
S.P. Richards Gets Ready to 
“Let the Good Times Roll” 
at 2009 ABC Show



Ray Seefeld (center) and his team of winners at Superior Business Products.

Superior Business Products Wins Small Business Excellence Award 
Congratulations to Ray Seefeld and his team at Superior Business Products in Sch-
enectady, New York, who last month received a prestigious Small Business Excel-
lence Award from U.S. Small Business Administration and the New York Business
Development Corp.

“These days, it’s a challenge every day we turn on the lights,” says Ray candidly
but that hasn’t stopped the hard-working professionals at Superior from keeping

What Were They
Thinking at the
U.S. Chamber?
Giovanni Coratolo, vice
president for small busi-

ness policy at the U.S. Chamber of Com-
merce, sounds like a nice guy. When we called
him last month about the Chamber’s new deal
with Sam’s Club, Mr. Coratolo didn’t hang up
and, as we report in our Industry News sec-
tion, he offered a rationale of sorts for the new
partnership with Sam’s, based on the Cham-
ber’s traditional “vigorous defense of the free
enterprise system.”
Understandably, perhaps, we didn’t get too
many answers when we asked how much the
Chamber was getting from the deal or if they
had heard from any small business owners
who were less than thrilled about its cozying
up to an organization responsible for putting
thousands of small businesses out of busi-
ness.
Sam’s Club and its parent Wal-Mart have
closed down literally thousands of small busi-
nesses over the past 40 years and if the U.S.
Chamber thinks they’re a suitable partner to
support its small business initiatives, they’re
smoking something funny.
Unfortunately, there’s nothing funny about the
deal itself. Instead of letting Sam’s Club spon-
sor its “Small Business of the Year” contest,
the Chamber should be out in the market and
supporting its small business members by
pushing the benefits of buying locally. 
They should also be making the case that the
sweetheart real estate deals and preferential
tax treatment Wal-Mart and its various divi-
sions enjoy have nothing to do with free enter-
prise. They should also be pointing to a
growing body of research that shows those
deals usually do more harm than good to the
communities that are dumb enough to provide
them.
For some great examples see: 
www.idealercentral.com/buylocal_07/research.html#studies

Lord knows, there’s enough black humor to be
found in what’s going on in the economy right
now without the Chamber providing such rich
material. What on earth do they think they’re
doing over there?

Palace Art & Office
Supply, California
Dealer, Named 'Business
of the Year' by Local Chamber of
Commerce
Congratulations to the brothers Trow-
bridge and their team at Santa Cruz,
California-based Palace Art & Office
Supply, which recently earned honors as
“Business of the Year” from its local
chamber of commerce.

The award garnered some powerful
local PR, with a very positive article in
the newspaper that reported on the
dealership’s current expansion plans,
despite the overall downturn.

"We're bucking the trend and becoming
more aggressive by developing new
niches," VP Gary Trowbridge told the
newspaper.

Gary owns and runs the company with
brothers Frank and Roy and they’ve got

more than just an impressive
local award to celebrate. This

year also marks the dealership’s
60th anniversary and the Palace team
has been hosting special events and of-
fering sales tied in with the 60th theme.

The dealership, which started out as a
stationery store back in 1949, today has
a thriving commercial supplies and furni-
ture business, as well as two retail stores
in California’s Central Coast market.

And downturn notwithstanding, busi-
ness has been pretty good, with the
newspaper reporting the dealership
added 27 new accounts in the past few
months. 

Here’s kudos to one more independent
who’s out there proving every day
there’s still plenty of room for service-
oriented, family owned and operated
businesses in the office products world!
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sales moving in the right direction.

A one-stop shop marketing effort that
has seen the addition of midmarket fur-
niture, coffee service and IT technical
support during the past two years has
helped Ray and his team maintain the
sales momentum and he reports sales
so far this year are running about 8%
ahead of 2008.

Given overall market conditions, that’s
pretty impressive by any measure and
convincing evidence of a quality opera-
tion that certainly deserves this year’s
special SBA recognition.

“Business is still there,” says Ray. “We
just have to be willing to get out there
and work a little harder to find it.”

Stephen M. Fraga of Tejas Office
Products Earns ‘40 Under 40’
Honors From Houston Business
Publication
At Tejas Office Products in Houston,
they had hardly finished putting away
the champagne after celebrating recent
cover-story coverage of the dealership
in one of the city’s leading publications
for the Hispanic community, when more
good news had Lupe Fraga and the rest
of the Tejas team sending out for more
ice once again!

