they’re the ones who have made us the company we
are today. Our outlook is very bright but we owe our success to
those around us!”

Congratulations to the entire Gonzalez team and here’s to the next
hard-charging ten years!

Comprehensive
Re-Branding
Effort for IL
Independent
Feller Business
Solutions
It’s been a hectic time of late for Chip and Wendy Pike at the deal-
ership formerly known as Feller Business Solutions.

In just the past 18 months, Chip and Wendy have acquired three
other independents in addition to their flagship operation in
Bensenville, Illinois, just 15 minutes from Chicago’s O’Hare Inter-
national Airport.

As a result, the dealership now has locations in the suburbs of both
Chicago and Minneapolis and, says Wendy, they are aggressively
looking for more acquisitions to add to the mix.

Meanwhile, the Pike team has been hard at work bringing the newly
acquired dealerships under a common operating and marketing
umbrella.

Cornerstone of the operations side of things has been a conversion
exercise that now has all locations operating under the DDMS sys-
tem and using the ECinteractive e-commerce solution.

On the marketing front, efforts have focused on a comprehensive
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rebranding effort. It’s goodbye Feller and the
acquired dealerships’ previous names and
hello Twist Office Products for all locations.

“Even without the acquisitions, it would
have been time for a change,” says Wendy.
“We really needed a name and an identity
that would be more appealing to the new
generation of office buyers.”

After a lengthy effort that involved working
with the Pure Red marketing group, a team
of marketing students from the Mendoza
College of Business at the University of
Notre Dame and a local marketing agency,
Chip and Wendy came up with a new brand
that is fresh and fun and that features a
catchy new tagline—Turn Your Office
Around—as well as bright new graphics de-
signed to appeal to today’s buyers.

“Bringing all the different pieces together was
long, hard work,” admits Wendy, “but our
people and our systems are all in the right
places now and we’re very excited about the
future. We’re ready to let the fun begin!”

Virgin Island Independent
Business World Helps Customers
Respond to Major Business
Challenge
Think about running an office products
dealership in the Virgin Islands and it’s hard
to avoid images of idyllic, trouble-free days
filled with blue skies, sun-drenched
beaches and palm trees swaying gently in
the breeze.

Unfortunately, these days that picture could
not be further from the truth, as the island’s
business community faces the prospect of
losing its largest private employer. Earlier
this year, Hess Corp. and Hovensa,
Venezuela’s state-owned oil company, an-
nounced they are closing down the giant oil
refinery they have operated as a joint ven-
ture on St. Croix for decades.

For Mary Sluss and her team at Business
World and Essentials for the Office, an in-
dependent dealer with locations on St. Croix
and St. Thomas, the refinery’s departure rep-

resents a threat that renders previous chal-
lenges from hurricanes and similar natural
disasters almost trivial by comparison.

“We’re looking at the loss of close to 2,000
jobs and that’s just from the immediate clos-
ing of the refinery alone,” she reports tersely.

But optimism and resilience in the face of ad-
versity are key components of any entrepre-
neur’s DNA and Mary and her team are
already hard at work, not only on their own re-
sponse to the crisis but also on ways to help
their customers and other small businesses. 

Last month, Business World brought in
consultant and regular INDEPENDENT
DEALER contributor Krista Moore for a
special “Lunch and Learn” presentation for
the local business community. 

Drawing on her concepts of CPR (Conver-
sion, Penetration and Retention of cus-
tomers), WIN (What’s Important Now) and
ShipBuilding (strengthening business and
personal relationSHIPS and partnerSHIPS),
Krista provided both motivation and prac-
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tical advice to over 60 small business owners and operators on
how to respond to a desperately uncertain economic outlook.

The session was one of an ongoing series of lunch and learns that
Mary and her team have organized to strengthen their position as
a source of business expertise and guidance for their customers.

“We position ourselves as solution providers and educators who are
doing a lot more than just selling products,” explains Mary.

It’s an approach to the market that is generating a very positive re-
ception among customers and prospects. As they seek to find an
appropriate response of their own to what one local politician de-
scribed as “a blow in the gut,” it can only become even more im-
portant going forward.

Phillips Office Solutions Hosts Annual Customer
Appreciation Day, Partners on Jobs Training
Program for Students with Autism
Welcoming customers and prospects for their own special event
last month was Middletown, Pennsylvania-based Phillips Office
Solutions.

The dealership’s slogan is, “We’ve got people for that,” and most
of those people were on hand to welcome some 1,000 visitors to
Phillips’ headquarters facility for its 22nd annual Customer 
Appreciation Event.

Focus of the event was on new products in the dealership’s 
Document Management, Workplace Interiors and Office Products
divisions, with products from more than 100 manufacturers on
display. 

In addition, the dealership offered visitors breakfast and lunch,
seminars, show specials, prize drawings, massages and health
screenings. 

“Phillip’s Customer Appreciation Day is our Number One event
every year,” says Bob Chilton, president of Phillips’ Office Prod-
ucts Division. “We continue to be amazed very year at the support
we receive from our customers and vendors!”
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Support, however, should flow both ways and Phillips also found
time recently to give back to the community by partnering with a
local school that serves children with autism spectrum disorder.

Phillips donated a paper shredder to the school as part of a new
“Super Shredders” vocational training program.

The program helps students practice real-world business habits
and allows teachers to identify skills to improve before they can
participate in further job training.

Peter Phillips, president of the dealership, sees a perfect tie in with
the program and his team’s own priorities. “It is Phillips’ mission to
help make people and organizations more productive,” says Peter.
“Super Shredders struck us as a really neat way to help prepare stu-
dents with autism become productive members of the work force.
We were proud to be asked to contribute to such a great program.”

Friends Business Source, OH and PA Dealer Funds
Grant Program for Educators

Friends' Bryan Leonard (left) and Ashley Barger (right) with one of the grant
recipients  of the dealership's "WRITE program.

The school market has become increasingly important for many
dealers in recent years, including Findlay, Ohio-based Friends Busi-
ness Source.

As a way of showing just how much it values that market, Friends re-
cently organized a special grant program that awarded funds to de-
serving educators in the areas they serve.

Under the program, which was called “We Reward Innovative Teach-
ing Endeavors” (WRITE), the dealership selected five winners to re-
ceive a total of $1,200 in grant monies for school supplies from its
2012 catalog.

Grants ranged from $100 to $500 and awardees were selected from
tens of educators across Ohio and Pennsylvania who sent in appli-
cations.

“Not only did we see a need from our educational clients for specific
products that can be outside of their annual budget allowance,” com-
mented Betsy Hughes, Friends vice president of sales and marketing,
“but we also felt it was time to reach out and reward those who are
strengthening the future leaders of our communities. These individuals
do so much and we already work with them in supplying their class-
rooms every year, so we thought we’d do something extra special.”

In memoriam:

Aurelio M. Llorente, Jr.
of Apex Office Products & Furniture 

Aurelio Llorente, president and co-founder of Apex
Office Products & Furniture, died May 24 in Tampa.
He was 69. 

Junior, as he was known by all, was born in Habana,
Cuba on July 2, 1942. He attended school at Los
Escolapiosde la Vibora in Habana and was a
member of its last graduating class in 1960. 

Shortly thereafter, along with his family he moved to
the United States seeking political asylum and
human rights. 

Once in Tampa, Junior attended the University of
South Florida, School of Engineering. 

Junior served in the U.S. Army and was stationed in
Vietnam during the war. 

“Junior had a tremendous zest for life with a passion
for traveling, good food, good wine, and friends. He
loved watching the Rays and the Bucs, Cuban
music, and lived life with gusto. His energy,
guidance, leadership and vision have become an
essential and indispensable part of Apex, a legacy
that will continue long after his passing,” the
company said in a statement.

Junior is survived by his son, Alexander J. Llorente;
his daughters, Sara Llorente and husband Kris
Lester, and Marisa Llorente; grandchildren, Kiley
and Ethan Lester; loving life companion, Ana G. Pi;
brother, Roberto Llorente and wife Olga Gonzalez;
sister-in-law, Alma Llorente; nephew, Ryan Llorente
and nieces, Jessica Llorente and Brittany Llorente.

In lieu of flowers, memorial donations may be made
to All Children's Hospital, www.allkids.org. 

W I N N E R S ʼ  C I R C L E  CONTINUED FROM PAGE 8

JUNE 2012 INDEPENDENT DEALER PAGE 10

http://www.allkids.org


http://www.egpaper.com


Ask anyone in Bakersfield about Stinson’s, and they’ll have no problem direct-
ing you to their downtown store, or telling you they know someone who works
for the company, or that they have participated in some community activity in-
volving the Stinson family and its employees.

That’s not too surprising, given that there’s been a Stinson business in Bak-
ersfield for the past 100 years. It all started when Benjamin Franklin Stinson
started a grocery store back in 1912. Sadly, that business fell victim to the
Great Depression but Ben’s father kept the family’s entrepreneurial tradition
going when he started a small office supply store in 1947.

That business has grown into the largest office products dealer in this  Califor-
nia city of 400,000, with a combined marketing area of nearly a million people.

Ben Stinson, grandson of the original company’s founder, joined the family
business in 1979, and his son, Cyrus, recently came on board too, as a sales
rep for the company. 

Stinson’s opened a 60,000 square foot distribution center in 2006, and a fur-
niture showroom alongside their retail store in 2007.

Beating the Big Boxes
“When we say, ‘We’re large enough to be competitive, small enough to care’,
it’s more than a slogan,” explains Ben Stinson. “When the big boxes came to
town, we knew we had to grow and become more efficient.”. It was quite a chal-
lenge because we didn’t have the buying power we have today. There was no
TriMega to help us. Today, we can more easily meet or beat big box pricing.” 

The “small enough to care” part of it is more important than price, Ben says.
“We start by keeping things as entertaining as possible, and by having an inviting
workplace. When employees are happy they work well together and in turn they
work well with our customers. It becomes a positive experience for everyone.”

Apparently people like to work at Stinson’s. The HR director has been there
for 44 years, the marketing manager 25 years, and the distribution center man-
ager for 24 years.

Looking to the Future
“We started a marketing and business development team to help us prepare for
the future,” Ben explains. “It includes students from the local college and their
job is to look at what products and services are on the horizon and how they
might be marketed.

“We have to be creative and proactive. Our approach is to save the customer
time by operating as a single source and providing the best online experience
possible. Whether it’s coffee, breakroom items, jan/san or fine writing instru-
ments from our retail store, we either have it in stock or we will get it for you
the next day.

“Customer relationships and community involvement are key elements to our
success,” Ben adds. “They all go together. Our family and our people are very
active, whether it is with school organizations, Boys and Girls Clubs, Rotary or
the American Cancer Society. That’s why being in this business is so great.”

If you’re thinking of starting an office products business in Bakersfield, Cali-
fornia, I would advise against it. You’d probably find it easier to try the stock
market instead.
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As executive director of American Office
Products Distributors (AOPD), Bud
Mundt heads up the industry’s longest
operating dealer national accounts
marketing group.

Indeed, it wasn’t that long ago that
AOPD was pretty much the only game in
town for a dealer looking to make
national or regional account business a
significant part of their own revenue mix.

Today, of course, the independent side
of the national account scene is just a
little more crowded, with the industry’s
largest buying groups and wholesalers
all offering programs of their own.

What’s driving the increased interest in
national account opportunities and
where is it all likely to lead? We sat down
recently with Bud to get his perspective
on just what’s happening.

Before we look at the bigger national ac-
count picture in the industry, maybe we

should start with an update on AOPD.
How are you folks doing?

MUNDT: Through the first quarter of this
year, we’re up 18%, which is excellent given
the current economy. Our growth is being
driven by developing add on business within
existing accounts and opening new accounts
throughout our three regions. We added over
50 new accounts in 2011 and through the first
quarter we have opened 10 new accounts.

The Premier Hospital contract is starting to
gain traction and so is the America’s Choice
contract our public sector co-operative
purchasing agreement.

We have developed a strong support 
system with an excellent national accounts
sales manager in industry veteran Tom Buxton
and a very strong national accounts bid and
contracts manager in Mike Mathews, another
long time industry veteran.

Together they have formed a very strong
one-two punch with this critical phase of
penetrating and developing national con-
tracts. The dealers love the support and the
added confidence that these two gentle-
men provide in an area that some of them
are not totally comfortable with.

