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Winner’s
Circle
Thirty-Five Years and Counting for ME Dealer
Warren’s Office Supplies

EDITORIAL
Lessons From the
Staples-Depot Saga
Remember when Staples and Office Depot were
viewed as near invincible “category killers,” rolling
out stores and rolling up dealers like there was
no tomorrow? Unfortunately for them, tomorrow came with a vengeance and it hasn’t been a
whole lot of fun.
Not so very long ago, the two OP big boxes were
the darlings of Wall Street. Today, in the wake of
their failed merger attempt, a growing number of
analysts question their very survival.
So what happened?
Putting it simply, the market changed and they
didn’t. Or when they did make changes they
weren’t big enough or fast enough.
If you’ve had to compete against Staples or Office Depot for any length of time, chances are you
won’t have too much sympathy for them, but this
is hardly a time to gloat. Rather, the smart thing
is to give some serious thought to how best to
prevent your own business from falling victim to
a similar fate.

The past thirty-five years have given Warren Roberts and his family plenty to smile about. L to R: Melissa
Bors and Warren, Sue and Jennifer Roberts.

Congratulations are in order for Warren Roberts and his team at Warren’s Office
Supplies in Sanford, Maine, who this year celebrate their dealership’s 35th year
of service to the local business community.
Warren worked in the home heating oil business before getting into office
supplies in 1981 with a small (1,500 sq. ft.) retail store in Sanford run by him and
just one other person.
Today, the business is 13 employees strong and operates out of a 5,000 sq. ft.
offices and warehouse facility, with a second location in Skowhegan, Maine.
Warren’s is very much a family business, with wife Sue (HR, customer service and
purchasing) and twin daughters Jen Roberts (marketing and customer service)
and Melissa Bors (operations and accounting) all involved in the dealership.
Business has been steady of late, Warren reports, with continued strength in

We’ve written before in this space about the opportunities the Staples-Depot merger effort would
bring to independents, regardless of the final outcome. But just because we now know the final
outcome, that doesn’t mean it’s going to be any
easier to make the most of those opportunities.
If you don’t already have a detailed plan in place
to maximize your own strengths and leverage
them to gain share, you’re seriously behind the
eight ball at this point.
Fortunately, many of the dealers I’ve talked to of
late already have specific plans in place to convert current local big box accounts and that’s encouraging news.
They’re investing in training, technology and marketing, hiring new talent and aggressively pursuing new product categories and vertical markets.
They’re also discarding ways of doing things that
no longer work and reinventing key components
of their business where they need to.
Hopefully, your dealership fits in that category. If
not, you need to do something about it and fast!

continued on page 4 >>
JUNE 2016

INDEPENDENT DEALER

PAGE 2

Get a

jump!
on deliveries, invoicing and customer service

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

Learn how JumpTrack can improve your business.

Contact us today!

800-588-5128

info@ecisolutions.com

ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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facility and breakroom supplies, which
currently represents about 15% of total
sales and growing.
Chances are things will stay that way for a
good while. Warren is feeling good about
prospects for the rest of the year as the
local economy in general improves and
the dealership gears up for some special
promotions tied in with anniversary
celebrations.

FL Dealer Denny
Bowman Keynotes Local
Foodbank Fundraiser
In Lake Mary, Florida, Denny Bowman
and his team at Florida Business Interiors
(FBI) is one more dealership proving how
easy it is to do good by doing well, with
a record of giving back to the community
and supporting worthy causes that goes
back many years.

continued from page 2
Most recently, Denny served as keynote
speaker at the annual Gala Banquet of
the Christian Sharing Center, a local food
bank and homeless shelter that provides
services to those in need.
The event is the Sharing Center’s largest
fundraiser of the year and drew some
300 attendees. More importantly, it
generated over $198,000 in contributions
and pledges for the organization, a new
record.
Denny and his wife, Pam, are both longtime supporters of the organization and
currently serve on its board of directors.
In his remarks, Denny emphasized the
growing need in Central Florida for the
kind of services the Sharing Center
provides and praised its ability to keep
their administrative costs down and
stretch dollars contributed.
He also shared with his audience the
parable of the pearl necklace, a story that
highlights the way giving to others can

bring forth unexpected blessings.
On the business side, Denny’s dealership
has been enjoying blessings of its own.
“Business is wonderful,” he reports, with
plenty of pent-up demand—particularly in
the aerospace and engineering sectors—
and a generally strong local economy
helping FBI to some of its best years ever.

OH Dealer King’s
Business Interiors Part
of Local Urban Living
Tour
In Columbus, Ohio, Darla King and her
team at King Business Interiors got a
very nice boost to their market visibility
recently when they participated in the
city’s Urban Living Tour 2016, a special
event organized by a local digital publisher

continued on page 6 >>

IT’S LIKE HAVING
THIS GUY
WATCHING OVER YOUR
CUSTOMER’S BUSINESS
Each year, in the U.S., several thousand office fires occur,
but it won’t take a fire to ruin your customer’s business.
Theft can destroy their hard work faster and quieter than fire,
water or explosion damage. The Phoenix family of products
protects your customer’s files from whatever might threaten
their business…even dragons.

(800) 636.0778 | WWW.PHOENIXSAFEUSA.COM
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Avery. Your best solution
for GHS Labeling.

Avery® UltraDuty™ GHS Chemical Labels
As a world leader in label products, Avery has designed a line of labels specifically
for GHS labeling applications, where high durability and adhesive performance is
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a
variety of sizes to identify hazardous chemical in containers, and are ideal for use
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery
Design & Print GHS Wizard makes it easy to create and print labels on demand.
© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance
to actual names and addresses is purely coincidental.

Learn more about Avery innovative solutions, templates and support at avery.com
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to highlight urban living options opportunities in downtown
Columbus and its surrounding neighborhoods.
The dealership served as one of the two starting points for the
tour and played host to about 300 people who stopped by to
pick up tour tickets and check out the latest workplace concepts
and products and ergonomic tools and accessories for both the
office and the home.

The event was organized by Milwaukee’s Council of Small
Business Executives (COSBE) and Milwaukee Public Schools
(MPS) as part of an effort to expose more than 1,000 7th graders
to potential local jobs and careers.

Response to King’s participation was very positive, A&D
consultant Chelsea King reports. In fact, overall business in
Columbus is going very well, she says. The city is growing and
companies are willing to invest in their employees and give them
the kind of attractive environments that will encourage them, to
quote the dealership’s tag line, to love their work.

WI Dealer Forrer Business Interiors
Hosts Seventh Graders for Career Tour
In Milwaukee, Wisconsin, 30 7th graders from a local middle
school have a much better idea of the office furniture business
and how it operates after Randy Howard and his team at Forrer
Business Interiors hosted them for a behind-the-scenes look at
their dealership.

“Forrer’s has a long tradition of community involvement and
giving back and we were delighted to have the opportunity to
participate in the COSBE-MPS program,” said Randy. “It not only
highlighted possible career opportunities for the school kids, but
also made it clear to them that our business is a whole lot more
about creating better ways to learn and work than just selling a

continued on page 8 >>
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CONTACT US TODAY
ROANOKE STAMP & SEAL CO.
25 Madison Avenue Roanoke, VA 24016
1-800-542-7475
orders@roanokestamp.com
WWW.ROANOKESTAMP.COM
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Complete Custom Order Fulfillment • 1-2 Day Lead Times on Custom Orders
Multi-Location Consolidation Specialists • Real Time Tracking on ALL Orders
QUALITY GUARANTEED!
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desk and a chair.”

can’t really be sold.

During the tour, the kids got to spend time in a number of
different departments at the dealership—including marketing,
sales, design and installation—and talk with various Forrer team
members about what they do and how they do it.

If so, you might want to follow the example of Tonya Horn and her
team at Rogards Office Plus in Champaign, Illinois, who recently
came up with a smart way to dispose of their own stash of goods
like that in true win-win-win fashion.

“It was an awesome experience for us and for them,” commented
Forrer marketing coordinator Cory Chappell, who played a key
role in organizing the tour.

Rogards recently hosted a special Community Day for local nonprofits and invited them to stop by, check out what the dealership
called their “lonely office supplies” and take them back to where
they could actually do some good!

“The kids were really engaged and even though they’re still young
to be thinking about long-term career paths, the day certainly
opened up doors for them to the opportunities a business like
ours offers.”

IL Dealer Rogards Office Plus Holds
Special Community Day for Local
Non-Profits
If you’re like most dealers, chances are that somewhere
squirreled away in your warehouse or storage area is a bunch
of stuff that is still in perfect shape or close to it but for various
reasons—discontinued items, customer returns and so on—they

The items weren’t totally given away but pricing was as low
as it gets and all proceeds were donated to the local United
Way, reports Rogards marketing and retail coordinator Heather
Cultbertson.
This was the second year Rogards held this event and, says
Tonya, the response was very positive.
Representatives from 15 different organizations participated and not
only did they leave with some much needed supplies and furniture
items, but they also saw up close one more example of the way
locally owned and operated dealerships support their communities
in ways our big box friends would never even think about.

continued on page 10 >>

PM COMPANY NOW OFFERS

Pressure Sensitive Labels

Labels can be custom printed
using up to three colors

Direct Thermal and
Thermal Transfer labels are
stocked in three sizes*:
4"x 2" • 4"x 4" • 4" x 6"

Custom labels can be made
in various sizes, shapes and
adhesive types

To receive a 10% DISCOUNT on your
next label order mention code “ID6”
Contact your PM Company sales representative for more information!
Offer expires 7/31/16.
www.pmcompany.com
800.327.4359 • 513.825.7626
9220 Glades Dr. Fairfield, OH 45011-8821
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It's time to embrace the latest
technology in furniture sales.

Navigate through
interactive catalogs
from your favorite
manufacturers.

Build unique
workplace layouts
and specify fabrics
and finishes.

Create stunning,
Provide fully priced
high definition
and accurate
renderings with just estimations to share
one tap.
instantly.

The enitre client-engagement experience
has been completely reinvented with
The KITS collaborator™ Mobile,
an industry leading visual sales tool.
1.416.499.2457 x 2720
sales@kisptech.com
www.kisp.com/kits
The KITS collaborator™ is the registered trademark and product of KiSP, Inc.
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Special Administrative Professionals
Day Celebrations at MN Dealers
Northern Business Products and The
Office Shop
In Duluth, Minnesota, Northern Business Products had the
red carpet out recently, as they hosted their 2016 Customer
Appreciation Vendor Show. The dealership has held the event
every other year for the past 15 years and this was one of the
best yet, reports NBP’s Debbie Ecklund.
About 350 people turned out for the event, which featured about
30 vendors offering plenty of free samples and door prizes.
Also getting into the customer appreciation events business
recently was Scott Johnson and his team at The Office Shop in
Brainerd, Minnesota. They hosted over 200 customers and friends
for their annual Administrative Professionals Day Celebration,
with some 26 vendors on hand to welcome attendees.
Scott gave a special shout to the reps for their support. Several
made the drive from Chicago to attend and Miles Phillips from
International Paper came all the way from Tennessee!

continued on page 12 >>
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AOPD Gives You
the Best of Both Worlds

AOPD specializes in office products contracting opportunities.
Our customers enjoy the benefits of a national corporate purchasing
program and the tremendous advantages of working with local
committed dealers.
With hundreds of contracts – including those with National Cooperative
Purchasing Alliance (NCPA), a leading national public sector government
purchasing cooperative, and Premier, one of the nation’s largest group
purchasing alliance with over 100,000 members – we prove it every day.

When it comes to attaining the best of both
worlds, AOPD connects the pieces of the puzzle.
AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com
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IN MEMORIAM:

Kevin Staub of Mark IV Office Supply & Printing
Kevin D. Staub, president of Mark IV Office Supply &
Printing in Uniontown, Pennsylvania, died at his home
May 15. He was 56.
Kevin became president of Mark IV when his father,
Paul Staub, died in 2006. The Staub family bought
the dealership, which was founded in 1933 as Little
Printing Company, in 1979.
Survivors include his wife, Tracy Lynn Eicher Staub;
two daughters, Madison Paige Staub and Brianna
Jo Staub; mother, Joyce Ilene Nesti Staub; three
sisters, Melanie R. Staub-Kanche and husband,
John, and Shanda S. Dittmar and husband, Clint, all
of Uniontown, and Shelly R. Del Pinto and husband,
Francis, of Atlanta, and numerous nieces and nephews.
In lieu of flowers, the family requests donations be
made in Kevin’s memory to the American Quarter
Horse Association, AQHA/Northern Virginia, 103 Lick
Road, Buckhannon, WV 26201.

LET
THE
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Responsible. Sustainable. Dependable.