This time, it was the turn of Stephen
Fraga, company president, to enjoy the
spotlight, as the Houston Business
Journal recognized him as one of its
2009 40 Under 40 Honorees. 

The program identifies the next 40 leaders
who excel in their industry, are respected
business leaders, and show dynamic
leadership in their community. "It's a true
honor to be recognized with this distinc-
tion and amongst these other Houston
leaders," Stephen said. "This award fuels
my commitment to continue working hard
for my customers and employees."

Reliant Business Products,
Houston Dealer, Celebrates 25th
Anniversary
It wasn’t exactly planned that way but
when Steve Woodall was getting ready to
get into the office products business back
in 1984, he couldn’t have picked a more
suitable day for an independent: July 4!

Twenty-five years later, Steve and his
dealership are still growing strong and
continuing to prove that even in these
days of soft markets and continuing fierce
competition, there’s still room in the office
products world for well-run, locally owned
and operated family businesses.

And Reliant is a true family business. In

addition to Steve at the helm, wife Fran,
son Steven and daughter Amy are also
involved in the business, which is Native
American-owned and was honored by
the Native American Chamber of Com-
merce as its 2007 American Indian Busi-
ness of the year.

Steve and his team have come a long
way from the day the lights first went on
at Reliant 25 years ago. “Back then, we
had two retail stores and the deepest
discount anyone ever offered was only
25 percent,” he recalls with a wry smile.“
These days, the stores are gone, the dis-
counts are just a little deeper and the
product mix is a whole lot broader, too.

In addition to basic office supplies, Re-
liant has moved aggressively to position
itself as a true one-stop shop for its cus-
tomers, building up its office furniture
business and adding ad specialties and
coffee as well as other non-traditional
items. 

Like everyone else, Steve will be happy
to see a return to happier days on the
general economic front, but even with all
the current gloom and doom, business
is still holding up. “We’re out there
knocking on a bunch of doors and
opening up quite a few new accounts,”
he reports happily. 

The Phillips Group, PA Dealer,
Hosts Customer Appreciation Day
to Launch Expanded Document
Management Services Offering
The market sucks and nobody’s buying
any more than they absolutely have to.
So what do you do about it?

If you’re part of The Phillips Group in
Middletown, Pennsylvania, you make a
special point of letting your customers
know how much you value them and
offer them more reasons than ever to
choose you as their office supplier.

That was the thinking behind last
month’s special Customer Appreciation
Open House at Phillips headquarters
and despite heavy rain during most of
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At the Open House, Phillips received a special certificate of appreciation for excellence from the 166th Penn-
sylvania Army National Guard. Left to right: Bob Chilton, Supply Division CEO, Peter Phillips, owner and CEO,
Sgt. David M Snedeker, Rose Jones, GSA supply sales representative, Spc. Stesha Caddy and Sgt. Theodore
Ferrera. 



Take the TriMega Challenge for a No-Cost Program Analysis!
You'll find out just how much MORE you can be enjoying in additional
rebate dollars by joining TriMega. 

TriMega completed a banner 2008 of membership growth, program
improvements and a record $34.1 million in rebates paid out!  Thanks
to this performance, TriMega programs are improving as our purchase
volume grows.  We boast direct (and many wholesale) rebate 
programs with 120+ industry leading suppliers in office products,    

furniture, jan/san and technology. Plus with our central billing system,
you'll improve cash flow, increase operational efficiency and have
manufacturer access at your fingertips. 

If you've not done a rebate analysis in the past year - now is the time
to see what rebate gains are in store for your dealership! Contact us
today for your customized, No-Cost, No-Obligation Analysis. 

The Industry’s
Largest Buying
Group – 570+ 
dealers...and
Growing!

$34.1M in Rebates
Paid in 2008 –
averaging over 
$60K per dealer!

No Invoice Adder.
No bumped-up
“direct cost”. No 
hidden fees EVER!

100% of Rebates
paid each time,
every time – nothing
ever held back or paid
in the form of stock!

