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Going Green Has
Become a Mainstream
Issue Both With
Government and the
Private Sector.
Are You Taking
Advantage of this Huge
Area of Opportunity?
The green movement has been with us
for so many years that we could easily
take it for granted. Ho-hum. Another
recycled product. Big deal.
Well, if your dealership is “just going
along for the ride” and not doing
anything special about it, you could well
be handing over a whole lot of business
to your competitors.
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WINNERS’Circle
The One Point
team celebrating
their selection last
year as their local
"Small Business of
the Year." The
dealership’s
charitable giving
program played a
key role in their
earning the award.
Pennsylvania Dealer Takes
Community Involvement to the
Next Level
Chances are there isn’t an independent
dealer in the country who doesn’t
support local charities and other
deserving causes one way or another.
It’s one of the basic elements that make
independents who they are.
But we know few independents whose
commitment to community support
goes as far as Pat McMahon and his
team at One Point, a supplies, printing
and furniture dealer in Scranton,
Pennsylvania.
One Point has a proud tradition of
service in Northeastern Pennsylvania
that goes back to the dealership’s
founding as Anthracite Business Forms
in 1955. Ten years ago, however, Pat
took that tradition to a new level.
Inspired by then President George H.W.
Bush and his “Thousand Points of
Light” call to volunteerism, Pat formed a
special committee representing all
areas of the dealership to launch a
program of their own that they called
“One Point of Light.”
Every year since then, ten percent of
One Point’s net profits have gone to
local charities, with a special emphasis
on those, as its mission statement
notes, “who cannot speak for
themselves” and organizations that
advance the quality of life for the
Scranton community overall.
One Point has served as corporate
sponsor for a local Habitat for Humanity
home, supports homeless families on
an ongoing basis and funds two
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separate scholarships at nearby Penn
State University, as well as providing
special support for organizations where
One Point team members volunteer,
such as the Big Brothers and Sisters
organization.
The program has also helped keep the
dealership growing as well. “We have a
great team here and they like the idea of
working for a company where the focus
is on more than just the bottom line,”
Pat says. “Our people have as much of
an emotional connection with the One
Point of Light program as they do with
their quarterly bonuses for our business
successes.”
Like most dealers, One Point has more
than its share of tough competition and
other challenges. But none of that has
prevented Pat and his team from
keeping the momentum going, both for
their business and for a truly
remarkable program of charitable giving
and community involvement.
Lorick Office Products
Marks 70th Anniversary
Labor Day may still be a few months
away, but the folks at Columbia, South
Carolina-based Lorick Office Products
are already gearing up for a special
celebration this year, to mark their
dealership’s seventieth year.
That’s an outstanding landmark by any
measure, but it’s one made even more
impressive by the fact that Lorick has
been owned and operated by the same
family throughout.
continued on page 4
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We All
Need to
Get Out
More!
It’s trade show season and usually
around this time, trade press editors
tend to take on a distinctly nomadic
lifestyle, as we wander happily from
event to event.
So far this year, events we’ve
attended include meetings put on by
WorkPlace Furnishings, NOPA-OFDA
and United Stationers. Still to come
between now and September are the
is.group annual meeting, the NeoCon
office furniture extravaganza, S.P.
Richards’
Advantage
Business
Conference, the OPWA executive
summit and TriMega’s national convention and tradeshow.
We mention all this, not to try and
impress anyone with our travel plans—
there are many road warriors in our
industry who rack up far more frequent
flier miles just from their routine
business schedule. Rather, it’s to point
out just how many outstanding
opportunities our industry offers
dealers to meet with their peers and
learn from each other.
There are few better ways to learn
how to make your own business
stronger than by sitting around a bar
with three or four other dealers and
kicking around ideas for finding good
salespeople, growing online sales,
adding new furniture services or
similar hot industry topics. The level of
sharing that goes on is sometimes truly
remarkable.
If you haven’t yet booked your place
at one of these events or something
similar, here’s a simple request: Please
do it now. Our industry needs all the
good independents it can get and the
information, education and networking
resources you’ll gain by attending will
only help your business grow stronger.
See you at the registration desk!
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Winner’s Circle
The company was founded in 1937 by
Clarence Lorick and was run by
Clarence’s son and nephew, before
coming into the hands of his
granddaughter Jeanne Lorick Brutschy
and cousin Karen Broach. Jeanne
serves as president today and while
she, Karen and the rest of the Lorick
team are justly proud of their historic
heritage, they’ve also got plenty of
more recent achievements to celebrate.
Columbia is growing and Lorick is
growing right along with it, Jeanne
reports, with office furniture sales,
driven by the dealership’s 5,000 sq. ft.
downtown showroom, particularly
strong right now. And while like most
independents, Lorick does battle
against big box competition every day,
it hasn’t kept the company from
growing to the point that Jeanne is
currently looking for more warehouse
space to support continued expansion.
Empire Office Acquires New York
Furniture Business of Dancker,
Sellew & Douglas
New York City’s Empire Office, which
claims it is the largest contract office
furniture dealer in the nation, has
acquired the New York City office
furniture business of Dancker, Sellew &
Douglas (DSD). Terms of the acquisition
were not disclosed. Empire said the
purchase will add over 100 new clients
and more than $50 million in business.
At the same time, Empire announced
the promotion of Richard Gulardo to
chief operating officer, and the addition
of Steelcase veteran James Kenyon as
senior vice president of sales.
Separately, DS&D said it will continue to
provide lighting and office laboratory
product solutions to its future and
existing customers in New York City.
Kennedy’s First Customer
Appreciation Day a Big Hit
Raleigh, North Carolina-based Kennedy
Office Supply threw open the doors in
April for its first Annual Customer
Appreciation Day. The event drew some
225 for an opportunity to talk with
manufacturers’ reps, enjoy lunch
courtesy of Kennedy’s and win gifts and
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prizes that included a $1,000 Visa Card,
HP Digital Camera and a two-day
package at a local spa.
The event was a big hit for all
concerned, reports regional sales
manager Bill Sigmon. “Many of our
vendors commented on the quality of
the buyers who attended and said they
weren't just grabbing free samples, but
were asking questions about products
and services that the power channel
doesn't offer. The results from this
event convinced us that we will
definitely have it again next year!”

It might mot have been New Orleans or any
time near Fat Tuesday but none of that
stopped the folks at Chuckals Office
Products celebrating Mardi Gras at their
office show this year.
Mardi Gras Theme
for Chuckals Office Show
In Tacoma, Washington, the folks at
Chuckals Office Products were letting
the good times roll and then some at
their 2007 Office Show last month.
It may have been a little late and more
than just a few miles from New Orleans,
but this year’s event had a strong Mardi
Gras theme, with plenty of masks,
beads and streamers decorating the
dealership’s headquarters.
Co-owners Al Lynden and Chuck Hellar
and their team welcomed current
customers and prospects for lunch and
an opportunity to see the dealership’s
latest products and services at an expo
that featured six different vendors,
including Chuckals’ first-call wholesaler
S. P. Richards.
Plenty of door prizes were on hand for
everyone, including a Chuckals hat, a
Fellowes shredder, Kodak Picture Paper
and baseball tickets. There were also
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prizes for the Chuckals reps who drew
the most customers to the show, which
ran on a Friday from 11:30 am-2:30 pm.
Keeton’s Holds
First Vendor Expo
Brice Hoopingarner and his team at
Keeton’s Office Supply in Bradenton,
Florida, had a few friends over in April,
for their first Vendor Expo. Well over
300 customers and prospects came to
the show, which featured 24
participating manufacturers, as well as
special displays for Keeton’s own ad
specialty, art supplies, office machines
and office furniture departments, as
well as a table promoting Keeton’s
online ordering system.
“It was a great success,” reports retail
sales manager Frank Perry. “Our own
people worked very hard on a true
collaborative effort, wholesaler S. P.
Richards played a major role and our
vendors supported the show with
numerous door prizes.” The event was
so successful that the dealership is
already laying plans for next year’s
office supplies expo and looking at a
similar event in the fall highlighting its
art supplies business.

One of the main factors behind the success
of Keeton’s first Vendor Expo was the broad
range of door prizes exhibitors provided.
Here is just a selection.
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We have a rich heritage of partnering with the independent
dealer and we continue that tradition with Legacy® branded
office products. An expanded offering with high quality gives
our dealers a very powerful asset.
It’s our legacy.

Contact your AMW sales representative
for more details.