Let Domtar EarthChoice® Office Paper be
the everyday paper that represents your
commitment to environmental responsibility.
By purchasing EarthChoice® Office Paper, environmentally and
socially responsible companies and consumers can do their part
to protect the environment by ensuring sustainable forests.

Explore our other product offerings:

Domtar’s Enterprise Group is dedicated to being a resource and providing value
to our dealers through our products, selection and service. We have experienced local account managers, technical support, exceptional inside sales
service, and a wealth of product knowledge.
For more information, contact Domtar’s Enterprise Group at 1.800.458.4640.

Visit us at www.egpaper.com.

Secrets of Success:

MyFain.com - Winston-Salem, NC

For David Fain and his team at Winston-Salem, North Carolina-based MyFain.com, every day is not just a good day
but a fantastic day. It’s been like that since
the beginning of 2013, when David implemented a comprehensive rebranding for
the company his father, James Rhea Fain,
founded in 1967.
Before the re-brand, the company was
known as Fain Enterprises, a name, David admits, that wasn’t remotely close to
catchy or memorable and said very little
about the business and how it operated.
“We wanted a brand that presented to the
market who we were, what we were doing
and how we were doing it but at the same
time, we didn’t want to lose completely
the Fain name, which had been part of the
business for so many years,” David recalls.
“In addition, we wanted a name that would
give us the flexibility to be whatever we
needed to be in the future without being
limited just to office supplies or business
products.”
Adding the .com element to the name,
David explains, made a clear statement
about how his dealership intended to do
business. “It told folks we were online-ready
and proactively adapting new technologies
to serve them better,” he points out.

duced a new, less serious dimension to the
business, with a a new tag line (Mighty Fantastic Service from a Company You Trust)
and a new super-hero mascot, Fantastic
Fain, with messaging that proclaimed “You
can always rely on us to provide you superhero-like service!”
“I always had a vision of superman flying in
to save the day with a case of paper under
his arm,” David says with a smile. “It was a
fun idea that just about anyone could connect with but it also said a lot about how
we do business—not only that we go to
great lengths to keep our customers happy
but we also help our customers become
superheroes themselves!”
Three years after David and his team introduced Fantastic Fain to the Winston-Salem market, there’s more than enough
good news at the dealership to justify all
the hard work involved in the re-brand.
Online sales now account for some 70%
of total supplies business, reflecting

n K ey management: Sherrie Fain, President;
David Fain, Vice President
n P roducts and services: Office supplies,
technology products, office furniture,
cleaning and breakroom products, food
service supplies

the way MyFain.com customers have
responded to the new online emphasis. In
addition, David and his team are building
promising revenue streams in a range of
new categories that not only includes the
now-standard cleaning and breakroom
solutions, but also restaurant and food
service supplies and lab furniture for
Winston-Salem’s burgeoning bio-tech
community.
“Our market has dramatically redefined itself in recent years,” David points out. “The
old days of tobacco and textiles are gone
and instead, innovation and technology
have become the key drivers of our economy. Our customers have changed and we
have to change right along with them to
keep strong and growing.”
As just about any dealer knows, it’s a whole
lot easier to talk about change than to actually make it happen, but David Fain has
done just that over the past three years.
And you might just say, he’s done a pretty
fantastic job of it!
n Founded: 1967
n Employees: 11
n Key business partners: Essendant,
TriMega, ECi
n www.myfain.com
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Reliable Results

Xerox® Vitality™ Multipurpose Printer Paper is
versatile paper good for most jobs.
Whiter 92 GE brightness and higher opacity. Designed to run in all
types of printers and copiers, and ideal for high-volume printing.

Explore our other product offerings:

Domtar’s Enterprise Group is dedicated to being a resource and providing value
to our dealers through our products, selection and service. We have experienced local account managers, technical support, exceptional inside sales
service, and a wealth of product knowledge.
For more information, contact Domtar’s Enterprise Group at 1.800.458.4640.

Visit us at www.egpaper.com.

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

STAPLES-DEPOT UPDATE:

Sargent Steps Down; Judge’s Ruling
Sheds Light on Why the FTC Won

Not too surprisingly, last month’s ruling that effectively put an
end to Staples’ and Office Depot’s merger efforts has generated
some major aftershocks.
Most significantly, perhaps, U.S. District Court Judge Emmet
G. Sullivan’s decision to grant a preliminary injunction against
the $6.3 billion deal was followed about three weeks later by the
news that long-time Staples CEO Ron Sargent is stepping down
after 27 years with the company.
Sargent and the Staples board “mutually agreed” on the move,
which makes Shira Goodman, previously president of Staples’
North America Operations, interim CEO, until the company selects a permanent replacement for Sargent.
“The failed merger was probably the straw that broke the camel’s
back,” BB&T Capital Markets analyst Anthony Chukumba told
the Boston Herald in their reporting on the story. “The company
had under-performed the last few years and ... rightly or wrongly,
some shareholders are laying the blame at his feet that the Office
Depot merger didn’t go through.”
In addition to Sargent’s departure, the termination of merger efforts also sent both Staples and Office Depot’s stock plunging
on Wall Street.
Staples was down 14% in May, while Office Depot posted a
staggering 39% decline over the same period, according to data
from S&P Global Market Intelligence.

Throughout the hearing, Staples and Depot lawyers repeatedly
charged the FTC’s case was based on a flawed definition of the
market and a highly selective analysis of large corporation buying practices and priorities to “gerrymander the market.”
All that was mostly in the course of cross examining FTC witnesses, however, and Judge Sullivan made clear in his ruling that
the absence of any evidence presented by Staples and Office
Depot themselves—particularly with respect to expert testimony
on market definition and share analysis—severely weakened the
pro-merger case.
Staples and Office Depot also argued repeatedly that the imminent emergence of Amazon Business as a force in the large
B-2-B market meant the merger would not lead to reduced competition, but again, they presented no evidence to support that
position themselves.
“Defendants carry the burden of showing that the entry or expansion of competitors will be ‘timely, likely and sufficient in its
magnitude and character and scope to deter or counteract the
competitive effects of concern,’” Judge Sullivan wrote, adding
that “the evidence presented during the hearing fell short of establishing that Amazon Business is likely to restore lost competition in the B-2-B space in a timely and sufficient manner.”

In an effort to bolster its stock price, currently trading at about
one-third of its value when the merger deal was originally announced, Office Depot also last month announced a share repurchase program of up to $100 million as part of its post-merger
regrouping plan.

Judge Sullivan’s ruling also revealed some impressive statistics
on the scope of the case itself, a legal battle that stretched out
over more than a year. In the course of the hearing, he reported,
more than 15 million pages of documents were produced, more
than 70 depositions around the country were taken, five expert
reports were completed and nearly 4,000 exhibits were submitted into evidence. The bottom line: This case made a small army
of lawyers on both sides very, very happy!

Also last month, more details emerged on the reasoning behind
Judge Sullivan’s ruling, suggesting the decision by lawyers for
Staples and Office Depot not to call any witnesses themselves
may have been a critical strategic error.

continued on page 18>>
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And Versatility

NeoCon 2016
June 13 - 15

Merchandise Mart, Suite #1130 | Chicago

hon.com

Industry News

continued from page 16

New Five-Year Contract Award for EPIC
Business Essentials

TriMega Hosts Purchasing Clinics for
Members

EPIC Business Essentials, the national and regional accounts
joint venture between the Independent Stationers and TriMega
dealer groups, recently announced the award of a new five-year
Enterprise Wide Agreement for office supplies with Battelle Energy Alliance and Idaho National Laboratory.

The TriMega dealer group announced last month that it held its
first-ever TriMega Purchasing Clinics and hailed them as “a huge
success.”

The award, which comes with five additional one year option renewals, was made on behalf of the Integrated Contractor Purchasing Team (ICPT) and the Department of Energy.
The ICPT is comprised of a group of contractors that seeks to
leverage the total buying power of the DOE contractor complex,
including subcontractors.
Scott Zintz, national vertical markets sales manager for EPIC
said, “The EPIC Business Essentials team is grateful for this opportunity to provide unmatched value and customer service to
the DOE contractors serviced through this award. We anticipate
making many more such announcements in 2016 and beyond.”

The group hosted nearly 60 dealer principals and purchasing
agents representing 40 member dealerships in two separate
day-and-a-half sessions at TriMega’s Rosemont, Illinois headquarters.
The objective of the sessions, TriMega said, was to help its members master the fundamentals of purchasing strategies and techniques to lower costs of goods, improve margins, increase turns,
improve cash flow and ultimately to grow their businesses.
Topics covered included buying basics, managing your asset
pump, calculating inventory turns, stocking calculators, tracking
as well as a review of several dealer case studies and success
stories.
The workshop-focused format featured hands-on assignments,
idea sharing and Excel tips and tricks for better buying.

continued on page 20 >>

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

Don’t Be Too Busy To Be Better,
Contact Us For A Free Demo...
Best in class operations software for:
• eCommerce
• Order entry
• Online ordering
• Purchasing
• P-O-S system
• Full scale reporting

905-939-1080
sales@ssiop.com
www.ssiop.com

• Electronic ordering
• Electronic invoicing
• Accounting

SSI is a privately owned software company providing system solutions for office products dealers since 1980.
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The clinics also took a covered TriMega’s programs with
Preferred Suppliers, examining opportunities to drive growth by
capitalizing on advantageous elements of the programs, TriMega
said.
“We could not have been more pleased with the outcome of the
TriMega Purchasing Clinic,” commented TriMega president Mike
Maggio. “As a buying group focused on purchasing, you might
say these clinics were long overdue. However, the timing is always right to help dealers improve their business, and we’re confident these purchasing clinics achieved that goal.”
“I measure the value of any training session against my time and
the costs incurred, and I can say without hesitation that the TriMega Purchasing Clinic was time very well spent and will prove
to be very valuable for my company,” said Bill Cross of Modern
Office Products in Boardman, Ohio. “I definitely walked away
with clear takeaways, new tactics to put in place in our business,
and I learned a great deal through the best practice sharing conversations I had with other dealers at the clinic.”
TriMega said last month’s inaugural sessions represented a beta
of the purchasing clinic concept, to test it out prior to a broader
rollout to all TriMega members.

TriMega also plans to offer an optional TriMega Purchasing Clinic
at the upcoming EPIC 2016 event in Nashville, as well as explore
developing additional Purchasing Clinic sessions and curriculum. More details will be revealed in the months to come, the
group said.

Essendant Updates Boardwalk Brand
Wholesaler Essendant last month announced it has updated its
Boardwalk private label brand of janitorial and foodservice essentials for offices and facilities.
The refresh includes a broader product portfolio that takes the
total offering to more than 1,000 professional use products and
a new look.
“Our resellers and independent dealers are looking for a private
label that meets the market’s need for quality products at a reasonable price point,” states Jeffrey Bobroff, vice-president, merchandising at Essendant. “Boardwalk offers a large selection of
reliable, professional-grade janitorial and foodservice items that
offer a great value to the end-user.”

continued on page 21 >>

INCREASE
PRODUCTIVITY
WITH EASE
At Tennsco, we understand your
hurdles and offer you affordable
storage solutions with on-time delivery
and superior customer support. With
a wide variety of quality products to
choose from, we have a solution for
you. Now, that’s Storage Made Easy.

1-800-251-8184
www.tennsco.com/ID
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ECi Recognized As One of ‘Most Engaged
Workplaces’ in North America
Dealer technology provider ECi Software Solutions has been recognized as one of the Achievers 50 Most Engaged Workplaces
in North America.
This annual award is presented by the Achievers employee recognition and rewards solutions provider to highlight employers
that display leadership and innovation in engaging their workplaces.
A panel of HR experts evaluated award applicants based on
the eight elements of employee engagement: Communication,
Leadership, Culture, Rewards & Recognition, Professional & Personal Growth, Accountability & Performance, Vision & Values and
Corporate Social Responsibility.
As part of the update, new Boardwalk marketing tools have also
been created, including an upgraded Boardwalk website, new
selling tools such as flyers and presentations, as well as marketing campaign kits to promote the brand.
For more details, visit www.boardwalklabel.com or contact your
local Essendant sales representative or Essendant’s Customer
Care Team.