The Industry’s
Leading Buying
Group

Call 847-699-3330 ext. 19
or visit www.trimega.org

(then click on "Request Information")

Take the TriMega Challenge Now. 
We Dare you to Compare Today - and you'll be realizing the TriMega Advantage tomorrow!
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the day, customer response could not
have been better, reports Tom Smith,
sales director for office supplies at the
dealership.

The event drew over 800 customers and
prospects, as Phillips showed off its new
half-million-dollar expansion housing its
print shop, records storage operation,
file scanning and document shredding
services.

“We now have the ability to provide a
solution that covers every stage of doc-
ument management from start to finish,”
says Tom, “and that makes us truly
unique in our marketplace.”

Like just about everywhere these days,
the central Pennsylvania market that
Phillips call home could be a whole
stronger but Tom and his team are still out
there knocking on doors. And while ex-
pectations are for more of the same
through the end of 2009, they’re looking
for better things ahead next year, he says.

Keeney’s Office Plus, Seattle
Dealer, Continues to Expand
through Acquisition
As consultant Bill Kuhn notes elsewhere
in this issue, tough times offer plenty of
opportunity for strong, well-run compa-
nies to pick up market share. Just ask
Lisa Keeney McCarthy and her team at
Keeney’s Office Plus in Seattle.

Keeney’s recently brought under its ban-
ner Lynnwood, WA-based Firstline Of-
fice Supply and hired Firstline owner
John Tabb as account executive to serv-
ice former Firstline customers.

“Like Keeney’s, Firstline is a family-
owned and operated business with a
proud tradition of world-class customer
care and industry expertise,” commented
Lisa. “We are looking forward to welcom-
ing their customers to the Keeney family
and bringing them the superior service
and low prices that have been the hall-
mark of Keeney’s for over 62 years.”

Forbes Office Solutions, Iowa
Dealer, Hosts First Ever
Administrative Professionals
Appreciation Luncheon
Independents had a golden opportunity
in April to reach out in a special way to
some of their key customers, as the In-
ternational Association of Administrative
Professionals (IAAP) Administrative Pro-
fessionals once again sponsored Ad-
ministrative Professionals Week.

In Newton, Iowa, just outside of Des
Moines, Ron Forbes and his team at
Forbes Office Solutions made the most
of it all with their first ever Administrative
Professionals Appreciation Luncheon.

The event drew close to 80 administra-
tive professionals and their bosses and,
reports Forbes’ Matt Koon, customer
feedback was very positive.

“We offered a sit down luncheon at a
local conference center that drew rave
reviews and also brought in the local
YMCA fitness director to speak on
worker health and stress management,”
he told us. 

“Attendees said they really appreciated
a presentation that focused more on
providing useful information than just
making a commercial, ‘Buy from Forbes’
sales pitch,” added Matt, who also gave
kudos to filing products manufacturer
Smead for their support of the event.

Chuckals Office Products, Tacoma
Dealer, Hosts ‘Green Office’ End
User Show
In Tacoma, Washington, Chuckals Office
Products hosted over 200 customers and
prospects at their annual consumer show
recently and offered a wealth of new
products and valuable information to
help them run their offices in a way that
supports the environment and makes
better use of precious natural resources.

Chuckals is one of the dealers high-
lighted in our “Selling Green” cover story
this month and there were plenty of rea-
sons on display to more than justify the
coverage.

The event had a strong “Green Office”
theme, with close to 40 vendors present-
ing the latest in environmentally-friendly
office products and Chuckals highlight-
ing its own earth-friendly recycling pro-
grams and distributing its special “Green
Office” office products catalog.

“A commitment to environmentally-re-
sponsible products, policies and proce-
dures has been part of the Chuckals
culture since we first opened for busi-
ness back in 1994,” said Chuckals vice
president Al Lynden. “Today, we are of-
fering more Green Office product op-
tions than ever and making it possible
for our customers to take advantage of
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Forbes Office Solutions’ first Administrative Professionals Appreciation Luncheon featured a speaker from
the local YMCA on worker health and stress management.



HOW CAN YOU NAVIGATE THE 
ECONOMIC STORM?

DISCOVER HOW ACSELLERATE IS 
HELPING THE INDUSTRY’S TOP DEALERS 
WEATHER THE STORM.

Every day, we help hundreds of independent office products dealers more 
effectively manage their business by leveraging the power of information to 
improve performance.  We understand the challenges of the office products 
industry and developed our solution to help you quickly and easily understand 
where your business is today and help you chart a course for a successful future.