Miller’s Office Products, a full-line commercial dealer serving the greater
Washington, D.C., market, will reach $40
million in sales this year. Their double-digit
growth puts them in play with the largest
independent and chain competitors
serving the area.
Executive vice president Wayne Stillwagon
talks about the long road from a small retail
store to multiple stores and eventually to a
major commercial business:
“Our founder, Patricia (Pat) Miller, was
raised in Kingsport, Tennessee, and moved
to the Washington area in 1968, and
attended cosmetology school here for
three years. While at the school, however,
she started working part time for an office
products company. After she graduated,
she went full time with the dealership and
when she was 25 years old, she fixtured,
merchandised, opened and ran the
company’s retail store.
“After just six months, however, she
learned the owner was planning to close
the store. Pat had no money, no car, and
she walked to work. But a local bank
officer who believed in Pat’s business
acumen and work ethic saw her potential.
He personally co-signed a note for $8,000
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so that Pat could buy the business.
“The dealership officially became hers on
February 1, 1971 and she put in place a
well-crafted growth plan. While Pat had as
many as four retail stores at one time,
building an outside sales force was a
priority even before the days of Staples
and Office Depot in the D.C. market. Over
time, as the industry evolved, Miller’s
closed its retail stores and its outside and
inside sales force grew to 25 people.”
Stillwagon joined Miller’s as a part-time
retail sales clerk in 1976, became general
manager in 1980, and bought into the
business in 1994. Pat Miller gives much of
the credit for Miller’s success to
Stillwagon. “Wayne has always been
active in the dealer community, because
he believes there is power in numbers, and
he brings back what he learns from other
dealers and puts it to work in our company.”
I will add a personal note: I first met Wayne
at a NOPA seminar I was conducting. He
was eager to learn, getting everything he
could from this and other programs he
attended. I’m not at all surprised at his
outstanding
accomplishments
and
contributions to the industry.
INDEPENDENT DEALER

Today, Miller’s serves more than 3,000
customers nationwide. It operates a
separate government sales division,
serving national, state and county
customers. One of its specialties is serving
the legal and financial markets.
As you might guess, education is held in
high regard at Miller’s. Employees,
including drivers, spend time in other
departments to get a better understanding
of how the company operates.
When asked for his “Secrets to Success,”
Stillwagon says it’s no secret at all. “It’s our
people—they’re great. We have low
turnover, and many long-term employees.
We embrace diversity at all levels, and we
operate on a set of values which are
summarized as follows:
We believe in honesty and integrity
We believe in openness
We believe in fairness
We believe in fun
We believe in teamwork
Miller’s recently moved into a new 65,000
square foot distribution center in Lorton,
Virginia. “The future looks bright,” says
Stillwagon, not just for us, but for the
entire independent community.”
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INDUSTRY
NOPA-OFDA Legislative Highlights
Need for More of a Level Playing
Field for Independents

Like it or not, what happens in
Washington, D.C., impacts every independent dealer owner and his or her
employees, and at last month’s NOPAOFDA Legislative Conference, virtually
every session made clear just how
significant that impact can be.
Featured speaker Rep. Nydia Velázquez
(D-NY) painted a depressing picture of
the way small business is currently excluded from opportunities in the government market, despite the existence of
small business purchasing goals for
virtually every government agency.
Velázquez, chair of the House Small
Business Committee, told association
members that while 99% of businesses
in the U.S. are small businesses, fewer
than 23% of government contracts
reach these businesses.
Other sessions during the conference
underscored the need for more
equitable treatment of small business.
Dealers told Michael Sade, assistant
commissioner of GSA's Federal
Acquisition Service, that their larger
competitors are gaining contracts
worth millions that were originally set
aside for small business by the use of
small business pass-throughs and front
organizations.
Attendees also heard updates from
congressional and other speakers on
Federal Prison Industries Reform, the
JWOD program and Small Business
Health Plans.
For more information, contact NOPAOFDA’s Alexandria headquarters (PH:
800-542-6672; www.nopanent.org or
www.ofdanet.org).

NOPA, ActionEmco Join Forces to
Offer Membership Opportunity

In other NOPA news, the association
and wholesaler ActionEmco have
announced a new arrangement by
which all first-call ActionEmco dealers
will pay a special group discount rate
for NOPA membership, offering a
significant savings over the regular
member dues rate. In addition, those
dealers who join or renew membership
in NOPA and participate in the 2007
NOPA Dealer Financial Comparison
survey will have half of their 2007 NOPA
membership dues paid by ActionEmco.
TriMega Names Foss Jones
New Chairman of the Board,
Hosts Eleventh Annual
One-On-One Meeting

Foss Jones, president of Jones & Cook
Stationers, McAllen, Texas, has been
named chairman of the board of
TriMega
Purchasing
Association.
Jones, who has served on TriMega’s
board since its merger with National
Purchasing Association (NPA) in 2002,
succeeds past chairman Lyle Dabbert
of Brown & Saenger in Sioux Falls,
South Dakota, whose term expired in
April. Other changes to the TriMega
board of directors include:
• Lyle Dabbert was named to the position of
immediate past chairman.
• Dick Dodge of T.H.E. Office City, Redwood City,
California, was named vice chairman, replacing
the position left vacant by Foss Jones.
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NEWS
If you have good news to share - email it
to Simon@IDealerCentral.com

• Wayne Stillwagon of Miller’s Office Products,
Lorton, Virginia, was named treasurer.
• Mark Porter, Porter’s Office Products, Rexburg,
Idaho, was named secretary.
• Steve Danziger, AAA Business Suppliers &
Interiors, San Francisco, was elected to a threeyear term as a new member of TriMega’s board.
• Dale Bloem of Old Colony Stationery in
Whitinsville, Massachusetts, whose term on the
board expired in April, was recognized for his
years of service.

“We take great pride in the fact that
TriMega most certainly is a dealerdriven association,” said TriMega
president Charlie Cleary. “We welcome
Foss in his role as chairman and
sincerely appreciate the contributions
of all past and current board members,
volunteers and committee members.” A
complete listing of TriMega’s Board of
Directors can be found by visiting
www.trimega.org/team.
In other TriMega news, business
owners from more than 40 of the
organization’s largest dealerships and
national representatives of 35+ industry
suppliers met recently in Palm Springs,
California, for the organization’s 11th
Annual One-on-One Meeting. The event
featured a series of individual business
development
meetings
and
comprehensive business reviews
between participating dealers and
manufacturers.
Also at the meeting, TriMega
recognized Sanford Brands as the
winner of its “Dealer’s Choice” Award,
for 2006. Recipients also of the 2005
Award, Sanford was recognized by
TriMega members for providing
outstanding support during 2006 in the
areas of competitive pricing, support
for bids, service levels, strong customer
service, effective local representation,
and creative marketing support.
continued page 10
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Introducing our new Smead FasTab™ Hanging Folders. It has a large, durable
built-in tab so you don’t have to mess around with plastic tabs and tiny labels.
It’s easy to write on and read, it’s compatible with standard file folder
NEW
™
labels, and it’s stronger than ordinary hanging folders.
It’s everything you need to work better. No plastic required. BUILT-IN TAB