It wasn’t that long ago that AOPD was ba-
sically the only game in town when it came
to national account programs for inde-
pendents. Today, of course, the field is just
a little more crowded. What happened?

MUNDT: I don’t think it was ever realistic
to expect that we would always be the only
game in town and compete against the big
boxes just by ourselves.

It was just a matter of time before the larger
buying groups saw an opportunity and took

advantage of it and there’s certainly enough
business for everybody.

It’s no great industry secret that TriMega con-
tacted us while they were putting their Point-
Nationwide program together and asked if
we were interested in being a part of it.

At the time, we felt it made more sense for
them to go out and try it on their own. 

However, we have worked closely together
with PointNationwide on the Novation and
Broadlane Hospital Group bids and we
haven’t ruled out some future collaboration
with them or any other dealer group for that
matter on certain types of large business
opportunities.

What do you see as the critical success
factors for independents in the national
accounts arena?

MUNDT: You have to have quality dealers
who understand the responsibilities of writ-
ing and servicing a national contract. 

It all starts with the contracting dealer but
success comes from having savvy dealers
who understand the importance of provid-
ing world class service to the end user. 

In the 34 years we have been writing and serv-
icing contracts we have never lost sight of this
most basic concept: Keep them happy and
they will stay with you. 

We have the ability right now to compete
with any system out there but we want to
take it a step further with a seamless front
end system so that a customer can order
through our website. We’re working on that
now and it will be forthcoming soon.

The last but most important success factor
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is having a very professional and competent
support staff that oversees and directs the
AOPD model. We are blessed with three
ladies that should be recognized for their ef-
forts and I will take the time to mention them
here. They are Sharon Stepien, our general
manager of administration and government
accounts; Angela Sumner, our national mar-
keting manager, and Shelley Tousignant, our
national accounting administrator. 

Let’s look at national accounts from the
customer’s point of view. What are they
looking for today that they weren’t look-
ing for say three years ago? What’s
changed?

MUNDT: I don’t know if a lot has changed,
to be honest. National account customers
today want central control, they want single
invoicing and they want to cut one check.
They want system accountability, quality serv-
ice, quality products, and good feedback.
That hasn’t changed in the past 10 years. 

I would say they are more receptive today

to the idea of buying from independents
generally. At least we’re getting more busi-
ness every year from accounts that not so
long ago we would just walk away from.

National account customers are looking to
buy more locally than ever before. This has
been a major selling feature of AOPD since
we started 34 years ago. 

Many companies simply want to keep more
money in their local communities and that’s
been a big plus. We’ve seen some of our
dealer members go literally from just a
$100,000-200,000 a year in AOPD business
to $2.5 million. That will get your attention
very quickly.

One of the key things customers look for is
an effective footprint. They want someone
who can deliver the product next day on
their own trucks with their own drivers. 

They don’t want their orders to be drop-
shipped through a carrier service. They
want someone who will be there to hold
their hand in some cases. They’re telling us,
don’t just drop ship it out there because

that’s what the big box guys are doing. 

AOPD can go in and tell them, we are in al-
most every city and where we’re not, we’ll get
a dealer to service that contract for you as part
of AOPD. This is also an area where we will
very soon be developing an “Affiliate Program”
that is designed to increase our footprint.

It’s no great secret that there’s a lot of
dissatisfaction about the number of in-
dustry meetings on the calendar these
days. What’s your perspective on the sit-
uation and what can we do about it?

MUNDT: Quite frankly, I think any solution
needs to begin with the two major buying
groups, each of which has 5 to 6 meetings
every year. To me, that’s overkill and there’s
just no way that the industry’s manufacturers
can continue to finance and provide man-
power for all of them.

I have heard from different manufacturers that
some meetings might draw 30-40 dealers at
most, and others just draw 10 and there’s no
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Six varieties so good 
you’ll question your sanity.

Cashews OFX-00050
15 oz tub of gourmet quality cashews. Easy to carry.  
Great for meetings! Zero cholesterol & trans fat.

Pistachios OFX-00051
13 oz tub of gourmet quality, jumbo-size, shell-on pistachio nuts.  
Easy to carry. Great for meetings! Zero cholesterol & trans fat.

Sesame Snax OFX-00052
13 oz tub of sesame stix and rice crackers, 
blended to a perfect mix of crunch and taste.  

Wasabi Party Mix OFX-00053
10 oz tub of zesty munchies to satisfy your hunger any time of day.  
Tasty rice crackers, wasabi-coated peas & peanuts, sesame stix 
and other crunchy bites will definitely kickstart your taste-buds.

Deluxe Mix OFX-00054
12 oz tub of gourmet quality cashews, 
almonds, brazil nuts, hazelnuts, pecans &
macadamia nuts.  Zero trans fat.   

Happy Heart Mix OFX-00055
16 oz tub of love for your heart. Mix includes 
cranberries, cashews, almonds, walnuts and 
pumpkin kernals. Zero trans fat.  

www.OfficeSnax.Us
“The Leading Provider of Food 

Snax and Beverages to the 
Office Products Industry”

http://www.OfficeSnax.Us
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way any manufacturer can view that as a rea-
sonable return on their investment. 

I think part of the solution has to be for the
groups and various organizations and com-
panies that serve the dealer community to
work more closely together and see if we
can’t take at least a few items off the calen-
dar by combining events.

It ought to be possible for the various groups
to do something like that without committing
anyone to a merger or diminishing their own
brand or identity in any way and we at AOPD
would certainly be willing to discuss how
this can be accomplished.

But in the larger picture, AOPD is not the
problem. We just have the one meeting a
year and most of our attendees on both
sides of the aisle tell us it’s time well spent.

Let’s finish up with a little crystal ball 
gazing. What do you think the national
accounts space will look like for indepen-
dents say 3-5 years from now?

MUNDT: It’s a pretty crowded space right

now and if the various groups work closer
together, we can probably get more accom-
plished.

Regardless of what anyone else might say,
the big boxes are not retreating from the na-
tional accounts arena.

OfficeMax just reported a 3% increase in
their contract sales, Office Depot still has a
strong position with U.S. Communities and
Staples is certainly not going anywhere any
time soon.

Having said that, though, I think the inde-
pendent dealer’s share of national account
business overall will continue to grow.

And what about the picture for Bud
Mundt 3-5 years from now?

MUNDT: I’m 68 years young and thankfully
my health is good so I intend to be here for
at least three to five more years. I feel that I
have a lot more to contribute to AOPD. 

Like any responsible organization, we spend
a lot of time on the AOPD Board talking

about strategy and succession planning and
right now, I see myself as a viable part of that
plan for at least the next three to five years. 

Success with Social Media is
Focus of TriMega Regionals
Strategies for dealers to maximize their so-
cial media marketing opportunities were very
much front and center at Generate 2012, the
TriMega dealer group’s recently completed
series of Spring regional meetings.

In addition to the traditional opportunities
for networking, collaboration and business
development, this year’s meetings featured
a First ever, hands on social media work-
shop conducted by social media guru Bart
Miller, president of the GoFastWeb market-
ing firm.

In his presentation, Miller offered a number
of social media best practices that he said
apply to all platforms. They included:

•  Share. Share photos and behind the
scenes info about your business. 
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• Listen. Regularly monitor the comments about your company,
brand, products, etc. 

•  Ask. Ask questions of your followers to gain valuable insights
into your company, products, etc. and to show you are listen-
ing.

• Respond. When someone takes the time to post on your wall
or to offer information to you, make sure you respond! Friends
of followers are likely to join you if they watch the engagement
between your friend and you and like what they see (and are
interested in your products and services).

• Reward. Post updates about special offers, discounts and
time-sensitive deals but make sure they aren’t posted so often
that your friends feel like you are spamming them.

• Demonstrate wider leadership and knowledge. Reference ar-
ticles and links about the “bigger” picture as it relates to your
business.

• Share Positive Comments. When someone posts a positive
comment about your business or services, repost them or
retweet them and make sure you publicly reply to them! 

In addition to the social media workshop, this year’s regional meet-
ing series featured over 125 dedicated one-on-one meetings be-
tween leading suppliers and TriMega members in five different
cities and a featured dealer case study discussion on the benefits
to dealers of the Buy Local movement. 

Also on the agenda: a review of outstanding dealer websites, an
update on TriMega programs and services and more.

MI Independent True North Global Office Solutions
Sues State After Being Shut Out of Supplies Contract
Port Huron, Michigan-based independent True North Global Office
Solutions has sued the State of Michigan, alleging it was improperly
shut out from a multimillion-dollar contract to supply the state with
paper, printer toner and other office supplies, the Detroit Free Press
reported earlier this month.

The lawsuit alleges it would have been deemed the low bidder if
the state had properly evaluated the bids and followed state law
by giving True North a 10% preference because it is headed by a
disabled military veteran, the newspaper reported.

The suit also alleges “a serious breach of contracting protocol” oc-
curred when the state’s purchasing director quit during the bidding
process to lobby for OfficeMax, which later won the contract.

“Taking this contract and really funneling it to OfficeMax is just tak-
ing away great opportunities for Michigan small businesses to
thrive in our state,” an attorney representing True North Global told
the newspaper.

The state had rebid the contract prior to the final award after its
purchasing director at the time left state government during the
bidding in early 2011 to join a lobbying firm and represented Of-
ficeMax, the newspaper reported.
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True North alleges new requirements—such as a chain of retail
stores—added in two later rounds of bids effectively excluded all com-
panies except OfficeMax and the other two national big box chains.

Bradley Lott, a retired and disabled Marine Corps major general,
is president and 51% owner of True North Global.

True North Global’s attorney said the state’s handling of the con-
tract flies in the face of repeated calls by Michigan governor Rick
Snyder to hire state veterans, the newspaper reported.

In his State of the State address in January, Snyder also called for
greater controls on the post-employment activities of state officials
who leave government after overseeing contracts, according to the
newspaper.

Office Partners Hosts Annual 
Charity Fishing Tournament 

As they have for several years now, members and friends of the
Office Partners buying group took to the water for a good cause
last month, for their annual charity fishing tournament.

The event raised some $30,000 for the City of Hope and the Fishing
for a Cure breast cancer research organization and offered fellow-
ship and relaxation for industry members in an ideal setting.

It was 90 degrees both days and beautiful bluebird skies above Al-
abama’s Dream Lake, one of the country’s top bass fishing desti-
nations, reported Office Partners’ Matthew Hebert.

Kenny Sayes from Sayes Office Supply won the first day’s trophy
with a fish over 7lbs and Patti Bruers from Momark Office Source
took second day honors with her 9lbs-plus catch.

But pretty much everyone in the boat came out a winner. “Not
much could be better than enjoying a few days of relaxation and
camaraderie and helping two deserving charities at the same time,”
said Matthew, and no one’s going to argue with that!

ECi DDMS Announces Private Supply Network
Integration for Katun
Dealer technology provider ECi Software Solutions last month an-
nounced that version 10.3 of the DDMS business system has been
integrated with Katun Corporation, using ECi’s Private Supply Net-
work (PSN). 
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Call us: 978-750-6882 or visit us at www.longbowcg.com

POWER YOUR

SALES TEAM

Now connect to the power of 
SugarCRM sales and 
marketing automation power.

MARKETING TEAM

Sales-i queries and 
dashboards are seamlessly 
embedded in SugarCRM
and instantly converted 
to campaigns or
automated workflow.

Things just got a sweeter....

Do You Need More Sales Leads and More Sales Results from Existing Customers?

CRM Made Simple™

Spend more time with 
customers and less time on 
administrative overhead.

CRM Made Social

Provides comprehensive,
up-to-date business information 
on Accounts, Leads, Contacts, 
and Opportunities from over 
25,000 online sources.

CRM Made Mobile

Mobile CRM capabilities, with 
mobile browser and mobile 
clients for all leading tablet and 
phone devices.
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The Katun PSN integration in DDMS 10.3 automates item and pric-
ing file import via ECi Content Integration software. 

It allows sales agents to check Katun's stock availability and pric-
ing in Order Entry in real time and allows purchasing agents to se-
curely transmit purchase orders and receive Katun
acknowledgements of allocated inventory. 

By eliminating the need to enter item details or re-key orders man-
ually, ECi’s PSN helps avert costly human errors. 