“It is such an honor to receive this recognition from Achievers,”
said Ron Books, president and CEO of ECi. “In the past year we’ve
had a significant focus on our culture, including rebranding our
core values. I am very proud of the people who worked on those
initiatives. The recognition from Achievers has validated that we
are continuing to move in the right direction.”

continued on page 22 >>
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Sam’s Club to Test Office Supplies Delivery
Program
Wal-Mart Stores’ Sam’s Club unit is planning to test an office
supplies delivery program, according to a report last month from
TheStreet.com.
Sam’s Club chief member officer Tracey Brown disclosed the
delivery plan during a tour of a Sam’s Club location just prior to
Walmart’s annual shareholders meeting.
Brown divulged no additional details about when or where the pilot would start or whether it would be just an extension of its current office supplies business model or offer a contracts-based
approach.
Sam’s Club currently has two types of business membership,
according to TheStreet.com.
For a $100 annual fee, a business member could add up to 16
members to the account for $45 a person. This higher premium
option is eligible for cash rewards based on how much is spent
in a given year. The other membership option costs $45 a year
and only allows for eight add-on members and doesn’t offer cash
rewards.
Sales among business members at Sam’s Club have been mixed
over the past year, so an office supplies delivery program could
offer a way for Sam’s Club to reinvigorate sales from business
members and benefit from the current problems facing Office
Depot and Staples, ThStreet.com suggested.

New Products from AmpliVox
AV systems and lectern manufacturer AmpliVox recently rolled
out several new products targeted at key vertical markets such
as education, public safety, government, churches and more.
They include:
•A
 DA Compliant Lectern that meets the ADA’s rigid
requirements for wheelchair accessibility and comes with
a motorized top that adjusts to full standing height.
•R
 edesigned Portable Buddy with Bluetooth, a complete
presentation system in a compact carry case—now with
Bluetooth connectivity and dual wireless microphone
capability.
•M
 ini Portable PA System, an upgraded model of the
AmpliVox SW212 with more audio power and an
expanded wireless range of up to 500 feet, along with a
built-in recorder and media player with remote.
•C
 ollaboration Table with high-pressure laminate that is
scratch- and impact-resistant and that accommodates up
to six people or three for ADA compliant sitting.
•M
 ega Hailer, a new addition to the AmpliVox Half Mile
Hailer line that features upgraded appearance for indoor
or outdoor use, with a weatherproof enclosed housing
and a full range of pro audio sound and expanded sound
coverage.
• Charging Stations/Charging Cart, new products that allow
the storage and charging of tablets or Chromebooks.
Available as either wall/desk models or as a mobile unit.

Supplies Network Named Authorized
Distributor of Zebra Thermal Print Supplies

For more information, visit www.ampli.com.

Supplies Network last month announced the addition of Zebra
ribbons and labels to its line of imaging supplies, effective immediately.

Clover Releases Seventh Annual
Sustainability Report

Zebra product is now in stock and available for fast, economical
national delivery from all Supplies Network distribution centers,
the company said.

Clover Technologies Group last month released its 2015 Sustainability Report, the seventh year in a row the company has reported on the major environmental impacts of its imaging supplies,
wireless and telecom business operations. Key findings include:

The addition of Zebra thermal print products means resellers can
now support the thermal print supplies needs of their customers
in major vertical markets such as manufacturing, warehousing,
retail and healthcare.

•C
 lover collected over 34 million cartridges and salvaged
over 6 million components to be reused in their
remanufacturing operations.

“We’re proud to add Zebra to our product portfolio. Supplies
Network has a history of partnering with industry-leading manufacturers and are excited to enter the thermal market with the
leadership Zebra brings to the table,” said Monte White, vice
president of product marketing.

•O
 ver $1.1 million in funding was created through recycling
partnerships with participating school and non-profit
organizations.

•M
 ore than 4,800 trees were planted through PrintReleaf, a
program introduced late in 2015.

•C
 lover’s wireless operations collected over 6 million
devices and diverted 798,614 pounds from the landfill.
Visit www.clovertech.com/flashpages/sustainability_report to
learn more.

continued on page 24 >>
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Safco Acquires the Assets of Focal Upright
Furniture, Expands Active Working Collection

Safco Products Company last month announced the acquisition
of the assets of Focal Upright Furniture, LLC, a designer and
manufacturer of ergonomic office furniture. Through the acquisition, Safco said it is further expanding its Active Working product
line.
Designed by Focal Upright’s founder Martin Keen, creator of
KEEN Footwear, Safco said Focal Upright products are focused
on creating healthier working environments through active movement and ergonomic design.
Their revolutionary leaning seats, standing desks and ergonomic accessories complement Safco’s standing and active seating
products such as the Zenergy Ball Chair and Muv Desks, Safco
said.
“The acquisition of Focal Upright allows Safco to further expand
our product and knowledge base around the growing trend of
Active Working,” said Paul Griffiths, Safco general manager.
“Bringing Focal Upright’s products into our line will build on Safco’s 50-year history of product innovation.”

right will sell corresponding Safco Active products on their brand
website.
“We are excited to have Focal Upright join the LDI Family,” said
Mike Fiterman, CEO of Liberty Diversified International, the parent company of Safco. “Their commitment to well-being and innovation around how people can work better aligns with our core
values, and will enhance the work Safco has been building over
their 50-year history.”

Furniture Reps MWA and Cooper Chase Form
New Alliance
Independent rep organizations MWA Furniture Group and The
Cooper Chase Group have announced they have formed a new
alliance that will provide coverage for a six-state area that includes Michigan, Indiana, Kentucky, Tennessee, Ohio and West
Virginia.
The new alliance will make for a more focused coverage of the
territory and intensify the sales results for the represented manufacturers, the two groups said.
MWA and Cooper Chase said that together they bring over 100
years of industry experience to the markets they serve.
For more info: Ron Elzy (Ron@TheCooperChaseGroup.com) or
Dave Schumacher (Dave@mwafurniture.com).

New Touchdown Seating Line from PS
Furniture

With this addition, Safco is also launching the Safco Active Collection, a new offering that brings together products that promote movement throughout the workday by standing, active sitting and perching.
The products provide the tools to make healthy happen through
small changes that add up to make a big impact on your work and
life, Safco said. The collection will include products from Safco’s
current product line such as the Zenergy Ball Chair, Muv Desks,
AlphaBetter Desk and new addition Twixt Ergonomic Perch Chair.
Focal Upright products will be included in the Safco Active Collection to create an extensive Active Working product line, Safco
said. Among the Focal Upright products that will be included are
the newly launched Pivot Seat, as well as Mogo, Mobis and Locus Seats.
Focal Upright products will continue to be sold under their brand
name, while being added to the Safco Active Collection and sold
through Safco’s distribution networks. Additionally, Focal UpJUNE 2016

PS Furniture has announced Müm (pronounced moom), a new
collection of “touchdown” or “perch” seating with interchangeable bases.
Using one standard top, customers can choose from a number
of bases (rock, roll, stationary and high top). The collection will be
available initially in eight fabric colors with wood bases offered in
a dark or light stain.
For more information, visit www.psfurniture.com.
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THE HOME OF THE ZENERGY ™ BALL
CHAIR BRINGS YOU
Pa rt S a fco Prod uc ts. Pa rt Foca l Upri g ht ™ . A ll a c ti ve worki n g .
To get h e r we a re c rea tin g Sa fco Ac ti ve. A collec ti on of a c ti ve worki n g pro d uct s
de signe d to keep workers movin g a n d en g a g ed by c rea ti n g s m a ll c h a n g e s t h at
add up to ma ke a b ig impac t on work a n d li fe. We a re S a fco Ac ti ve .
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NEWSMAKER INTERVIEW:

BSA President
Jim O’Brien

These are exciting times for the Business Solutions Association (BSA), with the
organization looking forward to its 2016 Industry Forum next September in San Diego
and rolling out several important new initiatives designed to strengthen the independent
dealer channel.
To catch up on the latest from BSA, we sat down with its president, S.P. Richards EVP
of operations Jim O’Brien, for an overview of the group’s current priorities. Here’s what
O’Brien had to say.

From your perspective, what
are the greatest challenges
currently facing the
independent dealer channel
and how do you see BSA
helping its members address
those challenges?
O’BRIEN: One of the biggest challenges
faced by the independent dealer is how
to continually update and improve their
e-commerce and content marketing services.
With the continuous upgrades in electronic devices, growing end-user expectations, higher levels of sophistication and
personalization, there is more and more
pressure on the independent dealer to remain relevant.
The large e-commerce retailers offer a
wide array of products and pricing, along
with many incentives to buy.
With the huge number of SKUs in the
business products industry and the growing appetite for a greatly expanded product assortment in other verticals, there
really is no single solution for selling to the
end-user.
It is up to all stakeholders including manufacturers, wholesalers, manufacturer’s
representatives and the industry’s system
providers to help inform and educate the
JUNE 2016

independent dealer on how to present
business products to the end-user and to
begin to understand the metrics associated with successful e-marketing initiatives.
BSA is helping its members recognize this
and is working toward developing guidelines and standards that enable our members to reach and better assist the independent dealer.

What would you say are the
biggest opportunities currently
presenting themselves within
the channel and what do you
see as BSA’s role in helping
members make the most of
them?
O’BRIEN: As consumers and end-users
continue to shift their purchasing habits to
e-commerce, the independent dealer has
a significant advantage of being a local
business in their community.
Consumers can still order online and have
next day, or even same day delivery in
some cases, from the “local” independent
dealer. In many cases the dealer is also
providing desk top delivery and performs
other services such as placing cases of
copy paper next to the copier.
With the right collaboration, investment
and execution by the various stakeholders, dealers need not be constrained by
INDEPENDENT DEALER

a smaller product offering or by sub-standard content and search.
BSA serves as a go-between and helps
members learn, appreciate and understand the value and capabilities of the independent dealer in the marketplace.
Again, BSA has developed guidelines
and standards that help the manufacturer and wholesaler deliver products to the
independent dealer much more efficiently,
thereby removing some of the costs, increasing speed to market and making the
channel more competitive.

How can someone who
is new to BSA get a better
understanding of how the
association services and
supports its members?
O’BRIEN: The simple answer is, BSA provides a ‘safe harbor’ for companies to address industry issues as a group and to
share ideas and solutions without fear of
violating antitrust laws and regulations.
This is really important since competitors
face severe penalties for getting together outside of the association. Because
of this, many industry companies have
come together and worked hard to develop guidelines and standards for products,
marketing and presentation.

continued on page 27 >>
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By standardizing something as simple as a
product image or video, BSA is helping its
members take unnecessary and repetitive
costs out of the channel, saving everyone
critical time and money.

One of BSA’s most important
activities, or course, is the
Annual Forum. What do you
see as the primary benefits
of attending the forum for
industry members and what
are some of the key highlights
can they expect to find at this
year’s event?
O’BRIEN: Just a few short years ago, we
all heard that meetings were outdated and
the Internet, Facebook and other social
media and electronic applications would
render meetings meaningless.
Well, meetings have not been eliminated;
at least good meetings have not. People

continued from page 26
need face-to-face opportunities to see
each other, to interact and to learn what’s
happening.
That’s the purpose of the BSA Forum. Its
role has not changed; we are still educating and informing our members, interacting with them and learning what their
needs are and how we can best advance
our collective reach in this expanding industry.
At this year’s Forum in San Diego, we will
talk about online merchandising and content management, issues that affect and
influence our members on a daily basis.
We will show them how the industry is
moving to remain relevant and competitive.

Any last words for BSA
members and the dealers they
serve?

panding industry. But, it is also made up
of people. People who share the common
goal of keeping our industry alive and vibrant; leaders who value and appreciate
others who work hard everyday making
sure the goods and services are delivered.
This is often taken for granted.
When that package arrives on your office
desk or at your home, don’t forget what
it took to get it there—the whole supply
chain.
BSA has a foundation and a history of
helping the independent dealer grow and
prosper. We want and need that dealer to
remain relevant. What better way to make
that happen than to collaborate, debate
and learn with the industry’s best!
For more information on BSA, its Forum
and other activities, visit www.businesssolutionsassociation.com.

O’BRIEN: BSA is comprised of companies in our evolving, complex and ex-

Register Today For The
2016 BSA Annual Forum!
This year, the Forum will be held at
the US Grant Hotel Sept. 7-8 in
beautiful San Diego, California.

Everyone is talking about the Forum's new
educational track on online merchandising.
Find out more: http://bit.ly/BSA_AF2016 today!
JUNE 2016
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WASHINGTON NEWS:

GSA Set To Reopen
Schedule 75 For
Office Products,
But Is There A Catch?
By Steve Nuelle, President of ABM Federal, Board Member, IOPFDA

After nearly six years, the General Service Administration (GSA) has announced it is
going to reopen Schedule 75 for office supplies.
This news, although a welcome change from the past, also needs to be viewed
cautiously. When GSA closed Schedule 75, NOPA was told in a face-to-face meeting
that GSA’s intent was to eliminate the Schedule altogether. I applaud GSA’s change
of heart, but have to question its motive.
From all the information GSA has put out, reopening Schedule 75 won’t be that easy
and Schedule 75 may be going through some big transformations. GSA is asking
vendors to weigh in on three options for reopening Schedule 75:

Option 1: Reopen with no changes
This option would have the shortest lead-time and require no additional training
for industry or customer agencies. However, it comes with the longest list of
disadvantages from GSA’s perspective, including:
• Limited market research;
• More vendors competing for diminishing dollars;
• Not adequately reflecting industry changes, and
• Limited opportunity to raise evaluation criteria for quality, performance, and
pricing.