FasTab

www.smead.com/fastab

© 2007 Smead Manufacturing Company. Patent Pending.
FasTab is a trademark of Smead Manufacturing Company.
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Industry News
In addition, the group presented several
special dealer awards for outstanding
support and growth in purchases of
TriMega supplier products during the
past year. Awards went to Rudolph's
Office & Computer Supply, Suburban
Stationers, Inc, and Garvey's Office
Products for greatest percentage
growth, while Gulf Coast Office
Products, A-Z Office Resource Inc, and
Guernsey Office Products were recognized for the greatest dollar growth.
Next year’s meeting will take place April
20-24 at the El Conquistador Resort and
Spa in Puerto Rico, TriMega said.
INTEC Honors Azerty, Imation as
Distributor, Vendor of the Year
Computer supplies and imaging dealer
group INTEC recently presented
technology distributor Azerty and
storage media manufacturer Imation
with its top honors in recognition of their
customer service, support and quality.
Azerty was named INTEC’s 2006
Distributor of the Year, while Imation
received honors as 2006 Vendor of the
Year. The awards were presented at
INTEC’S 20th Annual Show in April. Also
at the meeting, INTEC marked its 25th
anniversary as a buying/marketing
group.
AOPD Sets Feb Dates in Florida
for 2008 Annual Meeting
American Office Products Distributors,
Inc. (AOPD) has announced its 2008
Annual Meeting will take place February
18-22, at the Sandpearl Resort in
Clearwater Beach, Florida.
ECI2 Reports
First Quarter Sales Growth
It’s been a busy few months for dealer
technology
provider
eCommerce
Industries (ECI2). The company reported
it sold 24 new business systems during
its first quarter, a 140 percent increase
over the same period last year. The
majority of the growth occurred in the
office products and office furniture
industries, ECI2 said. Separately, ECI2
announced the release of new software
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features for dealers who buy from
wholesaler S. P. Richards for both its
DDMS and Britannia subsidiaries.
Dealers utilizing ECI2’s new ecInteractive
web storefront will be able to take
advantage of S.P. Richards’ new
Enhanced E-Content, enhancements
designed to provide a dealer’s online
customers with quicker and more
intuitive product searches, productspecific images, cross sell and up sell
suggestions and improved categorization. In addition, DDMS and its parent
company will also be rolling out
enhancements to its Ensite Pro business
system software and the ECI2 Private
Supply Network (PSN) that will enable
dealers to download electronic credit
memos, freight charges, and advance
shipping notices (ASN) from S.P.
Richards via the Internet.
For Britannia dealers, the latest version
of the BritLink5 web storefront also
supports S. P. Richards’ new Enhanced
E-Content. Also, the newest version of
its BritNet business system will allow
dealers to download electronic invoices
from multiple S. P. Richards accounts,
automatically place items shipping from
alternate warehouse locations on hold in
receiving, and provide more options for
posting downloaded invoices to
accounts payable.
S. P. Richards Promotes Bryan Hall
to South Central Division Vice
President
S. P. Richards has promoted Bryan Hall,
most recently manager of the wholesaler’s Chicago distribution center, to
south central division vice president. In
his new position, Hall will be responsible
for S. P. Richards’ Dallas, Houston,
Austin/San Antonio and New Orleans
distribution centers. Hall will be based in
Dallas, Texas.
LagasseSweet Names
Paul Barrett VP of Sales
LagasseSweet, the jan-san arm of
United Stationers, has named Paul
Barrett, an industry veteran who spent
17 years in various senior sales and
management positions with ACCO
Brands, its new vice president, sales.
Barrett will be responsible for directing
INDEPENDENT DEALER

the LagasseSweet sales organization
including field sales, national accounts
and customer service. He will be based
out of the LagasseSweet corporate
headquarters in Deerfield, Illinois.
ActionEmco Names Paar
VP of Product Management

ActionEmco’s new VP of product
management Rob Paar
Wholesaler ActionEmco has announced the promotion of Robert Paar to vice
president of product management. Paar,
a 16-year industry veteran who has been
with the company for over seven years,
will have overall responsibility for
purchasing, dealer and end-user pricing
strategies, and will coordinate all data
for E-Content release. He will also
oversee the product file and the
functional areas that use the data daily.
Investment Group Acquires Mayline
Baird Capital Partners (BCP), the USbased buyout fund of Baird Private
Equity and Robert W, Baird & Co., has
acquired the Mayline Group, makers and
distributors of office furniture under the
Mayline, Tiffany Industries and KwikFile brands.
“For the last 30 years, we have been
owned by the Barancik family and we
are ever appreciative of the outstanding
support we received from Charles
Barancik through his many years of
ownership,” said Mayline CEO Paul
Simons. “This transaction however
represents the exciting next step for the
Mayline Group. We look forward to
working closely with Baird Capital
Partners as we accelerate our growth
plans and continue our legacy of
innovation in the contract furniture
industry.”
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How many software packages
do you need to run your business?

One.
Why waste time and money
trying to connect multiple software packages?
Britannia offers a complete solution
for ofﬁce products dealers in ONE powerful package.
Complete ofﬁce products business system
Customizable Web storefront
Retail point-of-sale

See BritNet at
S.P. Richards’ 2007 Advantage
Business Conference and Exposition,

Booth #806

Inventory tracking
Fully integrated accounting and reporting
Machine & furniture capability
Industry-leading service and support
Software that grows with your business
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Vision 2007

Report
United’s Vision 2007
Show Finds Dealers
Upbeat and Optimistic
For anyone looking to take the pulse
of the independent dealer community, the
place to be last month was Las Vegas,
site of wholesaler United Stationers’
Vision 2007 National Dealer Forum.
From the opening night’s Welcome
Reception through to the closing night’s
Gala Dinner, the energy level was high
and the overall mood was distinctly
upbeat, as more than 2,300 dealers and
their business partners gathered for three
days of industry education, networking
and a trade show that featured over 100
vendors and a product mix that included
IT, janitorial and break room products in
addition to more traditional office supply
and furniture categories.
At the event’s General Session, United
Stationers Supply president Cody Phipps
provided even more evidence of
optimism within the dealer community
when he reported on the results of a
recent dealer survey by United.
Fully 48 percent of dealers surveyed,
Phipps reported, expected sales growth
of 7-15 percent in the coming years and
74 percent described business prospects
as either excellent or good.
But with the positive news came a
realistic assessment of the challenges
facing the dealer community going
forward. United Stationers president and
CEO Dick Gochnauer warned of growing
competition from the power channel for
the dealer’s traditional customers and
increasing pressure on dealers to
upgrade their technology base.
“The power channel is winning small
and medium size business market share
and we need to reverse that trend,”
JUNE 2007

Gochnauer told dealers.
Gochnauer
said
the
independent dealer channel
is in a long-distance race
and must collectively become
world-class in critical areas
such as pricing, consumer
independent dealer channel.
marketing and technology.
“Technology is vital to our future and it
He said dealers and their partners must always will be,” he maintained.
become as sophisticated at pricing as
He said progress has been made on
their power channel competition. They the technology front overall since United
must be able to mine consumer and SAP announced their joint techpurchasing data more effectively and nology initiative at the last Vision
manage margins better, by finding more conference but that the industry is still not
cross-selling and up-selling opportunities. where it needs to be.
Gochnauer urged dealers to become
He said the new initiative had taken
more aggressive marketers and focus on longer and cost more than originally
increasing their overall share of their anticipated but that given the
customers’ business. “It’s
all about information
and data on your
customers,” Gochnauer
argued, “so that you can
target existing customers
and prospects with
highly focused campaigns
just like the power
channel.”
Access to enhanced
digital content is also
critical to the dealer’s
future success, Gochnauer No wonder Bruce Howe of Del Mar Office Products (second from left
between Penn and Teller) is smiling—he’s just won the Vision 2007
contended. He said that Grand Prize of a Saturn Sky convertible! Far right is Jeff Jollay, VP of
as one key area of sales for The HON Company, contest sponsors.
continuing development, United has complexities of the industry, this was not
already revamped its approach to surprising. “The industry has a very
product photography on some 38,000 complex model, but you’ll find the wait has
items, and other enhancements to been worth it,” Gochnauer told dealers.
content continue to be made. The result
In addition to the General Session,
will be a more robust database of product which featured NFL football legend Mike
information to help independents com- Ditka as guest speaker, the Vision 2007
pete and generate higher sales.
program also included a variety of
In his presentation, Gochnauer seminars on key dealer topics and
repeatedly stressed the importance of a entertainment at the Gala Dinner from
strong technology base for the comedy illusionists Penn & Teller.
INDEPENDENT DEALER
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Last month’s “Last Word” about the allegedly pro-small business Chamber of Commerce and its sweetheart deal with
Office Depot hit a nerve with one of our readers. Here’s what he had to say:
Your article on the Chamber of Commerce’s lack of interest struck home. For years we were
members of local Chambers on Long Island. When we were forced to vacate our store
location, we became a “semi home based business with a small warehouse.”
I attempted at that time to join the local Chamber here in Northeast Queens and was told I
could not join because I was not technically a “business owner” with a store location. So
much for support for local business! The warehouse did not count because it was not my
physical address. My home was.
Gary Weinstein, President
Agnew Geisler Office Supplies, Flushing, NY

And we also heard another perspective on the manufacturer spiffs issue:
I just read your article “More Riffs on Spiffs” in this month’s issue, and while the salesperson
does bring up several good points as to why he should receive spiff dollars, I don’t think he
is looking at the full picture.
In my role as a regional manager with Office Furniture USA, I work with some dealerships
that allow sales people to fully participate with manufacturer spiff programs, and I work with
other dealerships that do not allow spiffs at all, so I do have experience with both sides. To
me the biggest reason for a dealership to not allow salespeople to receive spiffs is not
because they tend to direct what product is sold (although that is an issue that must be
considered), but because the salesperson is not the only person in the building that has an
impact on sales.
What about the project manager? What about the customer service team? What about the
installers? What about the dealer principal that is paying for all this to happen in the first
place?
If these groups don’t all get their jobs done, the customer ends up unhappy. Yes, the sales
person is the one who brings the customer to the table, but he or she is not the only person
involved in the sales process and is not the only one that should be awarded for their efforts.
The best solution in my opinion is for spiff dollars to go to the dealership where they can be
spread around more appropriately. I think the salesperson should get a good portion of the
spiff dollars he or she brings in, but others should be rewarded for their efforts too.
Jeremy Anderson, OF/USA Regional Manager
Birmingham, AL
Got something on your mind or want to comment on
something in this month’s issue. Just drop us a line.
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GOING GREEN
The environmental movement today is
no longer about tree-huggers and
enviro-maniacs. It’s far more about
responding to an increasingly frequent
requirement from corporations, nonprofits and government agencies of all
types and sizes.

point for obsolete computer equipment,
fluorescent bulbs and similar items.
They have received city-wide and
state-wide recognition for their efforts,
including the 2007 San Francisco
Small Business Award, the California
Governor’s Environmental and Economic Leadership Award, and the Waste
Reduction Award, the only retail office
supply store in the state to receive it.