“Our growing partnership with Katun is part of ECi’s commitment
to help independent dealers do business more efficiently and prof-
itably,” said Tom Kapp, ECi executive vice president. “In August
2011, we completed a similar integration with ECi OMD, our busi-
ness system dedicated to office machine dealers. In both cases,
the result has been to make it easier to do business with Katun at
no additional charge to our mutual customers.” 

FMAudit and Supplies Network Claim Largest Fleet
of Printing Devices Under MPS System Worldwide
ECi also last month announced its FMAudit MPS data collection
software has passed two major milestones. 

ECi said FMAudit now monitors more than 3 million devices and
has installed its Onsite client in more than 100,000 end-user 
organizations.

In addition, ECi said FMAudit's Web Services now provides whole-
saler Supplies Network access to more than a half-million devices
within its key reseller and partner base. 

"We have been very pleased with the growth and performance of
our program with FMAudit," said Doug Johnson, senior vice pres-
ident of Supplies Network. "As a preferred partner, FMAudit’s Web
Services have opened up access of our market-leading services
to a wide range of resellers and partners throughout the U.S.”

IBA Partners with TradeWeb to 
Offer United Smart Search 
System solution provider Innovative Business Associates (IBA) has
partnered with Internet solutions provider TradeWeb to integrate United
Smart Search into its web storefront for office products dealers.

United Smart Search enables the delivery of United Stationers product
content for nearly 40,000 products to resellers’ Web storefronts.

The new IBA/TradeWeb capability integrates the entire scope of
United Smart Search services, including search results, product
detail pages, product comparisons and more.

United Smart Search allows dealers to align this offering with their
particular needs by allowing non-United products to be added and
merged with the United results.

Dealers also control the product assortment displayed and this can
be customized by end-user. 

The new web capability also incorporates item cross-referencing

for both wholesaler and retailer item numbers, contract filtering,
boosting of selected items in search results and an improved Ink
and Toner finder.

The new web capabilities offered by IBA/TradeWeb can be viewed at
a demonstration web-site www.ecomplus.ibainc.net.

Industry Veteran Melinda Myers Partners with
Furniture Dealer Technology Provider Servex-US
Melinda Myers, an industry veteran with over 14 years of office
products experience who is currently working as a consultant to
the office products and commercial furniture industry, has an-
nounced a new partnership with Servex-US, providers of technol-
ogy programs and services to office furniture dealers and
manufacturers.

Services Myers is currently offering include space planning and de-
sign, photo realistic renderings, electronic catalogs, web-based
planning tools and website project management.

For more information, contact Myers at 224-554-9898; E-mail:
Melinda@melindamyers.biz.

Print-Rite Announces Expansion into North
American Market with Print-Rite N.A.
Compatible and remanufactured printer supplies manufacturer
Print-Rite has expanded its operations directly into the ‘North
American market with the launch of Print-Rite N.A. 

The company will be headquartered in LaVergne, Tennessee with
distribution and collection centers in San Jose and Nashville.

“While there is certainly no shortage of imaging supply vendors
today, we believe that dealers are always interested in a vendor
that can provide additional value to the category,” commented
Print-Rite N.A. president Ian Elliott. “Print-Rite will focus our efforts
on reducing the cost per page through innovative new products
and bundling programs and providing support currently unavailable
to the leading MPS providers.”

To learn more about Print-Rite N.A., visit www.printritena.com or
call 615-678-0283.

New Highlands Group National Account Manager
Industry veteran, George Ansier has joined The Highlands Group
as national account manager for OfficeMax.

George brings a long track record of successfully leading national
account strategies for a diverse set of suppliers beginning with
Hunt Manufacturing and most recently with Storex Industries.  

“George’s proven ability in strategic planning and vendor relations
make him an ideal addition to our national accounts team” stated
Highlands Group CEO Bob O’Gara. 
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On Friday, July 13, from 4:30 to 6:00 PM NOPA will host a
special government advocacy program briefing and reception
at the Gaylord National Resort & Convention Center in the
Washington, DC metro area. 

The session will be held in section D of the Woodrow Wilson
meeting room at the Gaylord.

All NOPA members and prospective members attending the
S.P. Richards Advantage Business Conference are invited to
attend and learn more about NOPA’s federal legislative and
regulatory initiatives and how to become part of NOPA’s
‘grassroots’ advocacy network for independents. Dealers’ en-
gagement has never been more important.

NOPA’s spring 2012 ‘Capitol Hill Day’ event and day-to-day
advocacy before Congress has helped persuade key Demo-
cratic and Republican legislators to introduce bipartisan bills
that address two key advocacy objectives of the independent

dealer channel—curbing the small business ‘pass-through’
problem and removing obstacles to expanded government
purchasing from dealer teaming arrangements. 

NOPA’s advocacy briefing will offer updates on these bills, on
implementation of the Federal Strategic Sourcing Initiative
(FSSI) on office supplies and on plans to educate the 2013
Congress on the need to amend the Javits Wagner O’Day
(JWOD) Act to establish meaningful congressional oversight
of the AbilityOne program.

The program also will provide dealers with an ideal forum to
network with their industry peers and exchange ideas and in-
formation on expanding business with the federal govern-
ment. 

Paul Miller and David Skiles, NOPA’s federal advocacy team,
and Chris Bates, NOPA’s president, will co-host this event.
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NOPAnews
NOPA to Host Advocacy Briefing/Reception 
at S.P. Richards ABC Event, July 13

NOPA Needs Help to Push Your Legislative 
Agenda This Summer––at Home!

With new legislation to assist independent dealers on the con-
gressional “platter,” this summer is a critical period to build
momentum for passage of NOPA-supported bills with current
members of Congress and leading candidates for open
House and Senate seats throughout the country. 

Active ‘grassroots’ efforts will be essential this summer to line
up additional congressional co-sponsors and push for favor-
able action on important bills that independents support.

With Congress in recess during and following the July 4 holi-
day weekend and for much of August, this is an ideal time to
meet and talk with elected officials and candidates about eco-
nomic, federal procurement and other public policy issues of
importance to your company, our industry and small busi-
nesses in general.

There are many ways to get involved. They range from just a
brief e-mail message to your elected federal officials in sup-
port of NOPA’s legislative agenda and specific bills to visiting
the district office of your U.S. representative and senators or
inviting elected officials and new candidates to visit your fa-
cilities and meet with your employees and your local small
business colleagues. 

Visit NOPA’s website (www.nopanet.org/NOPA-Government-
Advocacy) for links to websites for the U.S. House of Repre-
sentatives and United States Senate and for access to NOPA
position statements and sample congressional letters on cur-
rent advocacy issues. 

Contact Chris Bates at cbates@nopanet.org; 703.549.9040 x
100 with any questions, comments or suggestions regarding
NOPA’s advocacy initiatives.

http://www.nopanet.org/NOPA-Government-Advocacy
http://www.nopanet.org/NOPA-Government-Advocacy
mailto:cbates@nopanet.org
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By Jim Rapp

The Changing Dealer Product Mix

If you look back at 
the products you were
selling ten years ago 
and compare them 
with what you’re selling
today, the differences may
surprise you.

Dealers have added so many new prod-
ucts, product categories and services to
their offerings in recent years that one won-
ders what their bottom line would look like
if they hadn’t.

The change has come about for a number
of reasons. The economic downturn cer-
tainly prompted dealers to look for new
sources of revenue, but other factors have
had a much greater influence. 

Online ordering over the Internet has made
it easier to sell new products. It’s also cre-
ated many new competitors to try to take
business away from you.

Other factors affecting what customers buy
include:

n New people placing orders
n The elimination of purchasing

departments
n The influence of social media
n The Green movement
n The mobile marketplace—ordering

any time from anywhere
n Customers looking to reduce the

number of suppliers.

Some dealers are adding products for the
blue collar market—not just janitorial, but in-
dustrial supplies, packing and safety items.

Decline of the Desktop
Tabs Business Products in Hyattsville,
Maryland, specializes in the legal and med-
ical markets. 

“Much of what we sell involves something
that holds paper in one form or another—
from binding supplies to ring binders and
dozens of similar items,” says Tabs’ George
Brown. “With less paper use, sales of these
products are declining,” he laments.

“A massive shift is already taking place,”

Today—
A One Stop
Shop for
Everything
Office

Tomorrow—
Selling to Non-office Customers

CONTINUED ON PAGE 28



contends George. “We’ve been talking
about the paperless office for 20 years or
more, but now it’s beginning to happen.
Young people coming out of college today
with computers in their hands don’t want or
need a hard copy of anything.”

Wayne Stillwagon of Miller’s Office Prod-
ucts in Lorton, Virginia, puts it this way: “If
we project the current trend a few years
down the road, with wireless mobility, why
does the white collar worker need an office
at all? That means no cubicle, no desk, no
chair, and a lot of other items that we see
on, in or around the typical work area.”

That’s why these dealers, along with others
we will highlight in this article, have moved
aggressively to launch new product lines
and new services in response to the declin-
ing sales of many traditional items—the
typewriter ribbons of today. 

Let’s take a look at how they’ve done it.

S&T Office Products in St. Paul, Minnesota,
has always done a healthy business with

banks and law firms.” One day we were
looking at our CRM data,” recalls S&T’s
Vicki Giefer, “and found we were selling a
lot more of the paper rolls that banks use
for their cash machines and other equip-
ment than we realized.”

“We discovered after talking to a few banks
that they were required to buy entire pallet
loads of the paper rolls to get a good price.
This required storage space and redistrib-
ution to each bank location. We told them,
‘We will be your storage facility and deliver
to each bank as needed.’” This immediately
increased our sales many times over.”

Since them S&T has had similar success
with other bank-related items they had
never sold before, like cash handling bags,
coin wraps and similar items.

“We developed a brochure for our sales-
people that highlights these products and
emphasizes that we are specialists in bank-
ing,” Vicki explained. “Sales of these items
have increased dramatically and we’ve

picked up some new customers—not just
banks but restaurants and retail stores that
use paper rolls, some of which are also now
buying other products from us.”

Pittsburgh-based Mt. Lebanon Office
Equipment Company may be an anomaly
among office product dealers. “We started
as a copier dealer,” says owner Jim Droney,
“but when a customer asked us about mail-
ing equipment some years back, we said,
“Sure, we do that, even though we didn’t
have a clue. Now it’s one of our major lines,
along with all the supplies that go with it.”

“The same thing happened with furniture
and now we’ve become very big with All-
Steel and HON.”

“Will you do a meeting room for us?” a cus-
tomer asked. “Or course,” Jim said.

Well, you know the rest of the story and it
makes a point—you can sell just about any-
thing to anyone if you set your mind to it,
even though it may take quite a bit of
homework to start with.
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Doing a Little Market
Research
When Frank Perry went to work for Kee-
ton’s Office Supply in Bradenton, Florida,
he knew they were located in a rather large
artists’ colony. A little research told him that
this market was not well served by area
dealers, including Keeton’s.

“We started by asking questions,” Frank
explains. “We went to the local art center
and asked, ‘How can we serve your mem-
bership?’ We found they either had to drive
some distance to buy fine art supplies or
order them online. Today, half our retail
store is devoted to art supplies, and sales
in that category represent 65% of store vol-
ume, up from just 10% before we made our
big art supplies push. And sales of all other
products have increased dramatically, in
part because we have so many new art
supply customers.”

“More and more middle and high schools

use fine art supplies as their programs
evolve and develop. Five of the six local
high schools buy from us. We put art supply
kits together for high schools and we re-
cently started partnering with the local
State College of Florida for all their sup-
plies.”

Frank says the publicity they receive from
the artists who come in on Saturdays to
give demonstrations and the workshops
they sponsor have a snowball effect—cus-
tomers leave the store with more than art
supplies and schools are buying more and
more office supplies.

A similar example of building one business
on top of another can be found at Ruben-
stein’s, a fourth generation family business
with retail stores in Kennett Square and
Westchester, Pennsylvania.

Located in the heart of Andrew Wyeth
country, they’re the major supplier of art
supplies to this important market. Building
on this base, Michael Rubenstein and son

Marc Rubenstein, have also grown a thriv-
ing commercial furniture and office supply
operation covering the tri-state areas of
Pennsylvania, Delaware and New Jersey.