By leveraging industry best practices, we help you and your entire team 
effectively manage customers, identify opportunities, reduce attrition and im- 
prove profitablity.

Contact us today to learn more. 

PERFORMANCE AND MEASUREMENT
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environmentally-friendly alternatives to
traditional products without sacrificing
quality and performance or increasing
prices.”

Megabyte Express, Texas Dealer,
Makes Major Push on Local
Fundraising. Picks Up Major New
Account From Mega-Competitor
When it comes to community involve-
ment and support of deserving causes,
nobody does it better than today’s inde-
pendent office products dealers. Case in
point: Bill Breed and his team at
Megabyte Express Inc in Austin, Texas.

Fundraising for local charities has its own
separate section on the Megabyte Ex-
press web site and customers can select
where their contributions will go from a
list of close to 20 different organiza-
tions—including schools, churches, crisis
pregnancy centers and local food banks.

Cornerstone of the dealership’s efforts is
its Texas Toner Round Up program that

recycles the customer’s empty car-
tridges and donates funds raised to the
charity he or she selects.

In addition to empty toner cartridges, Bill
and his team have also added a “Texas
Cell Phone Round-Up” element to the
program, to further help customers help
those in need.

“We started our recycling program back
in 2000 and it’s taken on a life of its
own,” Bill reports. And in addition to rais-
ing thousands of dollars for deserving
causes, it’s also become a great way to
introduce the dealership to potential new
customers, he points out. 

“Our largest fundraiser is for the Capital
Area Food Bank through a program
called ‘Ink Out Hunger,’” Bill reports. “We
have over 150 companies donating their
empty toner and inkjets and one year we
raised enough money to supply over
25,000 meals.”

The program also has had a positive im-

pact on the business front. “It gives us
something else to talk about besides
price,” Bill explains. “And it also provides
information on the key consumables
prospects are using that allows us to
make a much better presentation when
we’re looking to add new accounts.”

Today’s newspaper headlines might not
offer much more than a steady stream of
gloom and doom but none of that has
dampened Bill’s enthusiasm any. “I’m
very optimistic about the rest of the
year,” he says happily.

The dealership recently secured a major
new account that it took away from its
$4 billion competitor. “It’s a real feather
in our cap and a classic case of David vs.
Goliath,” says Bill. “We outsmarted them
when they least expected it. More impor-
tantly it expanded our vision for what is
possible and we’re out looking for more.”

JUNE 2009 INDEPENDENT DEALER Page 8

Winner’s Circle: continued from page 6

http://www.synnex.com/gogreen/


http://www.bmiusa.com


Starting an office products business from
scratch doesn’t happen often, and doing
it in San Francisco, one of the most com-
petitive markets in the country, is hardly
the easiest place to try. 

Yet that is exactly what Steve Danziger did
in 1980. With a small rented space, and his
lifetime savings of $10,000, AAA Business
Supplies was born. He was just 24 years
old. Today, with sales of $20 million and
double-digit growth, AAA is a force to be
reckoned with in northern California.

“It wasn’t always so,” Steve explains. “It was
tough getting started and we went along at
about $1 million in sales for a number of
years. When the big box stores arrived in the
late ’80s, we knew we had to grow. We au-
tomated our operation with DDMS, joined a
buying group and became more customer-
focused and operationally-oriented.” 

He cites these and other reasons for their
success, including having many experi-
enced and highly-skilled people and a
low-cost operating model, with more than
5,000 SKUs in the warehouse, purchased
at the best possible prices.

“A lot of our success comes from network-
ing with other dealers,” Steve points out. “I
believe we would be a fraction of our size
today if it was not for the advice and coun-
sel of all our friends in the industry.” But the
guidance has not all flowed just one way.
Steve also finds time to give back to the in-
dustry and has served on the Board of
TriMega, the DDMS Advisory Board, and
the S.P. Richards Dealer Advisory Board.

A Born Salesman
Steve Danziger started his sales career
early. When he was just ten years old, in
his home town of Syosset, Long Island, he

was selling strawberries from a roadside
stand, cutting lawns and shoveling snow. 