In our industry, green activity has
historically been stronger on the
furniture side. Herman Miller, for
example, was talking about the
environment forty years ago. Today,
virtually all office furniture manufacturers have a story to tell about
conservation, use of recycled materials
and making products that maximize
health and safety in the workplace.

“We reduced our electricity use with
wind energy, recycled everything,
reduced our paper use and tried to
make our workplace as healthy as
possible. We then urged our customers
to do the same.”
In addition to cartridge recycling,
Waldeck’s also serves as a drop-off

Know What You’re
Talking About
“Business is booming and I give much
of the credit to what all our people have
learned about the environmental
movement, particularly as it relates to
LEED certification, and how all the
pieces fit together, not simply the
furniture segment,” states Marlaine
McCauley, president of Seattle-based
Apex Facility Resources.
McCauley explains how her organization has changed to meet the needs
of the marketplace: “We didn’t realize
how much we didn’t know until our
local city and county governments
mandated that any new building had to
be LEED-certified Silver. We worked on
several projects and muddled our way
through, quickly realizing we had a lot
of learning to do and quickly.”

Furniture dealers not only sell more
because they have a green story to tell,
but more and more frequently because
their products meet or exceed their
clients’ green requirements.
While most supply dealers have been
slow to respond to the green movement, there are exceptions. One dealer
doing it big time is Waldeck’s Office
Supplies in San Francisco. “Several
years ago we decided to do everything
we could to make our retail store and
our online business as environmentally
friendly as possible,” says owner Cliff
Waldeck.

can step in and help clients in ways that
go far beyond the traditional interior
design offerings.”

Sedgwick Business Interiors, a Herman
Miller dealer in Syracuse, New York, is a
major player in the environmental
movement in upstate New York.
“Recently we were asked to partner
with Cornell University in the planning
of a new ‘Center of Excellence’ Green
building,” says owner and president
Doug Sedgwick.
“We are helped in our efforts by the
Herman Miller reputation as well as our
own, but it’s still a tough sell, because
many architects and contractors still
believe, mistakenly, that LEED-certified
buildings (Leadership in Energy and
Environmental Design) cost considerably more to construct. Sometimes
it’s simply a lack of knowledge of how
to proceed. That’s where our people

McCauley brought in an outside
consultant and trainer to educate her
team, not only on what LEED is all
about, but also to bring them up to date
on the entire green movement. “Several
of our people are studying to take the
LEED exam,” she says.
In addition, Apex is forming a new
organization, the Green Resource
Council of the Northwest, designed to
bring together all those interested in
learning about green issues, including
contractors, manufacturers, manufacturer
reps and other interested parties.
“The idea is that it will not only be a
learning group, but also a group that
architects, designers and contractors
can turn to for help,” she explains.
Three workshops are already planned
for the year.

continued See GOING GREEN page 16
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GOING GREEN
Apex is becoming well known for its
environmental efforts in the Seattle area.
They do furniture liquidation and disposal,
with nearly 100 percent recycling of
material. They’re also doing their part by
reducing electricity use with motiondetection lighting throughout their facility,
and are in the process of switching their
truck fleet to biodiesel fuel.

How Green are
Your Products?
“Clients are getting more and more
knowledgeable about the green
aspects of the products we sell,” states
Jim Ling, Office Furniture Interior
Solutions (OFIS), Houston, Texas.
“Simply talking about recycled content
of your products won’t get you very far
these days,” he says.
OFIS trains their people
to stress the environmental aspects of
what they sell, but
is always on the
lookout for products with a strong
green message.
The search for
more green products
is not limited to
furniture dealers. Many
office supply dealers I talked with would
like to offer more “very green”
products—items that stand out among
all the others they sell. “As more and
more manufacturers talk about recycled
content and other green aspects of
their products, the more difficult it
becomes for us to sort it all out, and
recommend one item over another
similar item,” says Bob Herman, CEO,
BuyOnLineNow.Com, Rochester, MN.
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Visitors to the BuyOnLineNow web site
find a “Go Green” list with some 1,600
items, broken out by product category,
such as Binders and Notebooks,
Calendars & Organizers, Storage and
Mailing, etc. Customers can click on
“Green Manufacturers” and review a list
of more than 50. They’re also asked to
suggest green items that the dealer
should carry in stock.
“We were surprised and pleased at the
response to our green initiative,” states
Herman. “We’re having an 8 to 10% sales
increase monthly on these products, and
I would like to see more emphasis on
green by manufacturers and wholesalers,” he said.

The Race is On
Dealers tell me more and more factories
and large corporate offices are now
operating under green mandates for
their supplies, furniture and equipment
purchases. Conservation is also stres-
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sed, particularly reducing paper files
and lowering electricity usage. The Big
Boxes are not sitting still either, with
each of them offering a growing
assortment of both manufacturerbranded green products and their own
private label products.
There’s every indication that the green
market is heating up and becoming
more and more a part of mainstream
business life. So far, however, it seems
too many dealers have been largely in a
reactive mode and have done little
more than respond to customer
requests.
Clearly, greater efforts will be needed to
make
the
most
of
emerging
opportunities with green products and
services. The demand is there and
growing. The question is, Who’s going
to meet it?
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Goals, Goals
and
More Goals
How the Federal Government
Hurts Small Business
by Paul A. Miller
If you’re a small business trying to do
business with the Federal government,
you don’t need me to tell you it isn’t an
easy process. But what makes it even
harder on both the agencies and the
small businesses themselves are the
growing number of small business
classifications now in use in the system,
particularly when there are simply not
enough contracting dollars to go around
for all of them.
Having so many different small business
classifications has caused so much
confusion and abuse in the system. I’m
always amazed at the calls I receive from
office products dealers who tell me they
have a certain small business classification and maintain that the government
should buy from them as a result. Their
logic always leaves me shaking my head.
As a business owner, you have to
remember no one owes you anything. It’s
simply a myth that somehow the Federal
government owes you its business if you
are women-owned, veteran-owned, or a
HUB Zone firm. You may even be all of
the above, but that still doesn’t mean the
Federal government owes you a
contract.
Too many small businesses today still
believe that if they get a GSA Schedule,
the Federal government will come

knocking on their door, checkbook in
hand. This is another myth.
Small businesses have to treat
contracting with the government just like
they would treat their commercial
accounts – you have to pursue them! If
you expect the government to find you,
then you will be waiting a long time.
There are too many savvy small businesses already selling office products
that will get the business because they
are actively pursuing it.

Too many obstacles
As a small business, you already face too
many obstacles to successfully doing
business with the Federal government.
The last thing you can afford to do is
build your government sales program on
the idea that the government will buy
from you simply because you meet
certain small business criteria.
On the contrary, you have to be
aggressive and pursue this business
twice as hard as you pursue your
commercial business. The reason? You
are dealing with a flawed government
contracting system for one thing.
Secondly, you are playing on the basis of
a complex set of rules that doesn’t
always reward “best value” or even the
best qualified vendor.