“Our retail stores are large enough to stock
not only a complete line of fine art supplies,
but office products and a furniture show-
room. We have an art director who knows
this market very well and educates us all,”
Marc explains. “Our retail stores have been
the springboard for all our outside busi-
ness. They give us name recognition that
we couldn’t get any other way.”

“We do our research customer by cus-
tomer, prospect by prospect,” says Craig
Lundt, Value Added Business Services,
with locations in Columbus and Jackson,
Ohio.

“A third of our business today is janitorial
products,” Craig reports. “We’ve learned
that the people who buy these products
often don’t even know the people in their
companies who buy office supplies, so our
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salespeople have to sell to both groups to
make it a profitable call.”

Make Small 
Customers Profitable
“I lose money every time I make a small de-
livery,” is a common complaint of dealers,
and sometimes a customer is told, “I have
to add a delivery charge or your order size
will have to increase.”

“A better way is to sit down with these cus-
tomer and review everything they buy and
see what other products and services you
could provide, even though you may not
even offer them now,” says Steve Unruh at
Total Office Solutions in Minneapolis.

Some small order customers are quite large
businesses, but the size of their while collar
staff is small.

“I tell my salespeople,” Steve says, “there
may be a small office in front, but what’s in
the back? When you look at white collar

spending and how it’s dropped, you have
to wonder where it will be tomorrow. We
have to continue to sell new products and
services. It could be equipment, copiers,
equipment repair or whatever. But first you
have to identify what customers are buying
now, who they’re buying from, what they’re
paying and how satisfied they are with their
suppliers. Then, you have to make the case
that you can do a better job. “If the cus-
tomer is happy with you now, you at least
have a shot at it.”

Total Office Solutions is a major janitorial
supply dealer today and is working to build
their business in promotional products and
managed print services, Steve says.

“It takes a lot of effort and we’re not always
successful, but our sales are up 20% over
last year, so we’re happy about that.”

Office Basics, Boothwyn (Philadelphia),
Pennsylvania, is a rapidly growing dealer-
ship with branches in the Lehigh Valley and
Lancaster, Pennsylvania, and has recently

acquired a dealer in Moorestown, New Jersey.

“One growth area for us is packaging sup-
plies,” Office Basics’ John Leighton reports.
“What we viewed as a small supply account
turns out to be in the manufacturing and dis-
tribution business and uses a lot of boxes,
tapes and packing materials. As more and
more people buy online, there are more and
more boxes being used nationwide.”

“Pricing is tough, because there’s huge
competition from direct sellers, but those
competitors typically require high order
quantities to get the best price and free
freight. We can break the bundles and sell
in smaller quantities, which is a great selling
point.”

Coffee, Everyone
According to a recent survey by Accounting
Principals, Jacksonville, Florida, 50% of the
workforce spends approximately $1,000
annually on coffee, which averages $4 per 
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workday. That amount will increase as
more and more offices switch to the single
service K cups.

“Our coffee sales are skyrocketing,” says
John Leighton, “In the past, there were
many local franchised distributors, where
providing the equipment required the cus-
tomer to buy your coffee brand. Today, the
new systems are easy to use and office
workers want more than one kind of cof-
fee.” 

“Our Keurig coffee business is doing well,”
says Kenny Sayes of Sayes Office Supply,
Alexandria, Louisiana, “As more brands of
coffee are available for this equipment, we
can be more competitive and still make a
good profit.”

Sayes points out independents are in a
sweet spot because they can get good
pricing on so many of these new cate-
gories, whether coffee or jan/san or pro-
motional products.

“The Independent Stationers’ RDC pro-
gram enables us to compete with just
about anyone and that includes the big
boxes,” he contends.

“There are two other things that are hap-
pening that help us broaden our product
mix. The first is the greater acceptance of
private label brands and that means we

can now better compete with the boxes’
own labels. 

“The second is customers’ desire to re-
duce the number of suppliers. Because
customers buy so many different items
from us already, it’s easy to make the case
to buy as many items as possible from us,
and, of course, one thing leads to another. 

“Our coffee sales have helped us sell food
products, vending machine items, etc. You
just have to commit to it and manage your
sales force to see that it gets done.”

The Industrial 
Marketplace
“One thing certainly does lead to another,”
agrees Wayne Bartkowiak at Reliant Busi-
ness Products in Houston. “We sell office
supplies to the oil patch, which is growing
by leaps and bounds, but we never real-
ized how many other products they buy
every day, like welding supplies, tools,
saws, oil spill equipment and supplies.

“We’re just entering this arena and we
have a lot to learn, but it looks promising,”
says Wayne. “The good thing is, we don’t
have to know the products in detail. The
customer knows this. We approach
prospects as being a supplier of these
products, not as an office products dealer.

“The shorthand for this category is MRO—
Maintenance, Repair and Operations.
We’re fortunate that United Stationers sells

these products through a sub-
sidiary, ORS Nasco.”

Reliant continues to expand
in furniture, janitorial, promo-
tional products, coffee and
breakroom supplies, and
more recently, managed
print services.” If it will go on

the truck and we can deliver
it, why not do it?” Wayne con-

cludes.

Big Boxes Add
Thousands 
of New Items
By Rick Marlette, president
OP Software

Staples, Office Depot and Quill have

added thousands of never before seen

items to their “.com” websites. A recent

review of the Office Depot site turned up

over 80,000 items. This is up 20,000

items from the previous review.

The most recent Staples review has also

turned up over 6,500 new items on their

“.com” site, bringing their total to around

37,000.

Staples added Tools, Safety and MRO

items to their sites. Staples has also

added over 200 new Staples branded

products. They have also expanded their

packaging supplies offering. 

This seems to follow what Office Depot

did earlier this year when they added

hundreds of corrugated boxes, new

packing tapes, bubble wraps and pallet

oriented shipping products.

Office Depot has also added Tools,

Safety and MRO items to their site.

Other notables include many new

Scholastic brand school supplies and a

surprising 1,000 plus new items to the

Depot brand, Foray, and Ativa private

label offering.

Quill is also following this trend. New

Pack & Ship and Safety categories with

banner ads touting “More than 900 new

safety products” are now on the Quill

site. Although somewhat buried under

the Cleaning & Janitorial—General Tools

category, we are also seeing these new

MRO offerings on the Quill site for the

first time.
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What lies ahead
Predicting the future is risky business but if
we can put together an idea of the products
and services that our customers will need
and/or want a few years down the road, it
will certainly aid the planning process.

In the last five to ten years, independents
have been increasingly successful selling a
wider and wider variety of products to their
primary customer base---jan/san, coffee,
and breakroom, and more recently man-
aged print services.

Now, some dealers are going still further
outside the traditional office supply area,
selling to the MRO market and adding serv-
ices like recycling and shredding, equip-
ment repair and furniture services.

“We rely on our vendors and our sales reps
to carry the message of new products and
new product categories to our customers,”
says Geary FitzPatrick, of Impact Office
Products in Beltsville, Maryland.

Geary makes an important point—that you
have to do a lot more than simply mention
you stock a new item but be willing to really
put some effort into it. That means your
reps have to have a good understanding of
the product or service and the key selling
points.

“We rely heavily on our vendor community
to tell us what’s new, what’s changing,”
Geary states, “and we have vendor reps at
every sales meeting.”

If we ask the question, “What products will
offices be using ten years from now?” and
believe that most everyone will be working
from a mobile office or at least doing their
work with a hand-held computer, they
won’t need a lot of today’s desktop items
and may not even need a desk. All commu-
nications and all records will be digital so
you won’t need paper, which means you
don’t need a copier, which means you don’t
need a shredder, and so on.

This change may be a long time coming
and in the meantime, competitors are offer-
ing more products, not fewer.

Perhaps a more important question to ask is
how technology-empowered customers will
want to purchase the products and services
they need. The Internet is the marketplace
of choice for more and more people. 

Who would have thought, even a few years
ago, that so many people would be buying
just about everything, including office prod-
ucts, from online sellers? The recent an-
nouncement of the AmazonSupply
program from the 16-ton elephant in the In-
ternet corner sends a message that no in-
dependent can ignore: competition is not
just about the big boxes anymore.

But as more and more dealers are realizing,
if folks like Amazon can get into the office
products business in a big way, there’s no
reason why folks in the office products
business can’t get into some of those other
categories, too.
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Peninsula Golf and Country Club: The only West Coast course 
designed by famed golf course architect Donald Ross.

SCOTT LIGHT
President, GP Professional Washroom & Wiper 
Solutions and Communication Papers 
Georgia-Pacific and 2012 Spirit of Life® Honoree

Building 
Hope

RESEARCH
       TREATMENT

  EDUCATION

Join esteemed members of the National Office 
Products Industry for The Office City & The 
Godfrey Group annual Northern California  
Golf Tournament benefiting City of Hope. 

Peninsula Golf and Country Club
San Mateo, Calif.

Register at cityofhope.org/NOPI or call  
Cathleen Tighe at 866-905-HOPE

With your support, City of Hope will have many 
victories ahead in the battle against cancer, 
diabetes and other life-threatening diseases.

THE OFFICE CITY 

& THE GODFREY 

GROUP ANNUAL 

NORTHERN  

CALIFORNIA GOLF 

TOURNAMENT

EVENT DETAILS
JULY 29
Pre-tournament  
Dinner

JULY 30
Breakfast, golf 
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There’s a special dimension to this year’s Advantage Business Conference from
S.P. Richards, as the wholesaler gets ready to welcome several thousand of its
best friends and business partners to Washington, DC, just as the 2012 presiden-
tial and congressional election campaigns start to get underway in earnest.

Campaign headquarters for this year’s ABC will be the Gaylord National Resort &
Convention Center, one of the area’s top resorts. From July 11-15, it will host a
program offering the customary mix of industry education, a major tradeshow and
networking opportunities, along with some special, patriotic-themed features such
as the opening evening’s “Independent’s Day State Fair” and gala “Tribute to Inde-
pendents” that closes the conference.

“Many independent dealers have much to celebrate this year with evidence
that they are taking market share. Those that are winning are leveraging the
many tools available to them and are simply outworking, outfighting their
competitors,” says SPR senior VP of marketing Jim O’Brien. “Surely, there’s
no better time or place for celebrating that winning spirit than our nation’s
capital just a week after the country’s own Independence Day festivities!”

On the following pages, we offer a closer look at what’s in store for attendees
at this year’s ABC.
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Description of Duties, Responsibilities, and Accomplishments

Intro
ducing 

NEW

S.P. Richards Gets Ready to Celebrate 

Independent’s Day 
at 2012 ABC
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wednesday
JULY 11
Arrivals

5:30–10:30 pm Children’s Lounge

7:00–10:00 pm Independent’s Day 
State Fair

thursday
JULY 12
7:00 am–10:00 pm Children’s Lounge

7:00 am–8:00 am Breakfast

8:15 am–9:50 am General Session with
Keynote Speaker Ben
Stein

10:00 am–4:00 pm Office Products Expo

11:30 am–1:00 pm Lunch

2:00 pm–4:30 pm UPS Booth

5:30 pm–9:30 pm North American Office
Products Awards
dinner. Entertainment
provided by the Capitol
Steps (Pre-registration
required)

friday
JULY 13

7:00 am–5:00 pm Children’s Lounge

7:00 am–8:00 am Breakfast

8:00 am–9:30 am Seminar Session 1

9:30 am–9:45 am Break

9:45 am–11:15 am Seminar Session 2

11:15 am–1:15 pm Lunch with Keynote
Speaker David Nour

1:30 pm–3:00 pm Seminar Session 3

3:00 pm–3:15 pm Break

3:15 pm–4:45 pm Seminar Session 4

Various Optional Evening Tours

Dinner on your own; Shuttles to
Alexandria

saturday
JULY 14

7:00 am–11:45 am Children’s Lounge

7:15 am–8:15 am Breakfast

8:30 am–10:00 am Seminar Session 5

10:00 am–10:15 am Break

10:15 am–11:15 am Seminar Session 6

Noon–5:30 pm Tours

6:00 pm–10:30 pm Children’s Lounge

6:30 pm–7:15 pm Cocktails

7:30 pm–10:00 pm Gala Dinner: A Tribute
to Independents

sunday
JULY 15

Departures
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Ferris Bueller Star Ben Stein 
to Keynote ABC
Ben Stein, whose iconic role in the movie Ferris
Bueller’s Day Off made him a cult figure, will be
keynote speaker for the General Session, Thursday
morning, July 12.