Option 2: Reopen with Significant Transformations
Transformations under consideration include:
• Changes to terms and conditions;
• Changes to small business preferences;
• The addition of SINs for OCONUS, Requisition Channel, and 4PL;
• Mandatory incorporation of the market basket pricing concept used for FSSI;

continued on page 29 >>
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• The addition of new SINs providing small business
preferences during offer evaluation;
• Pricing criteria that will decrease price variability within
SINS by narrowing acceptable price ranges;
• Revision of solicitation format and language to improve
Schedule comprehension, and
• Revision to the time limit on Schedule open periods.
Estimates for the transformation planned under Option 2
could take 2 years or longer. However, Option 2 does allow for
increased opportunity to capture new products and contractors,
the retention of current successful contractors and the
implementation of higher-level evaluation factors.

Option 3: Reopen with Less Significant
Transformation:
Under this option, which is essentially a hybrid of Options 1 and
2 above, we may possibly see:
• Reclassification of SIN 75-200 as a small business
preference;
• No change to SIN 75-210, and
• A new SIN for OCONUS.
This option is the middle of the road path forward in my opinion.
Both the timeframe for completion and the anticipated market
share is expected to be between that of Option 1 and 2.
To help sort this out, GSA held an Industry Day in New York
on May 24 to hear from vendors about a path forward with
Schedule 75.
NOPA applauds both the reopening of Schedule 75 and the
Industry Day, which it attended with a large contingent from
its Board of Directors and Government & Regulatory Affairs
Committee.
We applaud these steps cautiously because it is our hope
that GSA will listen to industry. The only way GSA can be
successful—which in turn allows independents to have success
in the government market—is through a true partnership that
provides for a give and take of ideas.
For six years, NOPA argued closing Schedule 75 was a bad
idea. It appears we were onto something. Since the inception of
the Federal Strategic Sourcing Initiative (FSSI), NOPA has been
warning GSA that the program would only be sustainable if they
made significant changes. Unfortunately, those changes never
occurred.
Those of you who have an FSSI OS3 contract will probably
JUNE 2016

attest that the push from the government to buy from you isn’t
what it was in OS1 and OS2. This is why we are seeing a shift
away from FSSI and towards full blown category management.
In my humble opinion, this approach will result in just another
failed program that will hurt independents if GSA doesn’t listen
and is unwilling to be a true partner throughout the process.
GSA will continue to have problems with any buying program
until it begins a real effort to clean up its data reporting.
Today, GSA has a system that is not accurate and that causes
problems for those trying to do it the right way while allowing
some to cheat the system.
NOPA had several outcomes in mind for the May 24 meeting
in New York. The first is to get a fair and balanced approach to
any new Schedule 75 process. This has to be one that makes it
easier for vendors to use and be a partner in.
If GSA is unable to clean up its own databases and keep
track of vendors, then we will sooner or later once more find
ourselves at a point when they close Schedule 75 again. We
don’t want that and small businesses can’t afford that.
In a sense, closing the schedule makes the time and money you
put into getting your Schedule useless when GSA allows non75 holders to bid on contracts without the scrutiny and vetting
you went through.
Second, we want to be a partner with GSA and are encouraging
them to set-up a vendor council, which will work with them to
clean up the corrupt data that appears to be in the system.
As an industry and vendor council, we will work with GSA on a
pricing system and unit of measure system that is uniform and
across the board.
These changes are critical to GSA’s viability. It’s frustrating for
independents who sell to the federal government when you
have different pricing and different units of measure used by
various different buying vehicles.
As we have seen, this has led to GSA making assumptions on
pricing and units of measure that just aren’t accurate.
We have the solutions for GSA and hope that the recent
Industry Day will serve as just the first positive step towards
finally creating a strong working relationship with the agency.
We both need each other in order to be successful in the
government market today.
It is my hope that a NOPA-led vendor council will be something
GSA embraces. NOPA is the independent voice that can speak
for all independents across the board. Together, with GSA we
can create a partnership that can modernize the procurement
system by providing accurate data.
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NOPA News: Why the 2016 Election Matters
By Paul A. Miller, NOPA Director of Legislative and Regulatory Affairs
No one should question if the 2016 race
for the White House matters! This year,
there are two sides to the coin: Either you
are supportive of one of the presumptive
nominees, or you are unhappy with both.
Either way, elections have consequences
and those consequences will impact your
business!
While I’m not here to tell you for whom you
should vote, I am here to tell you that there
is no better time than this unconventional
election to be heard.
NOPA views this election cycle as a new
opportunity to ensure independent dealers’ voices are heard. For far too long, small
businesses have been drowned out. That’s
one key reason why in recent months, we
have seen a host of new regulations that
place greater burdens on small businesses
and less on large businesses—those busi-

nesses better suited to bear the brunt.
This election year, be heard. Invite your
Congressional representatives to your
business for a tour or small business
roundtable. If there is ever going to be a
time they will attend, it’s now! NOPA has
already worked with three independent
dealers to arrange small business roundtables with their Congressional members.
We’ll help you, too.
Take time this election year to attend a town
hall and ask the candidates about their positions on small business issues, specifically the overtime, joint employer and persuader rules. If they can’t answer, they may
not be representing your interests.
This is the year to be an active participant
in NOPA’s legislative and regulatory efforts
in Washington. NOPA continues to be a
loud voice in our nation’s capital on your

behalf. We are pushing Congress on issues
that are critical to your business.
NOPA has been working overtime to ensure that any tax reform that passes the
House and Senate is written in a way that
benefits small business, just as it would
their large corporate counterparts.
So even if this may not be an election that
excites you, it is one that will have significant consequences if you stay home. With
the White House and Senate in play and a
shift possibly occurring in the House, this
is truly a high stakes game of poker. NOPA
is all in, working overtime to push for prosmall business legislation and fighting opposing bills. Now, it’s your time to decide if
“you’re all in” with NOPA or if you are just
going to fold and risk the consequences to
your business and its future.

Ready to Find Out How You Can Strengthen
Your Business?
The NOPA Compensation and Benefits
Survey results are being calculated now.
Independent Dealers will benefit from the data
we're crunching and will soon be sharing.

What information was gathered?
• Employment and retention methods
• Salary and benefits offerings
• Insights into industry behaviors
• Technology applications
• Much More...
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Keep your eyes peeled for more
information on the survey from NOPA!
INDEPENDENT DEALER

PAGE 30

2016

Honoree Golf outinG
At ConWAY fArMS

Joe Templet

SundAY, AuGuSt 14 And

2016 Spirit of Life® honoree
Sr. Vice President, Essendant

MondAY, AuGuSt 15

EVENT DETAILS
August 14

Hosted by

Cocktail and Dinner Reception
Exmoor Country Club
Highland Park, Illinois

Join City of Hope’s National Business Products Industry on August 14 and 15
for the annual Honoree Golf Outing and help support City of Hope’s mission
to find the cures for cancer, diabetes and other life-threatening illnesses.

For more information or to
register for this event, please visit

CityofHope.org/NBPI
or call City of Hope at

PHL25408ks

866-905-HOPE.

August 15
Breakfast, Golf and Lunch
Conway Farms Golf Club
Lake Forest, Illinois
Cocktails and Awards Dinner
Saranello’s
Wheeling, Illinois

Adding new product categories has become
a necessity as independent dealers discover
that office product sales have slowed
By Michael Chazin

Cover Story

continued from page 32

Sales of office products have been constant over the years but
following the last economic downturn many dealers saw office
products sales lag behind the economic recovery. “We really
started to look at it five years ago,” says Andrew Atkinson, principal at Preferred Business Solutions, Irving, Texas. He says a lot
has changed since then and not necessarily in a good way for
traditional office products demand.
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1701 N. WALNUT HILL
IRVING, TEXAS 75038

BUSINESS SOLUTIONS

Glad® Tall Kitchen Drawstring Trash Bags
• Innovative reinforcing bands add strength
while reducing the amount of material used.
• Bags are stronger than ever so go ahead
and fill them up.
• Convenient three-layer drawstring closure.
OdorShield Tall Kitchen Drawstring Trash Bags, Fresh Scent, 13 Gal, 80/BX, 4/CT
No.
Unit
CLO-78534CT
CT

Glad® ForceFlex® Tall Kitchen Drawstring
Trash Bags
Unique diamond texture stretches around
objects to prevent rips and tears.
• Durable bag protects against leaks and
trash messes.

•

ForceFlex Tall Kitchen Drawstring Bags, 13 gal, .90mil, 24x25 1/8 White 100/Bx
No.
Unit
CLO-70427
BX

PHONE 214/358-1200
FAX 214/358-1295
1-800-527-5059
www.popexpress.com

clines due to the rollout of digitization,” says Mike Evert, president of Perimeter Office Products in Atlanta. “Filing and storage
products were obvious categories that were threatened by storage moving to the cloud.”
The first attempts to add new categories came with breakroom
products. “Early on we started to get customer requests for soft
drinks and bottled water,” says Evert. At first, he bought drinks
at retail to fulfill customer demand. “When we realized there was
a market we created a flyer to let customers know we carried
beverage products. Quickly that ramped up to where we started
to purchase from Coca-Cola.”
Breakroom, Evert says, was a relatively easy category to add.
“Similar to office products there’s a general understanding of
what the products are and how to use them.” For the most part
the category is comprised of consumables that salespeople eat
and drink every day. “Many times it is the same buyer so it is
really not that difficult of a transition,” he adds.

Glad® Tall Kitchen Drawstring Trash Bags
• Innovative reinforcing bands add strength
while reducing the amount of material used.
• Bags are stronger than ever so go ahead
and fill them up.
• Convenient three-layer drawstring closure.
Tall Kitchen Drawstring Bags, 24 x 27 3/8, 13gal, .95mil, White, 100/Box
No.
Unit
CLO-78526
BX

Glad® ForceFlex® Tall Kitchen Drawstring
Trash Bags
Unique diamond texture stretches around
objects to prevent rips and tears.
• Durable bag protects against leaks and
trash messes.

•

Drawstring ForceFlex Large Trash Bags, 30 x 32, 30gal, 1.05mil, Black, 70/Carton
No.
Unit
CLO-70358
BX

Searching for great prices, quality products and best solutions? Call us!

Atkinson offers the example of a customer replacing a legacy
machine with a new high-end multi-use printer. When that happens their cost to print goes down by 75%, he says. Add the
fact that everybody prints less these days and that translates
into reduced sales of office products. “Printing is down; paper is
down and toner usage is down,” he says. “If I am selling supplies
into that account I have to grow organically to make up the difference. Add more customers or add more categories.”
Chicago Office Products, Bridgeview, Illinois, had been selling
breakroom and janitorial products for several years without a
great deal of success but didn’t really focus on those categories
until about two years ago. Typically, says Ken Henderson, president, salespeople go after the easiest sales, which for years has
been office products. It’s only recently, as office products sales
have slowed, that his sales force has actively been asking customers where they buy breakroom and janitorial products.