As more small businesses jump into the
Federal government market, the more
proposed rules we are seeing that try to
help them. In theory, this should be a
great help, but like anything in the
government, the devil’s in the details.
In my years of experience in this arena,
I’ve found that all too often, the more
government tries to fix things, the more
they seem to make things worse. I
applaud efforts by those members of
Congress who are fighting hard to create
new rules to help small businesses
compete on a level playing field.
That’s not where the problems arise.
Rather, they come from those in charge
of implementing these rules. More often
than not, they implement them in a way
that is contrary to what Congress
intended and result in a system that is
actually more complex instead of easier
and more efficient.
Under current statute, federal agencies are
required to meet a 23% small business
goal when awarding contracts. This goal
could be set as high as 30% if the Senate
follows the lead of the House and passes
legislation currently under consideration. It
is my hope that the Senate will take this
legislation up in September when they
return well rested from their month-long
summer recess.
continued on page 18
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GOALS, GOALS
Too many goals
But even if the government does adopt a
higher small business goal, we will still
have the same problems we have today.
Why? Because the 23% requirement
now in effect contains subdivisions that
impose further goals on federal
agencies.
Under current Federal Acquisition
Regulations (FAR), agencies must meet a
4% 8(a) goal; a 5% other small disadvantaged business goal; a 5% womenowned business goal; a 3% HUB Zone
business goal, and a 3% servicedisabled veteran-owned business goal.
There’s also the historically black
colleges and universities goals; research
and development awards to small
business goals; Native-American owned
goals; and Alaskan-Native owned goals.
With so many goals and not enough
contracting dollars to go around,
agencies are put in a tough spot trying to
figure out who should be awarded
contracts. Too many contracts today are
awarded not because a company is the
most qualified or provides the “best
value,” but instead, because of what
small business classification they fit into.
That’s not a good system for small
businesses and not a good system for
the American tax-payer.
I’m not proposing the federal government shouldn’t do all it can to do more
for small business. But the system the
federal government has created forces
agencies to meet unreasonable goals
and promotes unethical business
practices.
There’s something wrong when we see
agencies approaching small businesses
and telling them that if they want certain
contracts they must hire someone who
will help the agency meet a specific
criteria they need to meet.
For example, if an agency has met its
women-owned goals but not its veteranowned goals, they will tell small
businesses to hire a veteran so they can
get the business. This has become a real
JUNE 2007

problem and has the potential to create a
corrupt system of doing business with
so-called small businesses.

whether they are women-owned,
veteran-owned or a HUB Zone small
business.

Fortunately, there is an easy solution to
stem this possible corruption and help
agencies do a better job of meeting their
statutory goals. Why not just have one
single small business classification?

If you simplify the process for small
businesses and the agencies, you will
see small business awards increase.
Small businesses have proven they can
meet the needs and demands of agencies, but the current system makes it
hard for agencies to go out and contract
with legitimate small businesses.

Too many classifications
Let’s be honest. The government isn’t
doing a very good job meeting its goals
now. Adding all sorts of subclassifications only makes it even harder
and less likely that an agency will meet
its goals.
We can simplify things for everyone by
going to a system that promotes small
business as a whole. I’m not saying
eliminate the classifications; just don’t

The federal government needs to
simplify things by creating one single
small business classification that will
make it easier for legitimate small
business to compete; make it easier for
agencies to award contracts to the best
qualified vendor, and put a stop to the
corrupt practices of awarding contracts
to a person because they were hired or

How Much Government Business Currently Goes to Small Business?
Federal government agencies have a 23 percent mandated small business contracting goal but that goal
has not been met for the past six years, according to an annual report published by Democrats on the
House Small Business Committee.
And while overall federal spending on government contracts rose by seven percent in the government’s
last fiscal year, contracting dollars that went to small businesses increased by only two percent,
according to the report.
The actual small business
achievement rate for the
government for 2005 was
the lowest since House Small
Business Committee staff
started tracking it in 1999
and represents $4.5 billion in
lost contracting opportunity
in the past year alone.

FY
FY
FY
FY
FY
FY
FY

2005. . . . . . . . . . 21.57%
2004. . . . . . . . . . 22.44
2003. . . . . . . . . . 22.68
2002. . . . . . . . . . 22.62
2001. . . . . . . . . . 22.81
2000. . . . . . . . . . 22.26
1999. . . . . . . . . . 23.14

Source: Scorecard VII, published by the House Small Business Committee Democratic Staff. July 2006.

require agencies to meet certain
percentages within each classification.

started a company because they meet a
certain classification.

If a contractor wants to award its
contract to small business, then let them.
Don’t force them to break the award
process down further by trying to fit into
a specific classification, where there may
not be a legitimately qualified small
business to meet the agency’s need.

By operating under the current system
the government is promoting unethical
behavior and almost daring small
businesses to break the rules in an effort
to gain contracts. More doesn’t always
mean better and the current approach to
giving small businesses access to
federal contracts is a perfect example of
this. It’s time to simplify the process.
Fewer business classifications will mean
more help for legitimate small
businesses of all kinds.

At the end of the day the government
pays more because they will likely have
to spend more time and resources
searching out small businesses that
meet certain goals. Let’s simply award
the contract to the small business in the
best position to meet the agency’s goals,
INDEPENDENT DEALER
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Why Your

Dealership
Should Care About the
Law of Unintended
Consequences
by Tom Buxton
My mother never allowed me to own a
BB gun because she understood the
clumsiness of her son and the Law of
Unintended Consequences. This law
states that our actions can often have
repercussions we could not have
predicted and would not have intended.
I can hear you saying, “Thank you, Tom,
for the intellectual primer, but what has
this got to do with the world of
independent office products dealers?”

Let me explain!
Last year, Office Depot bought Allied
Office Products, assuming that it could
retain most of the reps and all of the
business. For whatever reason, many of
the reps and much of the business
slipped away to independent dealers.
And when those reps left Allied/Office
Depot, they took more than just their
current office products customers with
them. They also took their passion for a
product that most office products
dealers don’t sell.
This particular product was responsible

for between 10 and 20% of Allied’s
overall sales and was the fastest
growing portion of their business. The
product itself is more “romantic” and
engaging for executives than office
products will ever be and that allowed
Allied’s reps to “move up the food chain”
within the companies they called on.
Even more appealing, margins on this
product averaged 10-20% more than
what is normal in the office products
channel. What is this product that the
former Allied sales reps have brought to
continued on page 20
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Consequences
the independent channel and helped
start new sales “percolating?” You get
no prizes for guessing what ex-Allied
sales folks are passionate about selling.
It’s coffee!
Office Depot never intended its
purchase of Allied to cause coffee sales
to grow in the independent channel. It
happened as an unintended consequence.
Hundreds of independent dealers in
cities from New York to California are
rolling out coffee service, because they
have hired former Allied sales folks who
already had seen the power and
profitability of selling coffee.
Those reps have pushed their new
employers to research the possibilities
with amazing results. Most of these
dealers have invested in one-cup
systems from distributors like Keurig

and Coffee Mate, with the support of
major coffee roasters like Timothy’s and
Green Mountain.
This is great news for our channel and
could be extremely beneficial for your
dealership as well, but let me caution
you about a few things. First, Office
Depot and the rest of the power channel
have also noticed the margin potential of
this category. Depot has just announced
a new program that will feature Keurig,
as have Staples and W. B. Mason.
In my opinion, it will be very difficult for
them to provide the service necessary to
gain a major foothold in the space, but
they are investing a significant amount
of money to make it work.
The big boxes understand that selling
coffee will require a significant
investment of capital, and independent
dealers must acknowledge this fact as
well. To be successful in the coffee

space, your company will need to buy
inventory, understand the servicing
component and invest time in training
the reps.
Research the possibilities and pitfalls
carefully before you decide to move
forward, but if you are looking to expand
your sales into an exciting and high
margin field, consider coffee.
Thanks to the passionate reps from
Allied, we all have the chance to expand
our service to customers and raise our
margins.
If you have questions, contact Keurig,
Java One, Timothy’s, Green Mountain,
your wholesaler or one of the other
roasters in your area. If you cannot find
anyone to speak with about coffee, drop
me an email at tom@interbizgroup.com
and I will connect you with someone
who can help you.*

*Please note: This is the only column I have written for INDEPENDENT DEALER on a topic where I could be considered to be biased by a
business relationship. In the interests of full disclosure, I must note my involvement in rolling out one-cup coffee service to office product
dealers through Timothy’s coffee. With or without that involvement, the fact remains: Coffee service is providing new sales and profit growth
for independents throughout the country. If you aren’t one of them yet, now’s the time to find out more.
Tom Buxton is founder and CEO of InterBiz Group, a consulting firm that works with independent office products dealers to help increase
sales and profitability, For more information, visit www.interbizgroup.com.

EXTREME MAKEOVER.
FixMyStore.com!

NEW STORE • REMODEL • MERCHANDISING • INVENTORY
CONTROL • MARKETING • STORE LAYOUT • REALISTIC IDEAS

toll free: 1-888-594-8111 • www.FIXMYSTORE.com

e-mail: info@fixmystore.com • Orlando, FL USA!

Competition is getting tougher every day!
Get REAL advice from the experts and
discover how you can face it head on
and succeed!
Superstores a problem? We have
proven methods you can use to leverage
your customer service edge and product
mix to compete successfully.
Whether it’s a brand new store, a
simple remodel or just some ‘tweaking’ –
Larson and his team of professionals will
be there to help you maximize your retail
investment quickly. WE DO NOT SELL
OR REP ANY PRODUCTS. We’ve been
advising independent retail dealers on
EVERY aspect of their operation for over
35 years, to GUARANTEE your success!