Stein’s movie performance and his “Bueller, Bueller?”
catch phrase may have launched his career but he
will be bringing a whole lot more to the ABC. 

Ben Stein is an economist, columnist, humorist, 
TV and movie actor, author, lawyer and university
professor. 

His long-running game show on Comedy Central,
Win Ben Stein’s Money, won seven Emmy awards,
while honors for his economics writing includes the
Malcolm Forbes Award for Excellence in Financial
Reporting for 2008.

Stein has served as a trial lawyer, a university teacher,
a speech writer and economic advisor for Presidents
Nixon and Ford, a columnist for The Wall Street Jour-
nal, a novelist, screen writer, TV writer, syndicated
columnist, writer of nonfiction books about culture

and finance and ex-
pert witness in com-
plex securities law
cases.

Within the last ten
years he has been a
best-selling author of a
series of finance and
self-help books begin-
ning with How to Ruin
Your Life, a columnist
for The New York Times,
a regular commentator
for CBS Sunday Morn-
ing, Larry King Live on
CNN, Fox News, and
Yahoo! Finance.

It’s not clear whether ABC
attendees will be hearing
from the funniest well
known economist or the most economically insightful
humorist when he steps to the podium, but either
way, they should be in for an entertaining and
thought-provoking session!

CONTINUED ON PAGE 37
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Social Media Expert David
Nour to Keynote Friday

Luncheon

Social media expert David Nour will
keynote the Luncheon on Friday, July 13
with an educational, motivational, and
highly engaging session on "Cash Mobs—
How You Can Put Social Commerce to
Work for You."

This session will educate you on the origin,
process, impact and value of a cash mob.
It will deliver a comprehensive overview of
foundational social commerce concepts;
specific business cases of social commerce
success via cash mobs and review other
ways to capitalize on profitable revenue
growth opportunities via social networking,
social media and social collaboration. 

David Nour is a social enterprise strategist
and the thought leader on Relationship
Economics, the quantifiable value of busi-
ness relationships.  

His company, The Nour Group, has at-
tracted consulting clients such as KPMG,
Siemens, Disney, Gen Re, HP, and over 100
similar marquee organizations. 

His unique perspective and independent in-
sights on Relationship Economics have
been featured in a variety of prominent

blogs and publications including The Wall
Street Journal, The New York Times, Fast-
Company, Knowledge@Wharton, Associa-
tions Now, Entrepreneur and Success
magazine.  

He is the author of several books including
the best selling Relationship Economics,
ConnectAbility, The Entrepreneur’s Guide to
Raising Capital and, most recently, Return
on Impact – Leadership Strategies for the
Age of Connected Relationships.

North American Office
Products Awards Dinner
Will Highlight Industry
Innovation 
At this year’s ABC, S.P. Richards will once
again host OPI magazine’s annual North
American Office Products Awards Dinner.
At the dinner, which will take place
Wednesday evening, July 11 and is for reg-
istered guests only, eight different awards
will be presented:
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Self Adhesive Dry Erase Wall Planners

Peel

Stick

Done

New AT-A-GLANCE® WallMates® make it easy
to have the dry erase planning surfaces you
need in the places you need them.

Quick. Easy.
No tools. No damage.
Just peel, stick, and you’re done.

Dry erase wall planning,
simplified.

Stop at Booth 448 - at the SP Richards ABC Show to try this great product!
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Top-class industry education
has always been a hallmark
of the ABC conferences and
this year is no exception.
Here’s a look at the speakers
and sessions on the agenda
this year:

Chip Bell,
Founder,
The Chip Bell
Group 
Prior to starting a
consulting firm in
the late 1970s,
Chip Bell was vice

president and director of management and
organization development for NCNB, now
Bank of America. 

Chip empowers organizations to develop a
cult-like following which results in dramatic

business growth even in challenging eco-
nomic times. He has served as consultant
to such major brands as Ritz-Carlton Ho-
tels, Universal Orlando, Nissan Infiniti, Mi-
crosoft, Verizon, Allstate, Harley-Davidson,
Cadillac and Victoria’s Secret. 

Chip is the author or co-author of nineteen
books, including Take Their Breath Away:
How Imaginative Service Creates Devoted
Customers (with John Patterson), and Cus-
tomers as Partners: Building Relationships
That Last. 

His newest book (with John Patterson) is

Eight awards will be presented:

n Best Product – Core Office Products 

n Best Product – Furniture 

n Best Product – Technology 

n Best Product – Cleaning & Breakroom 

n Product Innovation of the Year

n Environmentally Friendly Product of the Year

n 2012 Product of the Year – Judges’ Choice

n 2012 Product of the Year – People’s Choice

Entertainment at the awards dinner will be
provided by The Capitol Steps, who will
bring their irreverent brand of humor to the
NAOPA stage with song parodies that cast
a satirical eye on political events of the day. 
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the international best-seller Wired and Dan-
gerous: How Your Customers Have
Changed and What to Do About It.

Lily Brislen,
Founding
Director, 
Think Local
Umpqua 
Lily Brislen pres-
ents and facili-
tates educational

programs on behalf of the American Inde-
pendent Business Alliance (AMIBA), a non-
profit organization whose mission is to help
communities launch and successfully op-
erate Independent Business Alliances, buy
independent, buy local campaigns, pro-
local policies, and other initiatives to sup-
port local entrepreneurs and vibrant local
economies. 

Lily is the founding director of Think Local
Umpqua in Douglas County, Oregon, one
of the most successful small-town Inde-
pendent Business Alliances. She has writ-

ten for rural development groups on many
aspects of localization and entrepreneurial
development. 

Chris Colbert,
General
Manager,
Complete
Office
Supplies 
Raised on a farm

in Australia, Chris moved to Melbourne as
an office machines sales rep. He met the
challenges in growing market share with a
small dealership, becoming sales manager
at 24. 

Looking for a new challenge, he moved to
Corporate Express as a branch manager in
Norfolk, Virginia, where he absorbed strong
performance management and accounta-
bility philosophies. 

Back in Australia, Chris landed a position
as a branch general manager at Complete
Office Supplies where he set a target of
doubling the $3.4M business in the first two

years. He achieved this goal and over the
next five years turned a net loss into an
$18M business with a $1M annual profit. 

Promoted to national general manager with
a sales team of 65, Chris successfully re-
structured the sales force and increased
profitability, client retention and growth.
This year, Complete is forecast to surpass
its 10% growth target of $105M.

Mack Dryden
Considered by
many to be one of
the funniest moti-
vational speakers
in the country,
Mack Dryden has
survived every-

thing from the “sharks of showbiz,” to
bouts with two different types of cancer, to
a terrifying stay in an African prison and one
“near fatal marriage”—and lived to tell in-
spiring, motivating and hilarious stories
about it all. 
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The people behind our 
company are what make 
us Ghent. For exceptional 
service, quick shipping, 
and quality products, 
trust Ghent.

Check us out at SP Richards’ ABC 
Show in Washington DC this July 
(booth 1417)

ghent.com

http://www.ghent.com


Laughing about cancer? You bet. Mack says of his audience,
"When they're laughing, they're listening," and his stories are just
as inspirational as they are laugh-out-loud funny. 

For the past 20 years Mack has entertained thousands of corporate
clients as an electrifying motivational speaker. He is also a come-
dian/actor/writer who has performed stand-up comedy on The
Tonight Show —with both Johnny and Jay—appeared on numer-
ous television shows, in several feature films and whose writing
and voice are heard on more than 500 radio stations every week. 

Steven S. Little 
Steven S. Little is a much sought-after ex-
pert on the subject of business growth
and the future of opportunity. As a former
president of three fast-growth companies,
he now advises thousands of leaders of
growing organizations and communities

each year. For over ten years, Steve was also a senior consultant
for Inc. magazine. 

He is the author of the best-selling books The 7 Irrefutable Rules
of Small Business Growth and The Milkshake Moment: Overcom-
ing Stupid Systems, Pointless Policies and Muddled Management
to Realize Real Growth. His newest book, Duck and (re)Cover: The
Embattled Business Owner’s Guide to Survival and Growth, re-
ceived praise as the “Must-Read Business Book” for 2009.

Steve regularly speaks for some of the world’s leading organiza-
tions, including UPS, Microsoft, FedEx and over 80 chambers of
commerce. His style has been described as “real-world,” “highly
credible” and “uniquely engaging.”

Eddie Moore, Vice President,
K.Coaching, Inc. 
With a passion for helping others, Eddie
Moore joined K. Coaching in 2007, bring-
ing more than 30 years of business expe-
rience to a profession dedicated to
improving business results for owners
and sales leaders. 

His experience was gained as a business owner in three different
fields — retail, real estate and insurance — as well as working in a
corporate environment. 

Eddie was with Nationwide Insurance for 16 years, where his roles
included guiding the company’s growth and profitability with strate-
gic sales and marketing plans while managing operations and
budgets for a state operation with sales in excess of $1.2B. He also
led a business acquisition team that increased revenue by more
than $120 million over a five-year period. 
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© 201 1 The HON Company

Voi®
 

DESKING THAT GETS YOU

Voi gets your workplace humming. It offers a fresh new 
look of mixed materials in a lighter scale design, while 
also offering a new take on the mainstream solution at an 
affordable price. 
Voi also makes use of small spaces by using layered 
worksurfaces to optimize available work space.
Find out more about Voi online at hon.com/voi.

A light scale look A mainstream design

Voi gets you...Got something to hide?
Cover it up with Avery® TrueBlock® Shipping Labels.
Avery® Shipping Labels with TrueBlock® technology 
completely cover up anything underneath so you can 
reuse old boxes, tubes and envelopes. 

Little things that work in a big way.™

TrueBlock® Shipping Labels

WeatherProof™  

Shipping Labels

TrueBlock® Shipping 
Labels with Receipt

© 2012 Avery Dennison Corporation. All rights reserved. Avery and all other Avery 
brands, product names and codes are trademarks of Avery Dennison Corporation. Box 
Tops for Education is a registered trademark of General Mills, used with permission. 
Personal and company names and other information on samples depicted are 
fictitious. Any resemblance to actual names and addresses is purely coincidental. 
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At K.Coaching, Eddie specializes in leadership development, busi-
ness strategies for growth and profitability, P & L management,
sales compensation design, business succession planning and ac-
quisitions. His expertise in understanding the numbers has proven
beneficial to many office products independents in designing ef-
fective sales compensation plans and improved financial results.

Krista Moore, President,
K.Coaching, Inc. 
Krista Moore is highly recognized as an
inspirational speaker, executive coach,
and sales leadership trainer. She brings
25 years of industry experience, working
for a progressive office products inde-

pendent, as a regional sales manager for Boise Cascade and as a
VP of sales for Corporate Express. 

Over the past nine years she has built K.Coaching, Inc., a success-
ful consulting, coaching and training organization. As a results-ori-
ented executive coach, she combines her real-life business
experiences, certified business coaching and motivational style to
help others achieve outstanding success in their lives and in their
careers. 

Krista addresses thousands of businesses internationally through
her powerful seminars, training webinars and learning resources. 

Most recently, she has partnered with S.P. Richards Company to
deliver industry-specific sales and sales management training and
coaching to its independent dealers through the FUEL Drive Your
Business program.

Sam Richter, CEO, SBR
Worldwide/ Know More! 
Sam Richter, founder and CEO of SBR
Worldwide/Know More!, is an internation-
ally recognized expert on sales, market-
ing, reputation management and
leadership. 

His experience includes building innovative technology, sales, and
marketing programs for start-up companies and some of the
world's most famous brands. Sam has been featured in thousands
of television and radio programs and national and online publica-
tions. He presents his customized Know More! keynote and training
programs to audiences around the globe. 