“We got into facility and breakroom supplies about three years
ago,” says Mark Miller, president of Eakes Office Solutions,
Grand Island, Nebraska. Eakes maintains 12 locations across the
state and has 45 salespeople out on the street daily selling office
products, machines and contract furniture. “We recognized that
nationally office products were declining simply because we’re

“Back in 2009 we realized that certain products would see de-

continued on page 34 >>
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using less paper,” he says.
“As a machine dealer we see people making fewer copies and when you reduce paper you also reduce pens,
paper clips and staples. So we needed a category to offset this.”

www.WalkerPrintingCompany.com

January • 2016
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Timely Information and a Good Mix of Fun from Your Locally Owned Printer.

wise words

“Soap and water
and common sense are
the best disinfectants.”
– William Osler

Dawn® … Great for More than Just Dishes
Dawn dishwashing liquid is great
for washing dishes – and lots of other
things. Here are some other versatile
uses for the original blue Dawn soap:
• Create a flexible ice pack. Partially
fill a sealable sandwich bag with Dawn
liquid, close, and freeze.
• Use Dawn to remove oil and grime
from dirty automotive tools and also to
prevent rust from forming on tools.
• Use Dawn as a laundry pretreatment
for removing makeup, motor oil, butter,
lipstick, and grease. Apply Dawn
directly to the stain and scrub with an
old toothbrush, then wash as usual.
• Scrub gritty ceramic tiles with a
combination of Dawn and Epsom salts
to make them look like new again.
• Dawn can be used to remove gas or oil
stains on your driveway. First, soak up
the excess oil or gas with kitty litter and
scoop up the soaked litter. Then, pour
a mixture of Dawn and warm water on
the pavement and scrub with a broom.
• Apply Dawn as a nontoxic lubricant
for doorknobs, hinges, and sliding
glass doors.
• Combine one teaspoon of Dawn with

one tablespoon of rubbing alcohol
and a half gallon of warm water and
pour over your sidewalks to deice
and prevent refreezing.
• Prevent your eyeglasses from
fogging over in cold weather by
rubbing a small amount of Dawn on
your glasses and wiping them clean.
The thin residue will prevent them
from fogging up.
• Create giant homemade bubbles by
mixing ½ cup Dawn, ½ gallon warm
water, and one tablespoon glycerin
(or white Karo® syrup). Stir gently
and skim the foam off the top, which
will break down the bubbles.
• Use Dawn to remove oil from your
hair and scalp, and even strip away
any buildup of styling products in
your hair.
• Repel insects from your
houseplants by spraying plants with
a mixture of hot water and a few
drops of Dawn.
• Soak your fingers in Dawn to
remove the natural oil from the
fingernails and enable nail polish to
adhere well.

Stuff It

to Spread the Word!
If you’re looking for an inexpensive
and easy way to spread the word about
a new customer loyalty program,
consider adding promotional statement
stuffers into your next mailing – such
as monthly invoices. It’s a win-win for
you and your customers!

Walker Printing Company, LLC
Office Supplies & Furniture

203 East Pine Street
Fitzgerald, Georgia 31750
(229) 423-4327 • 1-800-423-0003
Fax (229) 423-1200
www.WalkerPrintingCompany.com

When Sandra and David Chaney bought Walker Printing in Fitzgerald, Georgia nine years ago, they saw that printing was declining and worked to increase the sale of office supplies. The
Chaneys sell to businesses in Fitzgerald as well as in 15 surrounding counties.
Office supplies were added to the printing company in the ‘70s
as a service and for the convenience of print customers, says
David Chaney. “After purchasing the business, I saw office supplies as an opportunity to expand our market.” In short order the
business split probably went from 60% printing and 40% office
supplies to close to 60% office supplies. In 2008 and 2009 sales
slowed considerably. “We started to think outside the box to see
what else we could sell to stay ahead of the downturn.” It was
then that Walker Printing first started selling breakroom and janitorial products.
This is the second time in the office supply business for Shane
Gibson, president of Northern Office Products in Dewey, Arizona. “When I opened in 2007 janitorial was just starting to become available and the wholesalers were pushing it,” he says. “It
JUNE 2016

wasn’t the huge category that it is today, and we just came out of
the gate selling the stuff.”
Gibson says that sales of breakroom and janitorial supplies in
his markets—he has three locations in Arizona and one in California—are highly competitive. “Back in the day if you sold to
a small office or small retail establishment you would make big
margins. That is not the case today,” he continues, “as they can
go online or shop at Costco and buy as cheap as a company
with 500 employees.”
One of the challenges is that customers don’t always consider
their office supply dealer as a ready source for janitorial products. “We have accounts who have been doing business with
us for years, have our catalog and regularly order online,” says
Gibson. Still these customers regularly call to ask if Northern
sells these products. “If you are not in there trying to educate the
customer and show them new categories,” he says, “they are not
going to look through your book or scroll through online pages to
see what you have.”
“When you show content from the wholesalers on your website,”
says Henderson, “it shows that you have the products available”
and that, he suggests, is half the battle. Still, he noticed that even
after showing availability of breakroom and janitorial products
his sales weren’t growing as fast as they should. Over time he
learned that his pricing was not competitive.
“When customers looked at those products on our website, the
prices they saw were not realistic. The prices were set by the
wholesaler and weren’t close to what customers paid elsewhere.”
Henderson says that when Chicago Office Products first started
to sell breakroom products, the category was presented by the
wholesaler as a convenience buy for the customer. In essence
those customers no longer had to run out to buy snacks and
beverages; they could buy them from their office products dealer, instead.
“Well the customer who wants to buy quantities isn’t buying
for convenience,” says Henderson. “As dealers, the hurdle we
have is it’s more than a convenience item.” He learned that to
be competitive on some of these products he first had to learn
the prevailing price levels and then discover how he could best
balance customers’ need for lower prices with the inconvenience
customers had to endure to buy these products on their own.
“You have go and turn those stones over with customers and
find out where they are buying these products and what they are
paying,” says Henderson. That’s how he learned that his prices
for some breakroom products were not competitive. Now a few
products are regularly purchased at wholesale clubs and he turns
around and sells them for a small markup. Many customers feel it
is worth an extra $5 or $6 to eliminate trips to wholesale clubs. “It
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is on the same invoice so customers don’t have to worry about it.
They order, and we deliver it the next day,” Henderson says. “You
just have to be close to where they need to be on price.”
Gibson reports that his prices are not always competitive with
the janitorial resellers he competes with. “Pricing has come a
long way in the last 15 years, and it gets a little better every
year, but there is still a big difference,” he says. “They are buying
truckloads of one particular item; I might be buying it by the case
a couple of times a month.”

sometimes expand sales to beverages and snacks. “Then we
work on getting the office supply business.”
Breakroom sales seem a natural extension for many dealers and
offer a relatively easy entre to a new category. “There isn’t a need
for a lot of specialized knowledge,” says Evert. Breakroom is a
natural fit, adds Atkinson. “I have always understood that in the
Northeast if you don’t do breakroom you might as well not do
office products. They just go hand-in-hand. With breakroom it is
about getting one more invoice off somebody’s desk.”

The challenge for many dealers comes down to how to balance
the cost of goods vs. purchase quantities. “When your sales are
negligible, it’s difficult to get your cost of goods down to the level
where you need to be,” explains Miller. “As our sales have grown
we have been able to get to that level of competitive costs, but it
took us a while to understand how that worked.”
Selling JanSan successfully, to some degree, comes down to
a matter of logistics, continued Miller. “Typically office products
dealers have better logistics than most janitorial dealers. We
have better e-commerce platforms and are geared toward nextday delivery. We know that we can provide a better procurement
experience for customers than what they currently get. That tells
you that this is a good category to get into because we can capitalize on our strengths.”
As an example, Miller offers a college with three different campuses and multiple buildings. The current JanSan provider just
drops off two pallets on the loading dock. “We have told them
that we would deliver to each building and stock the closet.
Those are the services that office product dealers have been offering for years.”
National competition can be tough, especially for smaller dealers. “Trying to compete with these guys who buy mega-truckloads of stuff, where we buy pallets is a challenge,” says Chaney.
When he is out calling on customers he tries to promote a buy
local agenda but that is still a difficult sell. He falls back on personal service as the quality to separate his capabilities from the
nationals.
“What we do is offer our service,” says Chaney. “We know our
customers; we know what they need. And when we bring something in we don’t drop it by the door but we take it to where it
goes in the office,” he says. Sometimes he will set the box down
on a desk and go through the contents one item at a time, so his
customers can check off what they have received.
“My customers like to see me one-on-one. It makes it personal.”
Sometimes, says Henderson, his salespeople will use JanSan
and breakroom supplies to open new doors. “When we are out
selling office supplies and a prospect tells us they already have
multiple suppliers, we ask where they buy their janitorial and
breakroom supplies.” He says they have made inroads selling
paper towels, toilet paper and cleaners to some accounts and
JUNE 2016

“In the initial presentation my account executives do to potential
customers we have a complete section on one-stop shopping,”
says Evert. His salespeople tick off all the different categories
that Perimeter sells including JanSan, breakroom, printing and
promotion. Perimeter broke into printing and promotion three
years ago.
“Promotion isn’t that complicated,” says Evert, “but printing is.”
Initial efforts were strong and Evert even brought in a specialist
to handle the printing business. Today he has backed away a bit
and picks those jobs that offer the greatest potential for profit.
“We have scaled back and no longer have a specialist.” After
about a year his sales reps became better equipped to make
printing sales. “It is maybe 5% of the business today,” he says.
By being able to wrap these different categories for a customer it
makes his company a lot stickier as a supplier.
As a further incentive to buy from Perimeter, Evert has started to
emphasize his offering of packing and shipping products. At first
he went to U-Line to buy products and resold them to customers
who didn’t want to incur shipping charges. “Since our wholesaler
has started to carry more pack and ship,” says Evert, “we have
been able to shift that business mostly to them.” Customers who
don’t use a great deal of packaging materials have become a
prime target. “We don’t have to be the lowest price in the market,
we just have to be low enough to compete. Then we save them
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money by having the product delivered the next day with no minimum order and no delivery charges.”
Walker Printing has also worked at making itself more important
to its customers. After offering cleaning and breakroom supplies,
Chaney added food service supplies to his product mix early last
year and in a short time the category has grown to be 10% of total sales. The company maintains a retail store in Fitzgerald and
keeps many food service supplies on hand so its customers can
come in and pick up what they need.
“We had an office furniture showroom next door but that business has slowed considerably,” says Chaney. He has taken an
increasing amount of that space to display food service items.
Many of the smaller offices and retail establishments he does
business with will purchase supplies in bulk from Sam’s Club, but
when they run out mid-week they run over to Walkers for refills.
“We have restaurants that run out of supplies and come in here,”
says Chaney. “They may not buy it every day, but when they run
out we have it in stock.”
With the addition of a furniture specialist, Atkinson has been able
to expand his sales of that category. While Preferred has sold furniture all along, the addition of a specialist has increased project
business and last year resulted in the firm’s first-ever $1 million
order. “It took a lot of man hours,” he says, “but ultimately wasn’t
that difficult.”

sales to current supplies customers and also to find new customers who could start buying facility products. The specialist
has been especially effective in identifying prospective accounts
and also works with the supply sales team to close facility sales
to current customers. The entire state of Nebraska is a target for
this specialist, and with an area that large, Miller expects to hire
a second specialist.
When the JanSan buyer is no longer the same person who buys
supplies the sales process becomes more rigorous. “Many times
this is a person in the warehouse who usually knows quite a bit
more about JanSan than my generalist reps,” says Evert.
“When you deal with that person it would be beneficial to have
someone with quite a bit more knowledge.”
Evert has considered hiring a specialist but for the moment he
doesn’t see that as a necessity. “Right now we are experiencing good organic growth through new account acquisition and
expanding category sales with our existing account base,” says
Evert. When that growth slows, it will be time to add that specialist who can speak proficiently to the professional janitorial
purchaser.

Training on janitorial and sanitation products is a challenge for
most dealers and various opportunities exist to reduce that
knowledge gap. “My salespeople are getting more comfortable
with the knowledge they have,” says Atkinson. “I have always
told my people that ‘I don’t know but let me find out’ is a good
answer. But a lot of salespeople don’t like that. When they are
asked questions they want to know the answer, which is something in every salesperson’s DNA.”
Atkinson has gone through training and regularly brings in vendors to offer training to his sales staff. Preferred Business Solutions has forged an alliance this year with Kimberly Clark and the
KC rep has started to make calls with the sales force. “If we can
get more of a consultative attitude on the JanSan side like we
have had forever with office products then we win,” he says. His
sales team hasn’t quite achieved that knowledge level yet, but
they are on a path to get there.
Miller agrees on the importance of training and sees it as one
of the biggest challenges he faces to grow sales of facility and
breakroom products. He says his supply sales team has to step
out of its comfort zone and go full throttle into this new category.
“Education, training and experience have been really important
and they don’t just happen overnight.”
To ease that transition and energize the sales effort, last year
Eakes Office Solutions hired a specialist for the facility and breakroom category. He says that the current sales focus is to expand
JUNE 2016

Until that time comes, Evert has been able to maintain a continuous marketing effort to promote breakroom and facility sales.
Dedicated promotional emails, combined with breakroom and
facilities flyers, have been important additions to his marketing
efforts. “Taking advantage of the materials the wholesaler has in
these categories has been the main force in our marketing,” he
says.
Chicago Office Products has probably already reached the level
where a specialist is a necessity, says Henderson. “You need
someone who knows that business and also knows how these
supplies are purchased,” he says.
“These guys talk a whole different language; the knowledge they
have and the way they sell is totally different.”
He is in the process of identifying a specialist and hopes to hire
someone before too long.
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2016 ADVANTAGE BUSINESS CONFERENCE
JULY 20-24,2016

S.P. Richards’ ABC Returns
to D.C. Area for 2016
It’s an election year like no other and that makes the site of this
year’s Advantage Business Conference from S.P. Richards particularly intriguing.

speakers and a tradeshow featuring the very best and brightest
from top vendors drawn from an increasingly broad mix of product categories.