Partners for retailing excellence with independent dealers throughout North America, the Caribbean and Worldwide for over 35 years
JUNE 2007
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Making the Most of

Opportunities
in Healthcare
by Brian McLaughlin

Healthcare, in the eyes of many
economists, has been the strongest
growth segment in the entire economy.
Hospital construction alone will top $26
billion in 2007, with interior furnishings
expected to account for an additional
2.5 to 3% of total construction dollars.

that are most important … comfort,
function, image, price, etc.

In cities such as Cleveland and Detroit,
healthcare is by far the largest employer
and these statistics, as well as the
growing demand for healthcare services
from the 77 million aging baby boomers,
make it easy to see why everyone wants
a “piece of the action.”

In addition, they will need to dedicate the
proper sales staff and service staff and
have management willing to provide the
discipline and follow through needed to
execute a well thought out healthcare plan.

Currently, however, it’s fair to say there
are only a limited number of strong
contract dealers adequately equipped to
capitalize on the healthcare opportunity.
It is also safe to say that the dealers who
are currently enjoying this growth have
been entrenched in the market and
providing both proper products and
excellent service for many years.
We can also assume they have a very
strong relationship with their healthcare
customers and a complete understanding of their healthcare clients’
mission, function and working operations,
including all of their specialties.
Walk with them through the hallways of
a hospital client, for example, and you’ll
hear them on a first-name basis with
department heads and most staff.
These relationships weren’t developed
overnight.
Dealers who wish to enter the healthcare
area in a meaningful way must be
prepared to make a significant long term
commitment, as well as a substantial
investment in gaining in-depth knowledge of the healthcare industry and its
nuances.

Almost every contract dealer in the
country wants their share of the growing
healthcare market. And in light of the
massive amount of money currently
spent on providing healthcare in the
U.S., it is easy to understand why.
JUNE 2007

They must become students of the
industry and learn the language, mission
and function of their potential clients.
Most importantly, they must gain an
understanding of some highly specialized furniture needs and become familiar
with the differences from department to
department and the specific features
INDEPENDENT DEALER

It’s also important to partner with
vendors who can support the furniture
requirements in the dealer’s target
institutions from front to back, i.e., from
image to function.

Today’s hospitals are acutely aware of
their own competitive pressures and that
means they will be particularly
responsive to the value proposition
contract dealers can offer.
Professionally designed and specified
furnishings are among the most
important elements when it comes to
providing a warm, caring atmosphere
that will make patients, visitors, and
medical staff both comfortable and
confident in the institution. It also
insures that patients will opt to come
back when the need arises.
Put all these factors together and there
is no question that a well-planned
expansion or entry into the healthcare
market could provide significant return
for most dealers. But dealers must do
their homework prior to launching.
Who are the potential customers? Are
they hospitals, medical office buildings,
clinics, etc? Who is the competition?
What products do I need? What physical
and financial resources will be required?
And most important of all, how can we
convert this potential opportunity into a
successful expansion of our business?
Answering questions like these takes
work and commitment. But finding the
correct answers leads to some of the
most exciting growth opportunities for
any dealer today and into the near-term
future.
Brian McLaughlin served as national sales manager
for Lay-Z-Boy Contract before setting up his own
consulting business. He may be reached at 734 516
9065 / brian.mcl@comcast.net.
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2007
NeoCon
Preview
2007 NeoCon
Runs June 11-13
in Chicago
For the office furniture industry, June typically means just one thing: time to head for Chicago for the annual NeoCon
World’s Trade Fair. This year’s event runs June 11-13, and more than 1,200 companies will be on display before an
anticipated turnout of some 50,000 attendees, most of whom will be heading for the same elevator as you!
Logistics aside, NeoCon offers a great opportunity to take the pulse of the office furniture business, see the very latest
products and design trends and catch some solid, dealer-focused educational seminars. Here’s a brief overview of the
dealer side of this year’s NeoCon program.

Dealer Education
Monday, June 11
11 am - noon: Big Deals and New Markets
Speaker: Rex Miller, USPTA, author, Millennium Matrix, South Lake, Texas
Get the mindset and strategies for finding and securing big deals and developing new markets.
Discussion includes developing expertise in a specific market and leveraging that expertise to gain
increased market share, higher profits and security in an uncertain economy.
2:30 - 3:30 pm: Dealer Project Management: Functional Perspectives With A Profit Emphasis
Speakers: Barry Coyle, principal, Solomon Coyle, LLC, Alexandria, Va.
David Solomon, principal, Solomon Coyle, LLC, Alexandria, Va.
This session explores the best project management practices and key processes that help dealerships
function at a higher level. Discussion includes the three core principles of project management: managing
the project, the client and the contract.
4 - 5 pm: Beating the Commodity Oddity
Speaker: Peter Otterstrom, CEO, Human Energy Associates, Bethel, Conn.
This workshop-based process provides a structure for understanding and resolving the risks involved for
today’s facility investment decision makers. Learn what most decision makers are afraid of and gain a new
guide/structure for defining and documenting a wise investment.
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esigns for Inner Space Comfort

The SPACE seating
collection features
contemporary design and
ergonomic engineering to
enhance the setting in any
ofﬁce. From executive to
guest chairs, the SPACE
collection also offers more
than 50 styles to choose from
to maximize one’s inner
space comfort.

By Ofﬁce Star Products
www.ofﬁcestar.net • 800.950.7262

Explore SPACE #8-1042 during Neocon to experience
a higher level of comfort

Preview
Dealer Education
Tuesday, June 12
9:30 - 10:30 am: Re-Thinking New Business Development and Sales Management For Long-Term High
Performance
Speakers: Barry Coyle, principal, Solomon Coyle, LLC, Alexandria, Va.
David Solomon, principal, Solomon Coyle, LLC, Alexandria, Va.
Take your new business development efforts to the next level by learning the latest sales management
practices. You’ll take away descriptions of new business development specialists, rainmakers, senior
selling teams and how to compensate new business developers.
11 a.m.–Noon: The Changing Marketplace: Selling to the Generations
Speaker: Terri Maurer, FASID, principal, Maurer Consulting Group, Akron, Ohio
In order to provide better services and products to your clients, you must be able to identify the different
needs and wants of multiple generations in the market place. In this session you will gain useful tools to
stay ahead of your competition.
4–5 p.m.: Participating in the Evolving Office Furniture Industry Business Model
Speaker: Joe Schmieder, principal, MVA Business Development, Ada, Mich.
This session provides insight into the evolving office furniture industry business model and the changing
roles of dealers, reps, general contractors, end-users and architects and suggests how organizations
might adjust to keep up with industry changes.
2007 OFDA Dealers’ Choice Awards
Also of note, the Office Furniture Dealers Alliance (OFDA) will announce its 2007 Dealers’ Choice Award
winners, highlighting industry manufacturers voted on by dealers in the association’s annual Dealer
Manufacturer Satisfaction Index Survey.

NeoCon NeoCon
NewNew
Products
Products PreviewPreview
While it’s the big contract manufacturers that typically grab the headlines at NeoCon, there’s plenty of outstanding design
and innovation to be found in the unaligned office furniture world. Here are just a few of the new items that will be on
display later this month at the Merchandise Mart.
MENDOCINO FROM OSP FURNITURE, AN OFFICE STAR PRODUCTS BRAND,
features unique high-gloss, glass-like finishes, developed with both special
machinery and hand-polish operations, resulting in elegant executive office
casegoods. All OSP Furniture is available in stock for immediate availability and
backed with ten-year limited warranty.
NeoCon Showroom: 8th Floor, Booth 2052

SASSY™ BY SAFCO, The Sassy™ Chair is a new way of
thinking about the way you work. It’s a clever elegance,
revealing illusive charm and challenging your standards.
With Safco, anyone can create a working environment for the
infinite styles of working personalities.
NeoCon Showroom: 3rd Floor, Suite 331

JUNE 2007
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Compose your space.
Three steps in the right direction = easy. The alluring, new Rumba by Safco™, introduces flexible
design for the multitude of workplace settings, getting everyone into the full swing of things
quickly and easily. Reconfiguring your environment has never been so simple.

Anyone can learn these moves.