“Being industrious was part of the family
culture,” Steve recalls. “When I was 14, my
father encouraged me to get some kind of
a job so I went to the nearby strip center
and started going from store to store in
search of someone to hire me. A mom-
and-pop stationery store put me to work
collating the New York Times on Sunday
morning. I continued to work there through
high school, in the store and making deliv-
eries. On my way back from deliveries, I
would stop at offices and ask if they
needed anything. I told them I would de-
liver it, that they didn’t need to come to the
store. I developed a little marketing mate-
rial and a price list and that was the start
of our commercial supply business. The
owners were thrilled!”

After graduation from Vassar College,
Steve joined Saks 5th Avenue in their ex-
ecutive training program and was later
hired by the Clorox Corporation as a brand
manager in its Oakland, California, head-
quarters. But he was anxious to start his
own business, loved California and de-
cided to go with office products, an area
that he knew something about.

Selling the True Cost Idea
Steve and his team have been extraordi-
narily successful with one-on-one discus-
sions with customers, explaining that
product costs represent less than half the
total cost of obtaining office supplies. 

They then go on to discuss ways to reduce
processing costs, including ordering larger
quantities less frequently, streamlining the
ordering process and eliminating or reduc-
ing paper usage. 

This also provides the opportunity to dis-
cuss the wide variety of products and serv-
ices they offer, including promotional
items. Helping customers reduce the num-
ber of vendors is a win-win for both parties.
Take a look at their web site for details. 

The city of San Francisco has set one of
the highest standards in the nation for
Green certification, so AAA is extremely
proud of recently receiving that honor.

AAA was recently rated one of the Best
Places to Work in the Bay Area, based on
employee satisfaction surveys. More than
150,000 Bay Area employees participated.
It has also been named one of the fastest-
growing innercity companies for several
years by Inc. magazine.

What plans do AAA and Steve Danziger
have for the future? “We want to grow grad-
ually while remaining financially solid,” he
says. “Growth creates a culture of change
that provides opportunities for our people,
and we think that’s very important.” 

“We want to continue our acquisition pro-
gram, and grow by at least 15 percent
each year.”

Quite a success story, one of which Steve
and his employees should be very proud.
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AAA Business Supplies & Interiors
San Francisco
by Jim Rapp

Success in the City by the Bay:

n Steve Danziger, owner

n Business Products, Office
Interiors, Promotional Items,
Printing

n Founded: 1980

n Sales: $20 million

n Employees: 50

n Partners: AOPD, S.P. Richards,
TriMega

n Online sales: 60%

n Web: www.aaasolutions.com

http://www.aaasolutions.com
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Investigative reporters at the Atlanta affili-
ate of CBS Television turned the spotlight
on more allegations of contract over-
charges by Office Depot last month, as re-
porter Wendy Saltzman investigated claims
that the local school district is overpaying
the Florida big box for its school supplies.

According to Saltzman, five different com-
panies submitted bids to provide office
supplies to the Fulton County School Dis-
trict and the award went to Office Depot
for $12.1 million. 

However, Saltzman reported, another offer
would have saved the school district $1.5
million over the life of the contract and a
Fulton County spokesperson could not

give a straight answer when asked what
benefits the $1.5 million difference brought
the county.

Independent office supply consultant Rick
Marlette of GOPD eloquently summed up
the situation for CBS Atlanta and its view-
ers: “This is money that really belongs to
the children,” he said. “They’re the ones
that are getting cheated out of this.”

CBS Atlanta asked Marlette to review the
contract and he concluded it was set up
so that Office Depot would get the money
from the start, pointing out that the
county’s general bid list includes Office
Depot-specific products. 

In addition, Marlette said Fulton County is

paying more than the general public for its
office supplies, citing pencils that the
county pays $2 for, which the general pub-
lic can buy for $1.09.

Marlette also found staplers and binders
that are cheaper for the general public
than for Fulton County, Saltzman reported.

The Fulton County School District is just
the latest case of a state or local munici-
pality that has encountered allegations of
overcharging and similar irregularities re-
lated to an Office Depot contract.

In April Office Depot agreed to issue a
check for more than a quarter of a million
dollars to officials in Berkeley, California,

Big box megaplayer Sam’s Club and the
U. S. Chamber of Commerce have an-
nounced what they describe as a “joint
member benefits program that will
broaden both organizations’ ability to be
advocates for small business, lower their
costs and help them succeed.”