He is the author of the best-selling and award-winning book, Take
the Cold Out of Cold Calling, considered the preeminent publica-
tion on finding information online and using it for sales success.
He is a member of the Business Journal's "Forty Under 40" list
honoring the top Minnesota business leaders under the age of
forty. He was also a finalist for Inc. magazine's Entrepreneur of the
Year.
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Susan Trumpler, Consultant and
Coach, K.Coaching, Inc. 
Susan brings her well-rounded skill set in
B2B sales, facilitation and sales and sales
management coaching to the office prod-
ucts industry as a consultant and coach
for K.Coaching, Inc. For the past 15 years,

she has helped the sales and marketing teams of Fortune 500 com-
panies learn to deliver their messages with power and passion,
leading to winning results. 

Susan’s 12 years in sales, training and leadership at ADP led to a
strategic role within the company to transition their sales force from
inside-out selling to a buyer-centric, solution consulting culture.
Her experience has uniquely positioned her to coach her clients
and train their sales forces as they make the same transition. 

As a Certified Professional Coach, Susan has spent over 400 hours
coaching sales professionals on opportunity progression, skills de-
velopment and power statements. She is a dynamic facilitator and
trainer as she brings her real-life experience to the audience that
motivates and inspires change in their sales conversations to better
position them to win.

Steve Turner, Turner Time
Management, LLC 
Steve Turner is the former executive vice
president of sales and marketing for
Clover Technologies Group, a technology
leader in compatible imaging supplies and
innovative environmental solutions. 

Steve developed his TurnerTime tools,
strategies and techniques for time man-

agement and productivity while he was leading the sales organi-
zation for Clover Technologies Group, helping to take Clover from
$43 million to $265 million in less than five years and rocket the
company to the top of the environmental solutions industry. 

Steve has extensive experience working with salespeople and
manufacturers’ representatives. His proven ability to leverage tech-
nology—including desktops, laptops and mobile devices—is of
great value to anyone in need of greater sales or productivity re-
sults. Steve’s TurnerTime Management provides time management
tools, techniques and tips to effectively manage e-mails, tasks and
projects.
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Account Management: 
When Did We Stop Selling?
Speaker: Chris Colbert, Complete Office Supplies

Do your salespeople tend to gravitate to tasks that require no sell-
ing? While you expect them to focus on prospecting, pre-ap-
proach, approach, needs assessment, presentation, overcoming
objections, gaining commitment and follow up, they gravitate to-
ward activities such as responding to product requests, modifying
contract pricing, visiting for purposes unknown, emails, voicemails,
dropping off samples, picking up samples and completing com-
mission claims.

This session will review those common skills that seem to be be-
coming scarcer—cold calling, needs analysis and presenting—and
show how allowing these skills to become rusty inhibits individual
and company growth. 

Veteran dealer Chris Colbert will show you how to add value to your
reps and your business by taking ownership and creating
processes that deliver both accountability and training support.

Seminar 1: Friday 8:00 am–9:30 am

Seminar 5: Saturday 8:30 am–10:00 am

Building Profitable 
Professional Relationships that Last
Speaker: Chip Bell, The Chip Bell Group

Even in the B2B world with its extreme price-sensitivity and the
watchful eye of purchasing czars, the quality of the relationship has
become a key component in how value is defined. Drawing on his
international best-selling book Customers as Partners, Dr. Chip Bell
will provide you with provocative yet practical tools, tips and tech-
niques for building profitable relationships that last.

Seminar 1: Friday 8:00 am–9:30 am

Seminar 2: Friday 9:45 am–11:15 am

Mobile Technology Workshop
Speaker: Steve Turner, Turner Time Management, LLC

Does your productivity suffer when you are on the road? Do you
want your technology to be “virtual” so you can maximize your ef-
fectiveness regardless of where you are? Steve Turner has created
this session to help you find the right answers to those questions
and get the most out of your Smartphone, mobile phone and laptop. 

This session will cover topics and questions, such as how to opti-
mize your Smartphone for maximum productivity; time saving
shortcuts you can use every day; the most efficient way to process
and organize e-mails on your mobile device; tools and techniques
to become more productive on the road, and should you use a
tablet?
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Steve will also provide participants with a session summary to re-
inforce the main topics and 60 days of free support for questions
following the conference.

Seminar 1: Friday 8:00 am–9:30 am

Seminar 4: Friday 3:15 pm–4:45 pm

Create a Culture of Accountability
Speakers: Krista and Eddie Moore, K.Coaching, Inc.

Join other sales managers and business owners in this structured,
resource-rich, facilitated dealer discussion session. Topics include
vision and sales strategy—how to create and execute; setting re-
alistic quotas and expectations—the how to and why; motivating
others through reviews and feedback—examples and results, and
management vs. leadership—create awareness and wear both hats

Attendees should come prepared to share their successes and
learn from each other and expect to leave with practical ideas, a
renewed awareness, and the tools to implement the necessary
changes to reach your business goals!

Seminar 1: Friday 8:00 am–9:30 am

Seminar 3: Friday 1:30 pm–3:00 pm

The Pricing Revolution: The Top 10 Things You Need
to Know About the Next Generation of Pricing
Speakers: Chuck Macpherson and Wilbur Reid, S.P. Richards
Company

A quiet pricing revolution is occurring worldwide as business lead-
ers realize the power of pricing to improve the bottom line. The old,
“gut instinct” method of pricing and margin management is giving
way to a data-driven and analytic approach. This session will ex-
plore key elements of the new approach and review the top 10
things you should know about the next generation of pricing in the
United States. 

You will learn about using analytics more effectively, managing ex-
isting customer pricing with relevant market-based pricing, obtain-
ing new business with competitive and profitable pricing and how
to manage peer groups of customers through customer segmen-
tation.

Seminar 1: Friday 8:00 am–9:30 am

Seminar 4: Friday 3:15 pm–4:45 pm

Own Your Opportunity: Proven Growth Strategies for
the 21st Century Independent Business Owner
Speaker: Steven S. Little

In this thought-provoking presentation, Steven Little will identify
the best ways in which leaders of privately-held businesses can
prosper in the face of ongoing economic uncertainty. As the former
president of three fast growth companies, Steve imparts lessons
learned in the trenches and couples that personal perspective with
his decade-long experience working with other resilient business
owners. 

Steve’s timely and engaging keynote challenges much of the con-
ventional wisdom regarding how independent business owners
should react to unprecedented uncertainty. He also highlights the
emerging opportunities created by the forces of change.

Short on theory and long on actionable advice, Steve will help you
position your business for sustainable and profitable growth.

Seminar 2: Friday 9:45 am–11:15 am

Seminar 3: Friday 1:30 pm–3:00 pm

S.P. Richards Town Hall Meeting
Panelists: Wayne Beacham, Steve Lynn, Jim O’Brien and Rick Top-
pin, S.P. Richards Company

Join S.P. Richards’ senior level executive team for a Town Hall
Meeting where they will cover a variety of topical and timely issues
and take questions from the audience. Seating is limited to ensure
interaction and is available on a first-come, first-served basis.

Seminar 2: Friday 9:45 am–11:15 am

Know More! Selling: Know More than You Ever
Thought You Could (or Should) About Your
Prospects, Clients and Competition
Speaker: Sam Richter, SBR Worldwide, LLC

Sales intelligence is the key to successful prospecting and an ex-
ceptional way to provide value to existing customers. When you
know more, you're better able to relate on a personal level, build
meaningful connections, tailor your offerings and ensure relevancy. 

In this dynamic presentation, you will learn Google search secrets
to find information you never thought possible; tips and tricks to
using the "Invisible Web" and social networks as "intelligence
agents;" ways to access expensive databases for free and more.

Learn how to embed a "culture of information" into your sales
process to know more, so your business can grow more. 

Seminar 2: Friday 9:45 am–11:15 am

Seminar 3: Friday 1:30 pm–3:00 pm

PrintSmart
Speaker: Jennifer Huckeba, S.P. Richards Company

S.P. Richards PrintSmart specialist Jennifer Huckeba will help you
evaluate  your MPS options and decide which is best suited to your
implementation and profitability objectives. Jennifer will also dis-
cuss some common MPS challenges and ways to overcome them.

Seminar 3: Friday 1:30 pm–3:00 pm

Seminar 5: Saturday 8:30 am–10:00 am
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Laugh to the Top: A Hilarious Guide to Achieving
Your Goals
Speaker: Mack Dryden

After a long day of working hard, soaking up invaluable information
and practical solutions from a hard-hitting lineup of no-nonsense
presenters, wouldn’t it be terrific to hear a speaker who will relax
the mood, entertain you with some belly-laughs and at the same
time inspire and motivate you to put the lessons you’ve learned
into practice?

End the conference day with Mack Dryden and you’ll be sure to
laugh long and loud. Mack gets huge laughs while demonstrating
the power and practicality of his Seven-Step Formula for Goal-
Achieving—and he walks the walk.

He’s been a super-achiever since he was a young man who earned
a black belt in karate, won a major literary prize, and traveled
across Europe and North Africa, living by his wits in exotic lands. 

Spend some time with Mack and you’ll be well positioned to laugh
your way to the top.

Seminar 4: Friday 3:15 pm–4:15 pm

Designing and Executing a Buy Local Campaign
Speaker: Lily Brislen, American Independent Business Association
(AMIBA)

The American Independent Business Association (AMIBA) has
spent ten years helping more than 80 communities organize suc-
cessful Buy Local campaigns. You can benefit from AMIBA’s ex-
perience as Lily Brislen presents a clear picture of what works,
what doesn't, and why. 

Gain a solid understanding of effective "buy local" persuasion,
awareness of the best practices for launching a campaign and the
many tools that individual business owners can implement imme-
diately. 

If you are considering integrating a Buy Local campaign into your
existing marketing program, looking to shift local consciousness,
or aiming to build a culture of support for local entrepreneurism in
your business community, this presentation is for you. 

Seminar 5: Saturday 8:30 am–10:00 am

Hands-On Workshop: Designing and Executing a
Buy Local Campaign with Lily Brislen
If you attend Lily Brislen’s seminar on Designing and Executing a
Buy Local Campaign, you are invited to stay for an additional hour-
long, hands-on workshop. 

Lily will provide guidance and help you establish concrete goals,
timelines, recommended working groups and other key compo-
nents of building your campaign. 

If you are ready to get started right away, this workshop will help
you plan effective actions while you're inspired and focused.

Seminar 6: Saturday 10:15 am–11:15 am

Save Time, Save Money, Look Good Doing It:
Harnessing S.P. Richards’ Electronic Marketing Tools
Speaker: Larry Goodman, S.P. Richards Company

Join S.P. Richards director of marketing Larry Goodman to learn
how dealers are successfully leveraging an array of S.P. Richards’
Electronic Marketing Tools to complement their sales and market-
ing efforts.

Learn how the Business Development Toolkit and the Create-a-
Flyer, Evolve and SiteLynx programs can help you quickly and eco-
nomically produce corporate sales collateral, promotional flyers,
and professional looking email campaigns. 

If you’re already leveraging these tools, you’ll pick up some best
practices. And if you’re not currently using them, we may just
change your mind. 

Seminar 5: Saturday 8:30 am–10:00 am

Your Business Source
Speaker: Jim O’Brien, S.P. Richards Company

(Available only to dealers who have joined “Your Business Source.”)

This session will detail some of the elements included in the initial
stages of the launch of “Your Business Source.” 

Proper use and treatment of the various logos, seals and taglines
will be discussed, along with explanations on brand standards. 

Future possibilities will be discussed along with an effort to gain a
better understanding from the audience on how future tools and
support might be prioritized. 

Seminar 6: Saturday 10:15 am–11:15 am

Selling Value, Not Price
Speaker: Susan Trumpler, K.Coaching, Inc.

Customers are tired of being “sold.” What they really want is some-
one who understands their business and can add value by helping
them to overcome their challenges. That someone can be you!

Join Susan Trumpler, a K.Coaching, Inc. sales communication ex-
pert, as she outlines the process of understanding your customers’
values and how you can align yourself to them. 

Learn how to think like your customer, ask great questions to un-
cover deeper understanding and communicate with them in a way
that will position you as a valued business partner.

Seminar 6: Saturday 10:15 am–11:15 am
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www.marcalprofessional .com

Big Clean Ups Need a Big Roll

Introducing Our Biggest Roll Yet!