Preview
MAX FROM SPACE, AN OFFICE STAR PRODUCTS BRAND, is a
new full-featured, full-functioned executive ergonomic chair from
SPACE that includes new patented 4-way
adjustable arms and a fully-adjustable
mechanism that offers independent seat and
back angle adjustment; seat slider; seat height
and tilt tension adjustment; and back height
adjustment. SPACE offers a complete
line of innovative ergonomic office
seating with immediate availability and
limited lifetime warranty.
NeoCon Showroom:
8th Floor, Booth 1042

THE HON COMPANY’S
F3 SEATING LINE is now
available in a revolutionary
new material called ilirastretch. This innovative
material features a threedimensional knit with an
open weave pattern, which
allows for enhanced airflow,
resulting in a more
comfortable sitting
experience. The HON
Company is the only U.S.
furniture manufacturer to offer the unique ilira-stretch fabric in its
product line.
NeoCon Showroom: 11th Floor, Suite 1130

ABERDEEN SERIES BY MAYLINE GROUP is a high-end line of
laminate casegoods that combines fashionable aesthetics and
unparalleled quality. It also features substantial 1 5/8” thick work
surfaces and a transitional style, all with surprisingly affordable
pricing. Aberdeen will be available in the fourth quarter and will
be part of Mayline’s 72-hour Kwik-Ship program.
NeoCon Showroom: 11th Floor, Suite 1147

CHAIRWORKS’ AQUA II SERIES of office seating
comes with a unique "floating syncho" design.
The seat shifts synchronously with the contour
mesh back to achieve the optimal position
throughout the complete range of
motion. It is available in four models
with either a leather or fabric seat.
NeoCon Showroom:
10th Floor, Suite 166

GROUPE LACASSE’S
QUORUM
MULTICONFERENCE
COLLECTION redefines the
limits of versatility. For
conference tables, modular
tables or tables for training
applications, QUORUM
MULTICONFERENCE
collection provides absolute
freedom of expression.
NeoCon Showroom:
10th Floor, Suite 1042
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Installation made easy. Anywhere.

The First Network of Independent Installation Companies

Over 250 service providers offering trouble-free
ofﬁce furniture installation services throughout
North America.
A network of installation professionals
24/7 access to real-time project status information
Online quotes and bids
Consistent performance and service excellence nationwide
A one-stop solution for multi-location projects
National contract capability and experience
Moves, reconﬁgs, panel cleaning and more!
Call 1-888-GO-INSTALL Today or go to www.installnet.com

Preview
THE WESTBORO VENEER
OFFICE GROUP FROM HPFI
offers three ply radial cut veneer
available in Honey Cherry and
Rouge Mahogany. Features
include flaired top and base
molding, new tri-hutch with
etched glass doors, glass shelves
and accent lights.
Also from HPFI is the Claudia Seating
Group, an irresistible combination of
sweeping contemporary lines
combined with 60+ three day quick
ship fabrics.

INLINE SYSTEMS’
BOARDWALK
represents the most
versatile range of
components
available in
executive, thick-top
laminate furniture.
Choose from seven
wood-grain
laminates, with
matching, ribbed
edging or even
upgrade to high pressure laminate.
NeoCon Showroom: 8th Floor, Booth 4106

NeoCon Showroom:
8th Floor, Booth 2062

THE NTUNE CONVERSION
KIT FROM NEUTRAL
POSTURE allows existing
seating to be converted
into a complete stool that
will provide the first
integrated Stand/Sit
furniture system for the
office.

ASPEN FROM GLOBAL - THE TOTAL OFFICE
features sophisticated styling with all the
function in an ergonomic task chair.
Distinctive arms, a unique available
headrest, pleated back detail and
two back heights define
Global’s newest seating offering.
Seat upholstery and headrest
are available in 400+ Global
fabrics and leather color
options.
NeoCon Showroom:
10th Floor, Suite 1035

NeoCon Showroom: 10th Floor, Suite 10-153

FROM BASYX COMES A NEW MID-BACK MESH CHAIR that
features a double-layered seat cushion and
breathable mesh back. Also, a new Folding
Top Table that comes with space efficient
design to provide solutions from training
areas to
break rooms.

NeoCon
Showroom:
7th Floor,
Booth 4050

SCHWAB CORP.’S UL.
CLASS 350 2 HOUR FIRE
AND IMPACT RATED
VERTICAL FILE is the only
2 hour rated fire file on
the market that features
individually insulated inner
steel drawer liners that
encapsulate and protect
each drawer as a separate
fire resistant unit.
NeoCon Showroom:
8th Floor, Booth 1119
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Winning by Jack Welch
By Joe Garrigan, President
Garrigan's Office Plus, Springfield, OH
Jack Welch is one of the legends of modern
business, a visionary leader who transformed
GE from an old economy sleeping giant to a
dynamic new business worth nearly half a
trillion dollars. In Winning, Welch describes what
he learned in the course of over forty years with
GE and presents the processes and philosophy
that helped drive his success. Here are a few
key points that struck a chord with me:
1. There's not enough candor in the
workplace. Bosses don't give straight-betweenthe-eyes feedback so your people know what

JUNE 2007

they have to improve and where they stand in
the organization. There's too much sugarcoating. To get candor, you reward it, praise it
and talk about it ... even in an exaggerated way.
2. Assess employees in terms of
performance—the 20-70-10 principle. Twenty
percent of your staff are the star performers.
Make sure you treat them like stars, so
everyone in your organization knows it. Stars
can become monsters if you let them. You can
never be afraid of your stars; they can't hold the
company hostage.
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Seventy percent of your staff are dependable
but average in their performance. This group
needs training, goals and lots of positive
feedback. Some will actually rise to the star
level but in general this is your greatest
opportunity to raise the overall performance of
the company. Ten percent of your staff are the
ones with the underachievers/bad attitude. Just
fire them. It's time for them to find a career that
they can be successful in.
3. Get every brain in the game. Encourage
team building among your people and recognize
that people want the opportunity to have their
ideas, opinions, and feelings heard and they
want to be respected for their work and effort
and individuality.
None of us are ever going to grow our
businesses to a size or scale remotely
resembling GE but that doesn’t mean we can’t
learn from someone like Jack Welch.
I certainly didn’t agree with everything he had
to say but it was all very thought provoking and
there was much I could bring to my own
dealership. Someone else once described
Winning as a “savvy, engaging cubicle-toboardroom guide to success” and they were right!
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Culture, Values
and Behavior:
They All Tie Together
by Bill Kuhn

In

the past two issues of
INDEPENDENT DEALER, I
covered dealer culture, which is all
about your values, shared beliefs and
human behavior.
Your values are not merely some
idealistic words stated in a credo or
clever PR piece. Once again quoting
Marvin Bower, former managing
director of McKinsey: Culture and
values are, “The way we do things
around here.” It’s not what you say you
believe that matters; it’s what you do.
You can’t observe values by
themselves, you can only observe how
they are manifested—what is visible
and evident. And that’s behavior!
“Best-in-class”
companies
link
behaviors to their stated values. It’s
your behavior and that of your staff that
demonstrate your organization’s core
values. There is no way to measure your
dealership’s values other than by the
behavior of the individuals and groups
within the organization. Observation
and measurement of behaviors
(quantified in terms of intensity and
frequency) then become the basis for
personnel evaluation.
To be successful, there must be shared
beliefs and consistency of behaviors—
you can’t have your staff pulling in
different directions. Certain group
behaviors (not only of your managers,
but your entire staff) are essential to
support and enhance positive values
and a strong culture.

Supporting Strong Values

Robin’s consulting firm has developed
several hundred behavior examples, which
are the basis of his CPI (Continuous
Performance Improvement) diagnostic
tool. He identifies six valuable steps (or
tasks) for you and your staff to
undertake:

Reflect on the behaviors that are
evident within your organization. Do
these behaviors support strong values
such as integrity in all business
dealings, respect for one another and
customers, trust, acceptance of
responsibility and accountability, excellence, and a strong desire to achieve
high standards of performance?

1. Identify your own current behavior
and performance, the 10 to 20
behaviors you currently use most
frequently on the job. He also
suggests that someone who works
closely with you identify the
behaviors he or she believes have the
greatest
impact
upon
your
performance.

Behaviors will—and should—differ by
job and responsibility. One job may
require detailed attention to planning
and meeting deadlines, another may
require skilled interpersonal relationships, still another involves ensuring
that processes and procedures add
value.

2. Acknowledge (accept) your current
behaviors and take full ownership of
them. Ownership forces you to think
about how to make these behaviors
visible to others.

In addition, behaviors must change as
times and situations change. For
example, in dealing with a problem
employee, there are times when
coaching and encouragement are
needed, and times when reprimand and
warning are best.
Robin Stuart-Kotze, an international
consultant to major corporations and
author of The Secrets of Successful
Behavior, made me better realize that
behavior — not personality — drives
performance.
Too many dealers place too much
emphasis on an individual’s personality.
For example, some dealers —
improperly — use the Myers-Briggs
personality type indicator to predict or
assess performance. It’s more appropriately used as a personality indicator
to facilitate communication, interaction,
and understanding, and not as a tool for
recruiting, performance evaluation, or
identifying behavior.