The Gaylord National Resort & Convention Center, just outside of
Washington, DC, will once again host the event, offering attendees an opportunity to test the waters in our Nation’s Capital for
themselves as the current election cycle starts to really heat up.

On the following pages, we take a more detailed look at what SP
will be serving up at this year’s ABC, the 18th time the wholesaler
will bring together its prime dealer customers and supplier partners to focus on the key opportunities and challenges facing the
independent dealer channel today.

That, of course, is only part of what’s on offer at this year’s ABC.
Attendees can expect the traditional array of outstanding educational opportunities, entertaining and thought-provoking keynote
JUNE 2016
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ABC 2016 Agenda
Wednesday, July 20

Friday, July 22

Saturday, July 23

Dealer Arrivals

7:30-8:30 AM..............Breakfast

7:00-8:00 AM..............Breakfast

7:00-9:30 PM..............Opening Night
Party

8:45-10:00 AM............Seminar Session 1

8:15-9:30 AM..............Mini Keynote
Speaker
Jeff Havens

10:15-11:30 AM..........Seminar Session 2
11:30 AM-12:45 PM...Lunch

Thursday, July 21
7:00-8:00 AM..............Breakfast
8:15-10:20 AM............General Session
10:30 AM -4:15 PM....Business Solutions
Expo

12:45-2:00 PM............Seminar Session 3

8:15-9:30 AM..............Seminar Session 5

6:15-10:00 PM............Optional Cruise

9:45-10:30 AM............Ideas @ Work
(Dealer Success
Stories)

Free Evening

10:45 AM – Noon........Town Hall Meeting

2:15-3:30 PM..............Seminar Session 4

1:00-5:00 PM..............Optional Tours
Afternoon on own

11:30 AM-1:00 PM.....Lunch

6:15-10:00 PM............Gala Cocktails,
Dinner and
Entertainment with
Frank Caliendo

6:00 AM-10:00 PM.....Optional Tours
Free Evening

Sunday, July 24
Departures

Keynote Speakers
Thursday, July 21

As a globally recognized futurist and expert on innovation, Lisa
Bodell ignites new thinking with high energy, humor and audience
engagement. Lisa is CEO of futurethink, an innovation-training
firm that helps businesses embrace change and become world
class innovators.
An expert on the topic of driving change, Lisa’s mission is to provoke fresh thinking around what’s possible and help people solve
problems with intentionally simple, easy-to-use tools. She has
helped thousands of senior leaders ignite innovation for companies and organizations such as the New York Stock Exchange,
Pfizer, Google, Lockheed Martin and many others.

Lisa Bodell
JUNE 2016

Lisa was recently awarded a Top Five Speakers Award by Speaker.com. She is the author of the best-selling “Kill the Company:
End the Status Quo, Start an Innovation Revolution,” which won
the 2014 Axiom Best Business Book Award and was voted Best
Business Book by USA Book News. Lisa has appeared on NPR,
FOX News and in publications such as Fast Company, The New
York Times, and Wired. She is a monthly columnist for strategy+business, and a frequent contributor to Forbes and Harvard
Business Review.
continued on page 40 >>
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STYLE
comes in many
FORMS

SAME DAY
SHIPPING
OFMINC.COM
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Saturday, July 23

A Phi Beta Kappa graduate of Vanderbilt University, Jeff Havens
has quickly become one of the most in-demand presenters in
North America by combining the content of the traditional presentation with the entertainment value of a comedy show.
Jeff began his career as a high school English teacher before
following his father, Rex Havens, into the world of stand-up comedy.
His impulse to teach never faded, and soon he began looking for
an avenue to combine both of his passions into entertaining and
meaningful presentations. The results are a collection of innovative keynote presentations.
Original, informative, hilarious and powerful, Jeff’s ability to help
people achieve success in leadership, customer service, communication, generational issues, corporate culture and more by
talking about what they should and shouldn’t do guarantees that
his audiences manage to laugh and learn at the same time. Because, as Jeff likes to say, improving your business doesn’t have
to be boring.

Jeff Havens
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Patient Sign-In
Label Forms

Great for doctor and dentist
offices, hospitals & labs

Medical
Information Cards
Patient Give-aways

Integrated
Label Forms
Improve Accuracy, Increase Effciency,
Reduce Costs

Legal Exhibit Labels/
Exhibits-U-Create
Printed or make your own labels

UPS GROU

TRACKING#: ND
1Z 2F0 F00

03 3789

7290

NM 338

9 – 06

Letter Paper at top ...

Built-In Labels at bottom

See us July 21 at Booth #1205, S.P. Richards ABC Conference in Washington, DC
Become a Dealer Today! • 1-800-TABBIES • www.tabbies.com • www.tabbiescustomlabels.com
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Comedian Frank Caliendo to Headline Gala Dinner Entertainment
Comedian, actor, and impressionist Frank Caliendo has been
making people laugh his entire life and he’s going to be doing
more of the same at his year’s ABC at the event’s Gala Dinner on
Saturday, July 23
Caliendo is well known for his impressions of famous actors Morgan Freeman, Al Pacino, Robin Williams and Robert DeNiro; politicians George W. Bush, Bill Clinton, and Barack Obama; broadcasters John Madden, Charles Barkley and Jon Gruden; and talk
show hosts Dr. Phil, Jay Leno, and David Letterman.
On stage, Caliendo’s high energy act is a blend of observations,
impressions, characters and anecdotal stories that start at a frenetic pace and never let up.
An eleven year veteran of television sketch comedy as a cast
member on Madtv and starring in his own series Frank TV, Caliendo has been a fixture on television for the last decade. He has
comedy specials that run regularly on TBS and Comedy Central
and he is a regular on the talk show circuit, performing on such
shows as The View, The Late Late Show with Craig Ferguson,
The Tonight Show, and Late Show with David Letterman.

Frank Caliendo
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AMP UP YOUR SALES!

Look good and sound great with our NEWEST designs and technology from AmpliVox

NEW!
38-46" H

31-41" H

NEW!

Starts at $798

Your voice will
sound its best ever,
with our upgraded
speaker fidelity

Adjustable
height, meets
the ADA’s
RIGID
Requirments

SN3900
ADA Compliant
Lectern
Starts at $5,900

S/SW222A &
223A
Portable
Buddy with

680 Series
Mega Hailer
Starts at $1,299

Portable PA Systems
Beautiful Lecterns
Technology Solutions

A Complete
system with dual
wireless option
in a compact,
portable case

Monitor not
included

More
POWER and
ed
add Features,
Like remote
control, recorder
& mp3 player

SW245
Mini Portable PA System
Starts at $652

Perfect for
small group
meetingsADA Compliant

CT4880
Collaboration
Huddle Table
Call for Pricing

Charge
multiple tablets
all at once
Charging Stations/

Charging Cart
Call for Pricing

www.ampli.com | info@ampli.com | (800) 267-5486
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Dealer Education: What’s On Offer This Year
A broad ranging program of industry education is one of the hallmarks of the ABC Conference and this year is no exception, with
separate tracks for office furniture and facility and breakroom supplies in addition to more general sessions. Below, we take a look at
the full schedule of education and information on tap at this year’s ABC.

The Myth of Multi-Tasking: Increase Your Value
with the Power of Hidden Time!

Three Strategies to Transform Your Sales Team
into Winners
SPEAKERS: Andrew Ford,
(pictured top) Sales CoPilot, Inc., and Neil Saviano,
(pictured below) CRM International and the Longbow
Consulting Group

Dave Crenshaw, author of
The Focused Business: How
Entrepreneurs Can Triumph
Over Chaos
TARGET AUDIENCE: All

TARGET AUDIENCE: Owners, sales managers

What could you do with a
20% increase in productivity? With wit and wisdom,
Dave Crenshaw will show
you how to find extra time at work without having to work
weekends. Learn how to uncover precious minutes and hours—
DAYS!—hiding right under your nose. Not only that, Dave will
show you how to make that time COUNT.

The world has changed,
and your business strategies have changed with
it, but many sales teams
are struggling to keep up.
This inability of sales teams

continued on page 44 >>

Secure
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LEITZ NEXXT SERIES
WOW ELECTRIC STAPLER

Magnetic
Name Badge Holder Kit
ny

Ger m

Pr
e

um bra
mi

ny

ma

23
Pink

Visit us at Booth #1415
at the SPR ABC

36
Blue

44
Orange

64
Green

5566-70-23

Give your desk a stylish addition with a Leitz NeXXt Series WOW Electric stapler.
Battery powered* operation allows for portable, mobile use. Easily staple up to 10
sheets using one hand with an always perfect jam-free performance.
*Four AA battieries not included
WORKING AT THE SPEED OF

c-line.com • (800) 323-6084
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to adapt is not just eroding profitability; it is threatening some
dealers’ very survival.
There is a sales success formula for every business. This workshop will show you how to determine the sales success formula
for today’s challenging times, teach it to your salespeople, and
get them to actually follow it. Join us and we will help you get
back to your winning ways.

Get a GRIP on Your Business!
SPEAKERS: Maria Kingery,
professional Entrepreneurial
Operating System Implementer, and Krista Moore,
K Coaching
TARGET AUDIENCE: Owners
Want to learn the six key
components of any business that, if managed and
strengthened, can turn your
company into a high-performing machine?
Join business strategist and
coach Krista Moore and professional EOS implementer
Maria Kingery as they walk
you through the popular Entrepreneur Operating System
(EOS).
The EOS Model is not “corporate speak,” but a proven system
that has helped thousands of entrepreneurs get what they want
from their businesses and generate powerful results for their
companies.
Don’t miss this lively interactive session, and leave with practical real-world tools to help align your vision, get the right people
on the bus and bring the discipline and accountability you need
for more focus, more growth and more enjoyment!

You win by creating value, and the secret to creating value is
understanding that customers aren’t buying products and services, they are buying solutions to their problems.
In this interactive presentation, Diana will teach you how to unlock the problems that are driving your customers’ purchasing
decisions.
Learn how to differentiate between problems customers just like
to complain about and ones they will actually spend money to
solve. You will not only learn the key questions to ask to uncover value-creating opportunities, but ways in which to ask those
questions to generate deeper insights.

The Next Greats: The Surprising Secrets That Will
Change the Way You Lead, Sell and Inspire the
Next Great Generation
SPEAKER: Paul Moya, Next
Generation Consulting
TARGET AUDIENCE: Owners, sales managers, sales
representatives
A member of the Millennial
generation himself, Paul infuses laughter and audience
interaction into every presentation, delivering breakthrough insights and actionable data to help companies recruit,
retain and lead next-generation employees, maximize sales and
marketing strategies and transfer wealth and expertise into the
next great generation.
Discover proven tactics to recruit rising stars, retain key talent and
skyrocket company profits fast. Learn how to unleash the power
of Millennials and convert more consumers and find new ways to
ensure you transfer your business, protect your relationship and
build a foundation to set the family business into motion.

Finally! An Economy Ready-Made for the Female
Professional...Four Strategies to Up Your Game

How to Create Value in a Commodity Business
SPEAKER: Diana Kander,
Professor of Entrepreneurship at the University of
Missouri
TARGET AUDIENCE: Owners, sales managers, sales
representatives
Business is more competitive
today than at any point in
history so how do you make
sure customers choose you as their preferred vendor?
JUNE 2016
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SPEAKER: Meridith Elliott
Powell, Business Growth
Expert and Coach
Co-Sponsored by S.P.
Richards and OPWIL (Office
Products Women in Leadership)
TARGET AUDIENCE: All
Join us for this high powered
session where you will learn:
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Proud to serve
our country
FSSI Contract for Breakroom,
Jan/San, Paper, Supplies, Ink,
and GSA Furniture

Office Partners is a veteran-owned, family-operated, non-co-op
buying group that holds both a GSA Contract and FSSI Contract for
Breakroom, Jan/San, Paper, Supplies, Ink, and GSA Furniture. With
more than 25 years in the business of supporting independent
dealers, we believe in building relationships based on trust and
respect with open communication.

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

Look for us
at booth
#1302

©2016 Office Partners Inc.

To learn more,
call (205) 655-8888 or
visit www.officepartners.com
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• How this economy has changed, consumers have changed,
and the impact that has on business growth today
• The importance of women, both in buying power and as
leaders, and their strong relationship to business growth
• Why the natural skills women have are critical to success
today, and how to use those skills to succeed in this
economy.
• What specifically women (and men) can do to “up their
game” and take things to the next level

Join the senior level executive team from S.P. Richards Company for this informational Town Hall Meeting. Executives will
cover a variety of topical and timely industry issues and take
questions from the audience. Registration for this session is
required and signups will be confirmed on a first-come, firstserved basis.