Paper from Paper, Not from Trees®

Take Another Small Step 
to Green your Business

Marcal® Small Steps® Jumbo 
210 Count Paper Towel 

 100% Premium Recycled Paper 
 Bigger Roll for Quick, Easy Clean Up
 Strong, Absorbent and Virtually Lint Free
 60% Post-consumer Content
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AS OF MAY 15, 2012

Exhibitor Booth #

3M..........................................648

A T Cross ................................233

Accentra/Paperpro ..................437

ACCO Brands ..........................300

Acme United ...........................338

Advantus ................................330

Akro-Mils................................741

Alba ......................................1437

AOSware/Postmysite.com .......223

Aurora Products ......................441

AutoExec ..............................1122

Avanti Products.......................628

Avery Dennison ......................224

Avery Dennison-
RBIS/Monarch 
Products & Services................240

Balt/Best-Rite .......................1213

Exhibitor Booth #

Basyx ...................................1312

Baumgartens ........................1419

Beaumont Products,Inc. ..........728

Bic .........................................644

Bigelow Tea ............................538

Bi-Silque Visual 
Communication Products ......1321

Blazer Brusa Sales................1411

Blue Streak Couriers ...............418

Bretford ................................1319

Bright Air ................................626

Brother International .............1626

Buddy Products ......................643

Bush Industries .....................1338

Business Source/
Your Business Source ...........1700

CANON USA ..........................1418

Exhibitor Booth #

Carl Mfg..................................346

Carson-Dellosa Publishing ......343

CBS Solutions .........................509

Chartpak/Maco .......................340

Chicago Lighthouse ................641

City of Hope ............................434

C-Line ....................................639

Coffee Pro...............................735

Colgate-Palmolive...................625

Compucessory ......................1730

Continental Mfg Co .................542

Cosco .....................................825

Crayola ...................................348

Dax.......................................1220

Deflecto ................................1225

Dial ........................................532

Exhibitor Booth #

Diversey .................................615

Dixon Ticonderoga 
Company ................................344

DMI Furniture .............................Q

DMI Furniture .......................1124

Durable Office 
Products .................................416

Dyson .....................................614

E.S. Robbins .........................1310

Eci Software 
Solutions ................................426

Eco-Products ..........................515

Elite Image ...........................1730
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Exhibitor Booth #

Elmer's Products ..................1435

Energizer ................................634

Epson America......................1640

Esselte..................................1316

Eurotech Seating..........................I

Falcon Safety Products .........1641

Fellowes ...............................1306

FireKing ......................................S

FireKing ................................1126

Floortex ................................1539

Fortune Web 
Marketing .............................1642

Genuine Joe ...........................506

Georgia Pacific-Dixie...............719

Ghent Manufacturing ............1417

GoJo Industries.......................513

GOPD......................................443

Green Mountain 
Coffee Roasters ......................619

Group Lacasse ...........................M

Hausmann Industries ..............730

Havells USA ............................623

Helix USA................................242

Henkel ..................................1415

Hewlett-Packard ...................1516

Hirsh ..........................................O

HON......................................1214

HPFI ...........................................H

HSM of America ....................1436

Iceberg Enterprises ...............1330

Ideastream Products .............1625

Imation ................................1526

Impact Products......................632

Imprint Plus ............................410

Independent 
Stationers ...............................238

Integra ..................................1730

Intek America .........................827

International Paper..................404

Iris USA.................................1320

ITW Dymon .............................522

Johnson & Johnson ................724

Jump Technologies ...............1318

K. Coaching ............................823

Kantek ..................................1739

Katun....................................1422

Kaz USA..................................729

Kellogg's/Keebler....................613

KFI Seating .................................L

Exhibitor Booth #

Kids in Need ...........................212

Kimberly-Clark 
Professional............................521

Lathem ................................1643

Lee Products ..........................435

Lexmark ...............................1428

Lion Office Products................415

Logicblock ............................1546

Logitech ...............................1515

Lorell ....................................1236

Magna Visual ..........................332

Marcal Manufacturing.............642

Martin Furniture.......................J/K

Martin Yale..............................422

Master Caster/
Master Manufacturing.............334

Master Lock............................739

Max USA...............................1522

Maxell of America .................1521

Mayline Group ............................E

Mayline Group ......................1219

Mead ......................................448

Medline ..................................726

microMICR ...........................1519

Millennium Mat.......................640

Miller's Creek .........................725

MMF Industries.......................331

My Analyst ..............................216

Myers Brazell..........................550

NatureSaver .........................1730

NCR Brand 
Carbonless Paper....................420

Neenah Paper .........................232

Nestle USA..............................520

Nestle Waters 
North America.........................517

Newline ................................1222

Nine to Five.................................F

NOPA & OFDA .......................1542

Norstar Office Products/
Boss Office Products..................R

Numi Organic Tea ...................621

Office Partners......................1420

Office Snax .............................530

Office Star Products.................T/U

Office Star Products ..............1218

Officemate International..........637

OPI/NAOPA..............................746

OPWIL.....................................208

Exhibitor Booth #

Oreck......................................540

Pacon ....................................339

Panasonic .............................1532

Paris Business ........................417

Pentel Of America ...................215

Pilot Pen  of America.............1413

Plantronics............................1524

PM Company ..........................213

PrintSmart ............................1632

Procter & Gamble 
Professional............................727

Pure Red Creative ...................736

Pyramid Time Systems .........1541

Quality Park ............................440

R3 Safety................................533

Rebinder .................................429

Reckitt Benckiser....................514

Red Cheetah Software ..........1538

Rediform Office Products ........336

RediTag/Diverse ID................1442

Right Angle .................................V

Roaring Spring
Paper Products ......................337

Rochester Midland ..................630

Royal Consusmer Products .....445

Royal Sovereign International..314

Rubbermaid 
Commercial Products..............620

Safco ..........................................P

Safco ....................................1132

Salter Bracknell ......................829

Samsill ...................................544

Samsonite ............................1209

Sandusky Lee ............................C

Sanford.................................1206

Sanitaire By Electrolux ............627

Saunders Manufacturing.........307

Screenflex Room Dividers .....1221

Sealed Air ..............................227

Sentry Safe...........................1334

Seventh Generation ................519

Sharp Electronics..................1520

Shop-Vac Corp........................638

ShurTech ................................333

SJ Paper-Selco Industries .......431

Smead Manufacturing.............322

Softalk/Artistic/Nudell .............210

Solo Cup .................................524

Exhibitor Booth #

Solo Division of U.S. Luggage1421

Sony Electronics ...................1636

Soporcel North America ..........309

Southworth Company .............305

Special T ....................................D

SPR Marketing........................800

Spracht.................................1517

SSI........................................1743

Staedtler Mars ........................221

Stanley Bostitch....................1409

Starbucks Coffee Company.....733

Stout.......................................629

Stride Inc ................................436

Sugar Foods Corp ...................731

Tabbies ...................................342

Tatco ......................................743

Telefield NA - 
RCA Telephones ....................1621

Tennsco ................................1120

Thalerus Group .......................219

The Chenille Kraft Company....244

The Clorox Company...............737

The Highlands Group ............1440

The Hoover Company..............516

The J.M. Smucker Company ...526

The Pencil Grip .......................206

The Turbon Group .................1735

Time Mist /Zep Professional ....528

Tombow..................................318

Tops Products .......................1412

Trend Enterprises....................447

TriMega Purchasing ..............1322

Unger Enterprises ...................535

Unimed Midwest.....................732

United Chair ...............................N

US Stamp & 
Sign/Identity Group ...............1543

Velcro USA..............................239

Verbatim Americas................1619

Victor Technology..................1623

Virco...........................................G

Vistar ......................................631

Webster Industries ..................511

Werner Company ....................831

West Point Products ..............1741

Xerox ......................................412

X-Stamper ..............................235

Zebra Pen ..............................413
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I’m going to let you in on a secret. In fact, it’s the biggest secret
in selling and those who master it have a much greater chance
of success than those who don’t. 

It’s this: Customers are people. And there’s another secret that
goes along with it: Because customers are people, they can
exercise their free will at any time.

What made me think of this was one of those articles detailing
a surefire, works-every-time sales tactic that in reality only
works if both you and the customer know the lines you’re sup-
posed to say. 

The problem is, many times those pesky customers don’t
know their lines, and then the tactic is out the window. 

I find these types of tactics appeal mostly to salespeople who
have little confidence in themselves and their own skills. 

The real key to selling is to understand why customers buy,
and know how to position yourself to be the person they buy
from.

We all know customers have choices. Salespeople tend to
deal with competitive selling situations with fear-based tactics
designed to prevent the customer from buying from anyone
else. Unfortunately, when they take that route, they usually kill
trust, price and profit. 

It doesn’t have to be that way. When you’re in a competitive
selling situation, ultimately you should remember that the cus-
tomer will buy from whom they want to, regardless of your tac-
tics. Hence, the key is to become that person (or company).

Here are the things the buyer is looking for:

They trust you. There’s no replacing trust. Your
buyer must believe what you say; if they don’t trust you,
all your claims, features, and benefits don’t matter. 

That doesn’t mean that you don’t have to prove your
claims with evidence (such as independent reports,
testimonials, etc.), but it does mean that those items of
proof will enhance your credibility.

They believe you have their best
interests at heart. As salespeople, we represent
to our customers that we are intent upon generating
wins for them by selling them our stuff. 

That’s great – as long as the customer buys into what
you’re saying. The moment the customer disbelieves
you and starts thinking you’re out to pluck their wallet,
kiss your sale goodbye.

They like you. Honestly, I hesitate to include this
one. It’s led to more stupid and insincere selling than
anything else in our profession. But, it’s still true—they
have to like you. 

That doesn’t mean that you have to strive to be their
best fishing or golfing buddy. It just means that they
shouldn’t recoil at your presence. 

Why Do
Customers
Buy From
You?

By Troy Harrison
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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 information on booking speaking/training engagements, consulting or to sign up for his weekly e-zine, call 913-645-3603, e-mail
TroyHarrison@SalesForceSolutions.net or visit www.SalesForceSolutions.net. 

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

Join our conversation on Facebook and LinkedIn for more information.
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Customers buy from people other than buddies,
relatives, and best friends all the time but they seldom if
ever swing business to someone they don’t like. 

So instead of the tired old fish-on-the-wall rapport
building tactics, just be natural, recognize that we are all
connected in one way or another and be a good person.

They respect you. This is trickier. Respect is
often confused with likeability and trust but it’s not the
same thing. 

Respect is all about finding you a worthwhile person.
That’s why “underdog” selling or begging for business
doesn’t work. 

If your customer perceives you as unsuccessful, they will
perceive you are unsuccessful for a reason – and they’ll
stay away.

Your stuff fits their needs. Ever tried to push
a rope uphill? That’s what you’re doing if you’re selling
something that isn’t truly a fit for what ails your
customer. 

To retain trust, credibility, and respect, you must be

vigilant in making sure that your products or services are
really a fit for what your customer needs. If not, don’t
offer them!

Losing today’s sale (which is already lost because you’re
not a fit) can give you a jump start on tomorrow’s.

You present good value. “Value,” in this
definition, simply means that your customer perceives
that what you’re selling is worth what you’re asking them
to pay for it. 

It doesn’t mean “lowest price,” “most features” or any
other nonsense. It just means your customer believes
that the money spent is justified by the benefits
received.

Where salespeople get into trouble is when they try to bypass
these essential reasons. Offer the lowest price? Fine but don’t
be shocked when your customer shops your price to the
salesperson that they want to buy from. Creating a ‘buy today’
sales tactic? Your customer will ask you to leave.

To be a successful salesperson you must hit the six touch
points above. Then and only then will your skills in closing,
overcoming objections, etc. come into play.
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Many dealers and sales professionals
who attend our training sessions tell us
they used to do very well selling to cus-
tomers in independent dealers’ tradi-
tional “sweet spot,” small to medium-
size businesses (SMBs) with about 20 to
70 employees. 

They avoided smaller customers that
generally preferred to shop by mail or at
chain big box stores and larger cus-
tomers serviced by contract stationers.

But times have changed. Competition
from both ends of the spectrum is
squeezing independent dealers, with the
chains reaching customers with up to 40
employees or more and contract sellers
reaching down to businesses with as
few as 50 workers. 

As a result, dealers are facing new chal-
lenges specific to each customer seg-
ment and that means a better
understanding of those segments and
their needs—and the dealer’s unique
abilities to meet those needs—is now
paramount to independent dealer chan-
nel (IDC) success.