3. Identify what you can do differently
to improve your overall behavior. Also
think about the other things that you
should be considering that you’re not
focusing on currently.
4. Consider, accept, and integrate
your suggestions for behavioral
change. When these are your
suggestions, you’re more likely to
consider them seriously.
5. Align your behavior with your
organization’s values and objectives.
This encourages dialogue with
others.
6. Assess and measure your new
level of performance. And to make
performance improvement continuous,
complete the loop by periodically
going back to Step 1 and repeating
the process.

I will attest that focusing on overall
positive group behaviors and applying
Robin’s six steps will enhance your
culture, provide substance to your
values, and make the difference
between being an average or an
outstanding performer.

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant, writer, and speaker with over 35 years of industry experience. He consults
with dealer principals and their management teams in areas of strategic planning, leadership and organizational development, marketing, financial
management, valuation and merger/acquisition. For more information, contact Bill by phone 303-322-8233, fax 303-331-9032, or e-mail: BillKuhn1@cs.com.
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?
ASK THE

Expert

If you’ve got a question about running your business,
send it along and we’ll try and find an answer for you.

Recently we heard from a dealer who for obvious reasons wants to stay anonymous about
some problems he was having with his sales team: “I have several salespeople who have all
the sales tools and incentive plans in place to be successful, but are lacking energy. It seems
they would rather mess around at their desks or in the field than make a lot of customer
contacts. We have set goals in a number of areas, but they aren't being met, probably
because there are no repercussions (the Big Hammer).”
We asked INDEPENDENT DEALER columnist and sales trainer Winnie Ary for advice. Here’s
what she had to say:

The key to having a high performing sales team starts with
leadership, not with the salesperson. Good sales performance
is related to standards that are established by owners and
managers. What is the standard in your dealership?
When salespeople are not performing well it’s generally for one
of two reasons:
Lack of skill – they need sales training or are not the right
person for the position.
Lack of accountability—they are allowed to coast.
So how do we fix this?
Skill: Make sure your salespeople know how to prospect, close
sales, work a territory, use their time wisely and qualify leads. If
you do not have a way to provide this training in-house then
you must send them to seminars, have them take an online
course or at the very least, read books on selling skills.
Selling for a living is a career, not a job and salespeople must
master good selling skills in order to perform well. And good
selling skills are learned behaviors, not birthrights.
I’ve conducted many sales seminars where dealer principals
and managers opted not to schedule their reps to attend
because “I can’t afford to take them out of the field for the day.”
This reminds me of the lumberjack who is trying to cut down
trees with a dull ax because he can’t take the time to sharpen it.
Accountability: Accountability should never equate to threats,
punishment, harassment or embarrassment but rather, it
comes from an agreement between management and the sales
rep to meet or exceed a pre-determined and mutually agreed
upon set of objectives and goals.
Too often however, the objectives are not clearly defined, time
frames are not established and little is agreed upon. For
example, let’s say your dealership sets the standard that after
any salesperson has been on board for at least one year, they
should be doing a minimum of $50,000 in sales per month. And
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after the second year you decide you want them to be at
$80,000 per month in sales. We don’t wait until the end of the
year to address the fact that they are not on target to make goal.
Sales leadership should meet with the rep at least bi-monthly,
look at the numbers and help determine an action plan to get
the rep on course. That plan could include an increase in
prospecting activity, targeting larger accounts, sales training
and even time management issues.
Sales managers need to know more than “My rep is not making
their numbers.” They should know why he or she is not making
their numbers, address it with the rep and then determine an
action plan to get them on target.
A sales manager once told me he did not want to have to baby
sit his reps and spend time keeping track of numbers, target
accounts, performance issues and skill development. I suggested he should get out of sales management because the last
time I heard, that’s what a good sales manager is supposed to do.
If all of these issues have been addressed and a salesperson
has been given the tools, support and training they need to be
successful and are still failing, fire them.
When you keep low performing salespeople in your company,
their performance becomes your standard. And when
standards are set too low, you will find it difficult to attract
people with the potential to be successful in sales. Winners
want to work with winners.
Bottom line: Good sales leaders produce good sales teams.
Improve the quality of the leadership and you will see sales
performance improve.
Good Luck and Good Selling!
Winnie Ary is a nationally recognized consultant, author, trainer and
professional speaker who has helped literally hundreds of independent dealers
improve their sales, sales management, customer service and leadership
capabilities. For more information, visit www.arygroup.com or contact Winnie
by e-mail at winnie@arygroup.com.
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The Other Side of

Eddie Schuster:
Office Products and Egg Combo Yields
Eddie Schuster knows office products.
a Lot More Than Chickenfeed
Over the past 21 years, he’s grown his
dealership, E.J. Schuster Discount
for New Jersey Dealer
Office Supplies in Lakewood, New
Jersey, into a thriving business, with a
team of 24 hard-working professionals,
an attractive office furniture showroom
and a solid business in office supplies,
office furniture, janitorial products and
more. And let’s not forget about the
eggs!
There’s been a lot of talk about diversification opportunities in the industry
of late, but surely no other dealer in the
country has the same mix as Schusters
—everything for the office, plus a
distribution operation that delivers
somewhere in the region of 750,000
dozen eggs every year!

And if you’re wondering which came
first, it was the eggs, when his father
Norbert bought a chicken farm back in
1946. By the time Eddie took over the
business, however, the family had
gotten out of farming and focused
exclusively on egg distribution, a
business that, like some others we
know, was becoming increasingly
competitive and prey to consolidation.
By 1985, it was time to automate if the
Schusters’ egg business was to
compete successfully against larger
distributors. Eddie bought a computer,
then some diskettes,
a computer table,
some files and a case
of paper. And all of a
sudden, he explains,
a light went on.
“Here I was doing
nothing but buying
stuff for this new
computer and it hit
me, ‘Somebody is selling all this and why
can’t it be me?’”
Eddie recalls with a
wry smile.
Fast forward to today
and you might almost
say the office products business has

become something of a goose that laid
the golden egg for the Schuster family.
In addition to Eddie, sons Robert and
Brian and son-in-law Travis Cunningham
also work in the dealership. And, says
Eddie, the les-sons learned as a boy
working with his father in the egg
business have proved just as useful in
the office products world.
“Customer service is very important in
both markets,” Eddie explains. “If
you’re running a restaurant and you run
out of eggs, you’re not going to wait.
We know that and we’re going to be
right there with the product when they
need it,” he says. "And when an office
products customer runs of out printer
cartridges or paper, we have to be just
as responsive.”
Whether they’re selling office products
or distributing eggs, Eddie and his team
bring a fierce commitment to customer
service excellence that has paid rich
dividends for both sides of the business
for more than sixty years.

As he proudly proclaims on his trucks,

“You can whip our eggs, but
you can’t beat our office
supplies!”
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TimeONtoTHEFocus

Things We Can Control

THELast

Word
by

Bill Pape

President, Lincoln Office
Peoria, Illinois
If you’re a dealer of just about any type or size,
you already know how hard it is to grow or even
maintain profitability with today’s market
conditions. But while it’s easy to point fingers at
increasingly demanding customers or complain
about some of our manufacturers’ less appealing
policies or procedures, there’s not much we can
do directly to impact either of these factors.
If we as dealers are serious about our profitability
in a market that’s experiencing relentless
competition and pricing pressures, our only
choice is to focus on putting our own house in
order and identifying ways to become more
efficient and productive.
Too many dealers lack discipline when it comes to
managing the processes that drive their business.
To succeed today, you need the right
organizational structure to support those
processes, a plan that focuses on continuous
process improvement and a willingness to invest
in the training and technology that will give your
people the knowledge and tools to execute those
processes at the highest level.
All too often, dealers try to cover multiple
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processes that require distinctly different skill sets
with one person and invariably, productivity and
customer service suffer.
The skill sets required to enter and process an
order, for example, are very different from what’s
needed to coordinate delivery and installation on
a complex office furniture project. If a dealer has
two customer support people, it’s tempting to
have each one performing both functions, but it is
more effective to have each person with the
appropriate skill sets dedicated to a single
process.
And while it’s equally tempting to use margin
pressures as a reason for trying to run the
business with a small team of “Jacks of all
trades,” the logic really doesn’t hold up. It’s
precisely when pressures on a business are at
their peak that aligning people and processes
correctly becomes even more critical than ever.
We can’t control what our customers want or
what our manufacturers decide to do. But we can
control how our businesses and the people in
them perform. And if we don’t, then business is
only going to get tougher.
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