Furniture Track

Ideas@Work

Ergonomics: Beyond
Posture

TARGET AUDIENCE: All

SPEAKER: Lauren Gant,
Certified Professional
Ergonomist

Some of the best ideas in the industry come from people like
you. Come hear your peers share an idea that is working to
drive business, including the steps and lessons learned along
the way. Furniture and FBS will be among the topics covered.
Audience size will be limited and there will be plenty of time for
discussion and Q&A. You’ll be sure to walk away with plenty of
food for thought and some actionable ideas.

S.P. Richards Town Hall Meeting
PANELISTS: S.P. Richards Company’s Senior Executive Team
TARGET AUDIENCE: Owners

TARGET AUDIENCE:
Sales representatives,
sales managers, designers
Discover how we work affects our bodies and how we feel. Learn about the factors within
the workplace that impact ergonomics and how we work and
gain a better understanding of the implications of ergonomics for
the workplace that will help us to identify solutions (CEU Credit).

continued on page 47 >>

Not a subscriber?

Sign Up Now
Back in stock
Earlier this year we discovered
a quality issue with our tabs.
They were temporarily pulled
from stock while we corrected
the issue.

Hefty Tab™
Removable Index Tabs

LEE13105

The problem has been taken
care of and the tabs are back
in stock.
Lee Products would like to
apologize for any inconvience
this has caused.

Not an Advertiser?

Start Next Month
Got an article idea?

We Want To Hear
About It.
Call Simon
703-379-8583

Thanks for sticking with us.
Stop by Booth #1207
for a free sample of our tabs
Lee Products Company www.leeproducts.com 800-989-3544
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Design Trends

Skip to the Loo

TARGET AUDIENCE: Sales representatives, sales managers,
designers

SPEAKERS: Mike Love, S.P. Richards, and Jeff Gayer, Impact
Products

Explore current design trends that are creating better working
environments and better visuals to help improve the occupant’s
attitude and increase productivity. See how simple improvements with color, patterns and texture can really change the
look and feel of your company and discover how adjusting how
you work by adjusting a desk from sitting height to standing
height increases comfort and posture. Join us to explore these
trends today and the trends for the future.

TARGET AUDIENCE: Sales representatives, sales managers

REvolution of Lorell
SPEAKERS: Bryan Leister and Brittel Lloyd, S.P. Richards
TARGET AUDIENCE: Sales representatives, sales managers
The Lorell brand continues to experience phenomenal yearover-year growth with product expansions that come from
listening to the customer and meeting their needs. Where is
Lorell going in the future? We will explore Lorell and how you
can meet the needs of your customers with this brand.

Increasing Furniture Sales and Gross Margin

Discover proven strategies to help you grow sales in the key paper, soap, cleaning, and restroom accessories categories. The
restroom is central to your FBS efforts. Join us to learn how to
stake your claim and dig deeper to find the hidden opportunities where you can margin up!

Chemical Build-Up
SPEAKERS: Bill Himes, S.P. Richards, and Paul Ferruzza, Rochester Midland Corp.
TARGET AUDIENCE: Sales representatives, sales managers
In this informative session on infection control and chemicals,
two industry experts will unlock the secrets to the most explosive profit opportunities in the FBS category. No longer will you
be intimidated by the perceived complexity of product chemical
composition. You will leave this session with essential product
knowledge and most importantly, the confidence to successfully margin up!

SPEAKERS: Brian James and Eddie Baird, S.P. Richards

What’s All the Fuss about the Safety Category?

TARGET AUDIENCE: Sales representatives, sales managers

SPEAKERS: Greg Davis and Terri D’Abate, S.P. Richards

This session will explore sound methods for meeting the needs
of end users who wish to improve or create a working environment by purchasing furniture, and show how you can meet
these needs with the right products, design services, exceptional customer service and superior installation.

TARGET AUDIENCE: Sales representatives, sales managers

Hear about real-world examples of how to improve the selling
process in order to increase overall furniture sales and gross
margin.

The restroom and chemicals have taken you off-carpet selling facility supplies. Now it’s time to learn about a whole new
opportunity: Safety! The Safety category has the potential to
be the next JanSan! Learn about the important nuances of the
Safety category so you can dig deeper into your accounts and
margin up! Our experts will take you through what is required
for most commercial businesses to provide and stay compliant
with the right First Aid and Safety products.

Facility and Breakroom Supplies
(FBS) Track

Pulling It All Together: Get in the JanSan Game

OnPoint Training: Dig Deep and Margin Up

TARGET AUDIENCE: Sales representatives, sales managers

Hundreds of sales professionals have already attended S.P.
Richards’ popular FBS regional OnPoint training events. Experience some of the key OnPoint elements in this interactive,
hands-on seminar series hosted by the S.P. Richards FBS team.

Now that you have learned a lot about products, applications,
and facility solutions, you can apply this knowledge to help your
customers save labor, time and money. However, the JanSan
business has some unique processes and potential barriers
that you need to better understand before you feel completely
comfortable.

SPEAKERS: Chris Whiting, Nick Lomax, Crystal Lewellen and
Cliff Thoma, S.P. Richards

These four dynamic, interactive sessions were specifically
designed with the independent dealer in mind. Each includes
fresh perspectives from industry experts and easy-to-apply
techniques that will enable you to move more quickly to grow
your FBS business.
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We will cover topics such as deviated pricing, dispenser programs, how to do a site survey and cost in use analysis. This
information will pull it all together for you so you can sell deeper
and margin up!
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Exhibitors and Booth Numbers (As of May 27, 2016)
3M..........................304, 811

Clorox............................ 506

GoJo Industries, Inc....... 613

A T Cross Co................ 1200

Coffee Pro...................... 202

GOPD, LLC................... 1113

AbilityOne.................... 1443

Colgate-Palmolive.......... 505

ACCO Brands............... 1011

Compatico/Lorell........... 116

Group Lacasse/
United Chair................... 127

Acme United
Corporation.................. 1003

ComplyRight................ 1407

Advantus Corp............... 600
Akro-Mils....................... 109

Cosco.......................... 1413
Crayola........................ 1134

Harbinger...................... 704

Martin Yale................... 1301

Henkel......................... 1103

Master Caster/
Master Manufacturing.... 434

Hirsh.............................. 137

AMAX.......................... 1105

Datum Storage.............. 247

HON............................... 527

American Tombow....... 1201

dbest products............. 1127

Honeywell Safety........... 706

Amplivox........................ 437

Deflecto..................334, 341

House of Doolittle........ 1426

Artistic Softalk
Nudell............................ 435

Dial Corporation............. 407

HP, Inc............................ 905

Diverse ID.................... 1117

Avery Dennison-Gris/
Monarch Products
& Services................... 1305
Avery Products Corp...... 705
Baden Sports............... 1127

Brecknell..................... 1202
Bright Air....................... 611
Brother International.... 1041

Starbucks Coffee Co...... 213

HPFI............................... 145

MBA-MBS
(Myers Brazell)/Harley.. 1417

Rayovac......................... 105

Diversey........................ 603

HSM of America............. 941

Medline......................... 301

Dixon Ticonderoga Co.. 1133

Iceberg Enterprises........ 427

Method.......................... 504

DMI Furniture ................ 447

Impact Products, LLC..... 311

Methods in Motion......... 728

Regency Franchise
Group.......................... 1405

Domtar........................ 1217

Imprint Plus................. 1334

Right Angle Products...... 141

Double A...................... 1404

Independent
Stationers.................... 1101

microMICR
Corporation ................. 1433

ECR4KIDS.................... 1027

Intertape Polymer
Group.......................... 1333

MyAnalyst...................... 927

Iris USA.......................... 432

Elite Image.................. 1337

Johnson & Johnson....... 507

Energizer....................... 700

Jonti-Craft................... 1027

Equantum.................... 1434

Kantek, Inc................... 1431

Ergodyne................712, 733

Katun Media Sciences. 1430

ES Robbins.................... 428

Kaz USA, Inc.................. 103

Esselte........................... 917

Kellogg’s/Keebler........... 302

Eurotech Seating........... 142

Keurig Green
Mountain Coffee ........... 211

FireKing Security
Group.....................244, 329

Business Source/
Sparco/Integra/
NatureSaver................ 1327

Fiskars Brands, Inc....... 1035

Canon USA.................. 1240

Flipside........................ 1127

Casio, Inc..................... 1036

Floortex......................... 229

Charles Leonard.......... 1127

Fortune Web
Marketing...................... 631

Flagship Carpets.......... 1027

Frasch........................... 135

Millennium Mat Co......... 519
MMF Industries............ 1216

Education ................... 1127

Business
Performance Group........ 101

Mattel.......................... 1127

International Paper........ 817

ITW Professional
Brands........................... 205

Fellowes, Inc.................. 805

KFI Seating.................... 146
Kids in Need
Foundation.................. 1235
Kimberly-Clark
Professional................... 404
Kind Bar........................ 209
Lathem , Inc................. 1429
Learning Resources..... 1127
Lee Products............... 1207
Lesro............................. 343
Lexmark........................ 935

Genuine Joe.................. 411

Lion Office Products..... 1109

Clearly Innovative.......... 542

Georgia Pacific/
Dixie Food Service......... 511

Logicblock..................... 911

C-Line Products, Inc..... 1415

Ghent Mfg...................... 233

JUNE 2016

Staedtler Mars Ltd....... 1303

Quartet.......................... 327

Bush Industries/BBF...... 227

City of Hope................... 726

Portucel Soporcel
North America.............. 1304

SSI.............................. 1037

Mayline Group............... 340

Falcon Safety
Products...................... 1441

Chicago Lighthouse..... 1411

PM Company............... 1100

SPR Marketing
& Horizon....................... 727

Quality Park................. 1211

Bush.............................. 133

Chartpak/Maco............ 1313

Plantronics, Inc............ 1237

Special T........................ 232

Maxell of America........ 1335

Beaumont
Products, Inc.................. 200

Blum Products............. 1127

Pinnacle Frames
and Accents .................. 333

Strickland Paper.......... 1204

Eco-Products, Inc........... 400

Blue Sky...................... 1428

Soundview Paper........... 607

Pyramid Time
Systems...................... 1236

ECI............................... 1241

Blazer Brusa Sales....... 1007

Pilot Pen Corp.
of America................... 1016

Max USA Corp.............. 1001

Baumgartens............... 1119

BiSilque-MasterVision.... 534

Solo............................... 517

Stout............................. 111

Balt/Best-Rite.........326, 441

Bigelow Tea................... 616

Holland Bar Stools......... 226

Master Lock Company... 436

Phoenix Safe.................. 140

Proctor & Gamble.......... 107

Durable Office
Products Corp.............. 1203

Bic Corporation............ 1412

Maped-Helix USA......... 1127
Martin Furniture............. 241

Alba........................143, 337

Avanti Products.............. 402

Louisville Ladder............ 113

HANDY ART.................. 1127

Creative Teaching
Press........................... 1027

Ashley Products........... 1027

Lorell Diamond
Showroom..................... 417

Logitech...................... 1437
Lorell............................. 117

Reckitt Benckiser........... 405
Rediform, Inc............... 1210

Roaring Spring
Paper Products............ 1309
Rochester Midland
Corp.............................. 312

Stride Inc..................... 1005
Sugar Foods Corp.......... 305
Tabbies........................ 1205
Tarifold........................ 1409
Tatco............................. 500
Teacher Created
Resources................... 1027
Tennsco..................235, 440
Thalerus Group............ 1403
The Children’s Factory. 1027
The Highlands Group... 1233
The Pencil Grip............ 1127

NAOPA........................... 831

Royal Consumer
Products...................... 1206

The Turbon Group........ 1427

Neenah Papers............ 1010

Royal Sovereign........... 1402

TOPS Products............. 1317

Nestle Professional........ 208

Roylco......................... 1027

Nestle Waters
North America................ 206

Touchstone
Motivation Group........... 829

Safco............................. 541

Newell Brands............... 716
Nightingale Seating........ 420
Nine to Five................... 246
NOPA & OFDA.............. 1435
Norstar Office Products/
Boss Office Products...... 228
Numi Organic Tea.......... 605

SalesTactix.................. 1136
Samsill........................ 1410
Samsonite..................... 627
Samsonite..................... 540
Sandusky Buddy
Products........................ 237
Sandusky Lee Corp........ 445
Sanitaire By Electrolux... 604