With that information in mind, sound de-
cision-making about which segments to
pursue and how to pursue them will en-
sure you’re hitting your own sweet spot.

SMALL BUSINESSES: 
5-20 Employees

This segment is especially appealing to
dealers because there are so many of
them in the marketplace (90% of all
firms) and the sales cycle is short.

But competition from the big box stores and

Internet or mail order companies means
dealers that focus on small businesses
must also focus their sales approach. 

It’s simply not cost-effective to cover
everyone in this segment with outside
sales reps. Instead, have a candid dis-
cussion with your small customers and
ask them questions such as: “Do you
need to see us in person?” If so, “How
often?” and, “What individual services
do you expect?”

For most, a direct mail, e-mail or Internet
marketing program might be an equally
effective, more efficient way to reach out
to them with as many as 52 “sales call”
equivalents per year.

MEDIUM BUSINESSES:
20-100 Employees

Decision makers in this segment are
often office or purchasing agents with a
more detailed understanding of total ac-
quisition costs. 

They require the attention of outside
sales reps who understand formal pur-
chasing systems and processes, includ-
ing formal reporting, and who appreciate
the specific needs of each customer.

Personal relationships are also much
more important to success with this
segment, so sales reps’ time is well
spent on building and maintaining these
connections.

CROSSOVER BUSINESSES: 
100-250

Dealers that choose to work with larger
customers must be able to commit or
develop the staff and resources required
to compete in this segment. 

Typically, this means a sales team that is
able to work with multiple contacts within
a customer’s purchasing department. 

The team must understand consultative
selling and be able to communicate with
financial professionals up to the CFO,
and have the expertise required to pre-
pare and manage detailed proposals
and contracts.

Also be aware that competing in this
segment means working through longer
selling cycles—months or even years,
rather than weeks. 

It also means nose-to-nose competition
with large contract sellers who won’t
hesitate to undercut an independent
dealer’s prices or sales terms. Every
customer is important to them, too.

Your Company’s Sweet Spot
The most essential decision in customer
segmentation is matching your choice of
targets to your company’s strengths and
your market’s opportunities. 

If your greatest asset is your outside
sales team, you may be best served by
focusing on the “medium” segment
rather than spreading your staff too thin
on numerous small business prospects. 

Similarly, targeting larger companies 
requires substantial investments in re-
sources, time and patience—invest-
ments that may be better focused on
areas where you’re already successful.

There’s no one customer segment that’s
best for all dealers. But there is one, or
more, that’s right for you. Find your
company’s sweet spot, and then swing
for the fences.

CUSTOMER SEGMENTATION:
Clear Directions to
Your Company’s 
Sweet Spot
By Phil Barnette
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“I never do more than I really need.” If you re-
member this line from the song by Foreigner
called Double Vision, you are probably much
older than I am because I just heard it for the
first time on a local oldies station. ☺

It’s possible these lyrics might once have
been attractive to teenage brains, but hope-
fully as adults, we have come to realize that
they offer a poor motto for living life. 

Also, as a vision statement for a business,
they are words that are pretty much guaran-
teed to set anyone up for failure.

In my column last month, I talked about the
idea of setting ourselves apart in our busi-
nesses and argued that doing things differ-
ently and better than our competitors can
generate a massive advantage over them. 

Maybe one diatribe on this subject should
have been enough to make the point, but
some other recent experiences of my own
have convinced me I should address the
issue at least once more.

Specifically, I would like to examine how cus-
tomer service improves or eradicates loyalty. 

Please consider the customer experience that
your own company provides as you read the
following examples.

The first incident involved my car. 

Does anyone actually enjoy having their car
repaired? Wondering if you will pay too much
or not knowing how accurate the estimated
time to repair the car will be are issues that
virtually all of us end up facing sooner or later. 

At best, getting your car fixed is a costly,
time-consuming inconvenience. Right? Well,
it isn’t a problem for me anymore. 

I now take my car to a dealership that offers
an entirely different experience. 

When I drop off my vehicle, I am always given
a loaner at no charge. More importantly, I feel
relaxed, because the dealership’s people al-
ways communicate with me regularly about
the process.

They explain the problems and review all the
possible charges for my approval. Their lan-
guage and demeanor exude efficiency, inter-
est in my car and concern for my own best
interests. 

Is it any wonder that I refer numerous rela-
tives, friends and acquaintances to them?

My second experience was also positive and
took place while shopping for flowers with my
wife. (Guys, you haven’t lived until you go
flower shopping!) 

On a dreary Saturday morning we were on a
mission to find four matching hanging bas-
kets of flowers. 

The local nursery had a huge selection—so
huge, in fact, that it was all a little overwhelming. 

My wife came to a stop and since she was
leading this escapade, I stopped too. We con-
sidered leaving, because we were cold and un-
comfortable and could not find enough
matching baskets with the appropriate flowers. 

Just then, though, a woman wearing a green
apron approached us and asked if she could help. 

She posed a number of questions about our
needs and preferences and asked if we would
like to follow her or wait for her to return. 

We decided to wait and a few minutes later,
back she came to tell us she thought she had
found what we needed in the storage area.
We walked out a few minutes later with four
fantastic baskets that were exactly what we
were looking for!

Truthfully, I can count on one hand the num-
ber of times I have visited a garden center, but
I left that day feeling like I had found the one
that I will always go to and that I will always
recommend. 

Contrast that feeling of well-being with my third
close business encounter of the past week. 

Our washer broke again, less than two
months after we had paid a small fortune to
get it fixed. 

The repair company we worked with had a
three-month warranty on the part and since it
seemed like we were having the same prob-
lem, we hoped that they would take care of
us as completely as they had when the prob-
lem first appeared.

They agreed to come out for free to look at
our washer, but were not able to get to us
within their four-hour appointment window in
either of the first two days. 

Do
You

Ever
Do

More
Than

You
Really
Need?

By Tom Buxton
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My wife had to call them after they didn't
show up the first day within the four-hour
window and they rescheduled us for “the
first appointment tomorrow afternoon.” 

Unfortunately, they didn’t show up then
either. We called again and they said
they were running late again.

In fact, the repairman did not appear
until almost 7:45 pm. He discovered the
part they had replaced was defective
and he did replace it, but he told us there
would be no extension to our warranty. 

When I challenged the customer service
person the next day about this problem
she was bureaucracy incarnate. 

“Sir,” she told me with all the empathy and
understanding of an IRS auditor, “Check
with anyone else, it is standard practice to
only repair a warranty item once.”

I will be taking her advice and checking
with someone else—not just on war-
ranty policies but whenever we need
anything else done to any appliance.
This company has lost our trust forever.

So, what do any of these experiences—
involving cars, flowers and dishwashers—
have to do with office products sales? 

Incidents like these—and we all en-
counter them and variations on them
every day—have everything to do with
determining the long-term growth and
even survival of a business.

Being successful in our industry is not all
about price, although the need to be
competitive is important. 

Winning in our industry is not all about
the Internet, although having an excel-
lent web site is a vital component of any
company’s infrastructure. 

The biggest key to a dealership’s current
and future success is its ability to grow
and sustain business relationships by
being trustworthy and knowledgeable
about how our products and services
help our customers.

Being committed to “going the extra mile”
may sometimes mean you end up being
taken advantage of, but do it anyway. 

Be one of those vendors who go above
and beyond for their customers and
don’t ever be like Foreigner and never
do more than you really need.

Your customers will thank you, your
people will thank you and everyone else
who depends on your business to suc-
ceed will thank you, too. Who knows …
you might even get a set of hanging
flower baskets out of it all!
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“I’m sorry, your
prices are too high”
How many times have you heard these
words from a customer? How do you typi-
cally respond?

The bad news is, when customers tell you
that your price is too high…generally
they’re right.

The price objection is traditionally the
quickest way for a prospect to get rid of any
salesperson.

You will hear it almost every time you
haven’t discovered a good reason for them
to buy from you. So, they are right.

When you hear the price objection, you
have to understand that you don’t have a
pricing problem as much as you have a
value problem.

Until you have established value—what
your product or service means to the
prospect—any price is too high. 

So not only are you at risk of losing the sale,
but the cost of giving this price quote is
huge and has negative implications for your
whole company. Let’s see why.

We know that all customers need and want
competitive pricing. But there are risks that
you face when your proposal focuses only
on price and isn’t value-based. 

Admittedly, selling value instead of price
isn’t an easy task, especially when so many
sales reps lead with price as their compet-
itive differentiator. 

We have also created this monster as a
product of the traditional sales process of
collecting invoices or items to “price out.” 

We talk about what we can do for a cus-
tomer’s costs, but often do not connect the
dots back to his or her hot buttons or pain
points. 

The key to selling value involves under-
standing what the buyer perceives as valu-
able—not what you believe they should
consider important. 

Understanding this buyer’s-perspective
sales approach is the first step to selling
value, not price.

The risks of bidding for
business
When you place your bid before establish-
ing your value, the consequence is a lack
of customer commitment. 

You will find many prospective customers
who are happy to entertain a bid from 
you, but who have no intention of taking
any action. 

They simply want to compare your offering
to their current supplier to make sure they
are getting the best price. We call those
folks “tire kickers.”

The next pricing-first trap involves the cus-
tomer who wants your bid to use as a ne-
gotiating tool with his existing supplier. 

In both cases, if you give a bid before un-
derstanding the buyer’s motivation, you
may be fueling your competition’s business
instead of your own. 

The last characteristic of lack of customer
commitment is the customer who is just
throwing you a bone. They are too nice not
to entertain your bid, but you’ll find yourself
following up with them until the cows come
home before you ever see an order out of
them. 

This is a colossal
waste of time and a
drain on the internal
resources that spent
hours working up your
price offer.

You lose sales time and pro-
ductivity chasing down a decision
and a sale that most likely will never
come.

Remember, if you lead with price, the cus-
tomer can see no real value and therefore
finds no justification to change. 

If for some reason he does change, it’s un-
likely that this customer will ever remain
truly loyal. Chances are he’ll leave you for
the next vendor willing to low-ball the price.

I’m sure you have heard the old adage, “If
you win on price, you are going to lose on
price!”

Understanding your
customer’s business and
process needs
When the customer believes that you care
and understand, you become a valued
partner.

Often we make assumptions about what a
prospect considers important rather than
making the effort to have a relevant, high-
level discussion with the goal of truly dis-
covering key needs and interests and
determining the impact you can have on
the customer’s overall business. 

So, how do you go about uncovering your
prospects’ needs—the ones that will lead
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to making you their primary office products provider? Where do
you start uncovering needs today? At the product and price level? 

You may begin by telling the prospect, “Show me an invoice and I
can match or lower your costs” but this approach is all about you
and the “commodity” that you are selling.

Or maybe you try to convince the customer to buy local and keep
the business in the community. 

The customer, however, may not care about those things, even
though we do and perhaps he should. 

What your prospective customer really cares about is his business
and what he needs to achieve success. You should try to get to
the heart of what is preventing your prospect from achieving his
goals and objectives, because that is what is on his mind. 

The key to success in uncovering your prospects’ needs lies in un-
derstanding their business objectives and identifying the barriers
that prevent them from achieving their ultimate success. 

Determine what you can offer that will help them. Start with your
buyer’s world and then sell the qualities and offerings that differ-
entiate you from your competitors.

For a refresher on this, read “Uncovering Need to Win More Busi-
ness” in the May issue of INDEPENDENT DEALER, where you’ll

find more insight on understanding prospects’ high-level business
needs and process improvement.

Now is the time to create a compelling, value-based proposal that
emphasizes more than just price, and aligns your solutions to meet
the customer’s specific needs. 

Do this in such a way that the buyer can “feel” the difference your
company makes. Your proposal is meaningful to them, touches
their greatest areas of need and abiding interests and they can see
clearly the positive impact your company will have on their busi-
ness. 

Some of you might be saying, “These are just office products; the
only way they impact their business is through lower costs, and
that’s what they are looking for.”

If you’re convinced of this, I recommend reviewing Step 1 to better
understand how a price-focused sales approach will negatively im-
pact your business growth. Then, begin to dig deeper into how to
apply Step 2. 

In upcoming issues of INDEPENDENT DEALER, we’ll explore how
to create your differentiating power statements and develop a
value-based proposal that wins. Stay tuned! 
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