Trend Industries........... 1332
TriMega Purchasing....... 730
TTI Floorcare................. 210
Unger Enterprises, Inc.... 501
Unimed Midwest, INC..... 502
US Stamp &
Sign/Identity Group...... 1111
Velcro USA Inc............. 1300

Saunders Mfg Co......... 1311

Verbatim
Americas, LLC............. 1336

Sealed Air Corporation... 601

Victor Technology......... 1141

Officemate Int’l Corp.... 1212

Sentry Safe/
Master Lock................... 436

Virco, Inc........................ 443

OFM.............................. 234

Seventh Generation....... 307

OPWIL......................... 1234

Shell Education............ 1027

Pacon Corp.................. 1135

Shop-Vac Corp............... 201

Pak It............................. 602

ShurTech..................... 1018

Paoli.............................. 547

Simple Green................. 303

Papa Nicholas................ 401

SJ Paper/IFS
Filing Systems............. 1104

Zep Distribution............. 403

Smart-Fab................... 1127

ZIPIT............................ 1027

Smead Mfg.................. 1227

Zoll Medical................... 710

Office Partners............. 1302
Office Snax.................... 310
Office Star Products....... 345

Paris Business............. 1400
Pentel of America......... 1106
Pepsi/Quaker Products... 207
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Vistar............................. 503
Webster Industries......... 609
Werner Ladder............... 618
West Rock Coffee.......... 300
Xstamper..................... 1102
Zebra Pen Corp............ 1218

Smuckers...................... 204
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Rethinking Sales Activity
By Troy Harrison

I’ve never liked sales activity point systems. I’ve always looked at them as a
crutch for management that couldn’t simply lay out a road map for salespeople to
succeed. I still think I’m partially right but
I also think that the ever-changing world
of sales may require my own viewpoint to
evolve.
Don’t stop me if you’ve heard this already
but it’s getting more challenging to get
face time with good customers. That
should have prompted a trend of salespeople getting better at prospecting and
relationship building and getting higher
quality appointments with better prospects.
Unfortunately, I believe that the opposite
is happening. Salespeople are spending
more of their time on meaningless, agenda-free sales calls on random prospects
who can’t buy and who wouldn’t amount
to much (in terms of the salesperson’s
overall goals) if they could.
The reason that I don’t like point systems is that the way they are typically
constructed, they allow salespeople
to amass points and pretend to have
an acceptable level of activity when, in
fact, they’re not accomplishing anything
meaningful.
For instance, most point systems put
way too much weight on phone calls but
the more calls the salesperson logs, the
easier it is for them to fudge their level of
activity.
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After talking to a number of sales managers—who are struggling with managing the balance between great target
accounts and smaller accounts that give
regularly—maybe it’s time to think about
a point system for sales activity. But not
the kind that you may be used to.
The conventional type of system counts
simply activities without thought as to
WHO the customers are and WHAT is
discussed. Let’s move beyond that and
think about how we might put together a
point system that actually works.
Calls: Zero points. I know, this goes
against the whole philosophy of point
systems but what we’re trying to do is
count meaningful activities that produce
meaningful results. A phone call is the
first activity of the sales funnel and its
only purpose is to get to someplace
else. Genuine selling doesn’t start until
the salesperson is face-to-face with a
decision maker, so why give points here?
The same goes for other activities such
as emailing.
Face-to-Face Appointments: Here
is where we’ll start giving points. I’m
going to propose a scale that has a lot
of different components to it. It’s going
to seem very complex and if you try to
tabulate this manually, it will be. Instead,
look for places where you can use sales
statuses, contact titles and other fields in
your CRM to calculate these points automatically. What I’m suggesting has many
INDEPENDENT DEALER

moving parts but the last thing I want is
for you to spend time sitting in your office
counting points instead of being out and
working with your salespeople.
Base: 1 point per appointment. This is
the minimum for appointments that don’t
meet any of our ‘kickers’ that I’ll explain
below.
First Appointment: 2 points. This
appointment is one that initiates a sales
cycle and should be reserved either for
new customers or reactivations (customers that have been inactive for 18 months
or more).
Pre-set Agenda and Objective: Double
points. For instance, a Base appointment
would be worth 2 points with a pre-set
Objective. A First Appointment would be
worth 4 points. The idea is to stop the
‘agenda free’ type of sales call that we
see so often nowadays.
Appointment With Your Target Contact
Type: x5 points. Here is where you have
to really manage the process and drive
your sales activity. Too often, salespeople
end up calling on mid- or low-level managers who couldn’t say “yes” if their lives
depended on it.
Those calls are, for the most part,
pointless and result free. If you need to
be calling on the C-suite in order to get
a decision, why reward your people for
calling on the stockroom manager?

continued on page 50 >>
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This measurement also takes into account the company that you’re calling
on. Your contact type should be one
that represents a meaningful piece of
business. The difference is stark: A First
Appointment, with a pre-set agenda, with
a target contact type, is worth 20 points.
An agenda-free call with a non-target is
worth 1 point.
Proposals: 5 points. A Proposal is a
critical step in the sales process. Done
correctly, it signifies that you are on the
lip of the cup of a sale. Hence, we should
recognize a Proposal more than other
activity. Of course, our variables need to
come into play here, as well.
Qualified Proposal: A Qualified Proposal
is one that meets the following checklist:
• The customer’s needs have been
discovered and confirmed with the
customer.

continued from page 49

• A solution has been presented that is
agreeable to the customer.
• A specific price for specific service is
quoted.
This data should be logged in your CRM.
If all this is present, give double points.
Face-to-Face Presentation of a Proposal to a Target Contact Type: 5x
points. Again, presentation to a decision
maker for a target account is nearly
priceless. Again, figuring based on our
scale, a Qualified Proposal, presented
face to face to a target contact type,
would be worth 50 points.

The final question is where to set your
weekly points quota. That’s not something I can help you with—that depends
on you. However, I would set it so that it’s
nearly impossible to hit without doing at
least some target account activity every
week—and then figure how much of the
salesperson’s time you want to spend on
those accounts. Set your target appropriately, then build in the variables to your
CRM.
If you’re struggling with directing your
salespeople where they need to be, a
program like this might be a solution.

You might have other types of activity
that you’d want to give points for—for
instance, showroom tours or in-house
demonstrations might be worth points
based on where they stand in the sales
process. That’s okay; just make sure
that you’re rewarding sales activity
appropriately.

Troy Harrison is the author of “Sell Like You Mean
It!”, “The Pocket Sales Manager,” and a Speaker,
Consultant, and Sales Navigator who helps
companies build more profitable and productive
sales forces. For information on booking speaking/
training engagements and wconsulting, or to sign
up for his weekly E-zine, call 913-645-3603, e-mail
Troy@TroyHarrison.com, or visit www.TroyHarrison.
com.

Introducing...

OPWIL’s 2016 Board Members

Why Join?
Kathy Hoyle
Co-Founder
Education

• Becomes a better leader in your business role.
• Connect, network, and learn from other successful women.
• Expand your connections and influence in the office products industry.
• Seek out mentors from your network or be a mentor to other aspiring
women.
• Serve women in the OP industry, and businesses in your community.
• Become an agent of change, by advocating and promoting leadership
roles for women in our industry.

To join today visit OPWIL.com

Sandra Williams
Education

Tricia Burke

Membership Chair
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Beth Wright
Membership

Vicki Giefer

Marketing Chair

Janet Bell
Marketing
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Krista Moore
Co-Founder
Chairman

Kimberly Fulford
Partnership Chair

Martina Derra
Marketing

Chris Lankford-Grow
Partnership
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Getting
Customers to
Take Your Calls
By Jessica Stokes, Methods in Motion

I have a confession: There are times that I
see a friend’s name flash on my cell phone
and I don’t answer it. I know who it is and I
know they are just calling to check in with
me and chitchat. I might not be in the mood
to talk at that time. So, knowing it’s nothing
important, I let the call go to my voicemail.
On the other hand, there are other calls
that I always answer. My brother, for example, only calls me when he has a specific reason to call. Maybe one of his kids is
in the playoffs and he wants to invite my
family to watch. Maybe he wants to ask
for some advice on a client or update me
on the events in his life. I always answer
his calls because I always know that there
must be a reason he is calling.
Our clients do the same thing. They are
busy juggling their workdays, so they are
selective about which calls they have the
time to take and which ones they let go
to voicemail. Here are some tips on positioning your call to be the one that gets
answered:
1. Always have a specific reason
for your call. As I said, I answer my
brother’s calls because he always calls
for a reason. Have a specific reason
for making the call to your client. If you
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find yourself calling only to “check in,”
you will eventually be that person who
gets sent to voicemail. They will see
your number and if they are all set on
supplies today, they will not take the
time to talk with you. (For more information on scripting and “reasons for calls,”
visit www.methodsnmotion.com)
Action Item: List 15 reasons for calling
your customers. For example: a current
vendor rebate, a new product introduction
or an alternative brand suggestion.
2. Make one outbound call to every
customer, every month. Yes…even
call your good accounts that you know
will order anyway. I am sure many of
your accounts are set up to order online. You can watch their spending and
see that they are ordering steadily each
month. But just because they order
regularly doesn’t mean they don’t need
to be called. Don’t assume that just
because they order that the account is
stable, that they aren’t buying from other companies and that they are not being called on by your competition. Keep
in mind that your number one customer
is always someone else’s number
one prospect. If you are calling with a
reason each month, you will be on top
INDEPENDENT DEALER

of anything going on at that customer’s
company and be in a better position to
fight off any potential competition.
Action Item: Print your customer list.
Divide the total number of accounts by
twenty. This is the number of outbound
customers you need to call each business
day, each month, in order to call them all.
Then, commit to spending just one hour
per day making these outbound customer
calls.
3. Make building rapport a priority.
People buy from people they like. Make
sure when you are calling customers that you connect with them on a
personal level. Ask about their families,
summer plans or which Olympic sport
is their favorite. The conversation will be
more fun for both of you!
By following these three tips you will be in a
better position to have your calls answered
when you are calling into your accounts.
Good selling!

If you are interested in learning more about
Methods in Motion and how we can help you
create great reasons to call your customers each
month, please visit www.methodsnmotion.com or
call 678-574-6072.
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Do We Have the Best Strategy?
By Tom Buxton
The outcome of the Staples-Office Depot
merger effort exposed weaknesses in their
legal representation and their ability to create back up plans. Office Depot more or
less burned the furniture by severely cutting its overhead and sales capacity in order to stay an attractive merger candidate.
Staples also cut overhead and promised
to sell its minority partner business to Essendant, but that agreement fell through
when the judge ruled against the merger.
(That must have made their “partners” feel
really loved!)
And remember, the two companies
agreed to merge because they both have
been collectively shrinking due to what
they claim is the dominance of Amazon.
As we all know Amazon is focused on an
automated sales process with little or no
human interaction. So Staples’ and Depot’s strategy to cut overhead and pursue online connectivity made total sense,
right? This is where it gets interesting.
After seeing the merger option disappear,
Staples announced that they will cut overhead another $300 million over the next
few years, but they also shared that they
will be hiring additional sales reps as part
of a grand plan to attack the mid-market
again. Doesn’t that seem just a little odd
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when up until then, they had been claiming they needed to merge with Office Depot because of Amazon?
The new strategy is in direct contradiction
to their argument about connectivity and
Amazon. However, while the logic may be
questionable, the strategy they have now
adopted is highly instructive for those of
us in the independent office products environment.
Approximately one year ago Staples fired
most of its drivers in order to cut costs
and gain “efficiencies.” Within six months
of that decision, however, they began recruiting drivers back in response to the
volume and intensity of the customer
complaints they received.
Now, they have announced that they will
hire hundreds of brand new reps to compete in the mid-market, because they have
come to believe that the way to fight for
market share is through the personal touch.
The direction Staples is taking provides
an interesting object lesson for the Independent Dealer Channel. I am often asked
if we still need our own team of sales reps
or other customer-facing personnel in this
age of high connectivity. Let me ask you
two questions of my own that may help
you decide: First of all, do you want to
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compete with other distributors based
solely upon the quality of your web presence? Secondly, does your online marketing generate significant amounts of new
customers on a monthly basis?
If the answer to either of these questions
is no—as I suspect it is—you will continue to need the personal touch that your
service teams and especially your reps
can provide. Just look at Staples if you
need proof. They have spent unbelievable
amounts of money on their own web presence and online marketing, yet they still
believe that they need to do a better job
of touching their customers.
Hopefully, you are encouraged that your
company, which has always focused on
the personal touch, is taking the right approach to combat low service web providers like Amazon. Now all you need to
do is motivate your team to generate new
business, while inoculating your current
customers from your competitors’ online
invitations. We will address some ideas
for doing all that in another column.

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