As part of the two-year agreement, Sam’s
Club will sponsor the U.S. Chamber Small
Business of the Year Award and help to
sponsor more than a dozen small business
events with local chamber offices, Sam’s
Club said in a press release. 

In addition, the U.S. Chamber of Com-

merce has appointed Catherine Corley,
vice president, small business insights and
marketing at Sam’s Club, to the U.S.
Chamber Council of Small of Business.

“At a time when every dollar counts, we
are thrilled to have another way to help
small businesses cut costs and improve
their bottom lines.” said Giovanni Cora-
tolo, Chamber vice president for small
business policy. 

Coratolo declined to say what the dollar
value of the relationship to the Chamber
might be. “Sam’s Club exists and is part of
the free enterprise system that we vigor-

ously defend,” he told INDEPENDENT
DEALER. 

Sam’s Club said the agreement calls for
U.S. Chamber of Commerce members to
receive a $10 gift card and complimentary
cost comparison by Sam’s Club. 

Chamber members who join or renew their
business membership at Sam’s Club will
receive the $10 gift card toward a pur-
chase in club or online, Sam’s Club said.

Sam’s Club is a division of Wal-Mart
Stores, Inc., and operates about 600
stores in the U.S. which account for about
11% of total Wal-Mart sales. 
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If you have news to share - email it to
Simon@IDealerCentral.com

U.S. Chamber, Sam’s Club Ink ‘Joint 
Member Benefits’ Program

Atlanta TV Station Investigates Office Depot Overcharges on County School Contract

WB Mason Agrees to 
$545,000 Payment to

Settle Credits
Mishandling Case 

with Massachusetts
Brockton, Massachusetts-based WB Mason
has agreed to pay the Commonwealth of

Massachusetts $545,000 to settle allega-
tions it mishandled credits owed to some
business customers.

The company reached the settlement with
Massachusetts attorney general Martha
Coakley’s office to resolve charges that its
internal accounting practices led to mis-
handled credits of business customers’
credits that resulted in the improper write-
off of those credits from WB Mason’s elec-

tronic accounting systems for business ac-
counts. 

As a result of the settlement, WB Mason
will pay $545,000 to Massachusetts and is
prohibited from engaging in any account-
ing process that results in depriving cus-
tomers of valid credits due.

WB Mason will also pay $5,000 to reim-
burse the attorney general’s office for the
costs associated with its investigation.
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Ghent, leader in visual communication products, 
proudly continues its dedication to the markets we 
serve through continuous improvement in 
everything we do. Our history has been rooted 
in American time-honored skills producing 
distinguished quality products. Environmental 
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following an investigation of overcharges by the Florida Big Box.

Reports of similar overcharges and pricing irregularities have oc-
curred in Georgia, Nebraska, Florida, California, North Carolina,
Alabama, Michigan and Texas.

In addition, Office Depot disclosed in its annual report earlier this
year that the federal Justice Department is conducting a joint in-
vestigation with the Defense and Education Departments, as well
as the General Services Administration. (for more info:

www.sec.gov/Archives/edgar/data/800240/000095014409001556/g17711e10vk.htm

For more on Office Depot's problems with its state contracts, visit
the “Depot State Contract Watch” section of the INDEPENDENT
DEALER web site ( www.idealercentral.com/id_watch.html).

California Lets Office Depot Supplies Contract
Expire; RFP Process Raises Dealer Concerns on
Wholesaler Involvement
After several extensions of its existing office supplies contract
with Office Depot, the state of California announced last month
there would be no further extensions after May 31.

Office Depot has held a single-source office supplies contract
with the state since 2006 and the state’s Dept. of General Serv-
ices (DGS) had been issuing periodic extensions since its initial
expiration last year.

A DGS official told INDEPENDENT DEALER the state intended to
temporarily extend the Office Depot contract until a new award
could be made. However, requests for price increases by Office
Deport necessitated that the state agree to no more extensions,
the official said.

The decision not to extend means that as of June 1, there is no
longer a statewide contract in California for office supplies. DGS of-
ficials indicated no new contract will be in place until the state com-
pletes its current contract award process, which began in March. 

Meanwhile, DGS suggested that state departments use small
business and/or Disabled Veteran Business Enterprises
(SB/DVBE) to obtain their office supplies.

The state’s current RFP covers some 2,700 core office supply items
valued at approximately $24 million. For items not included in the
core list, agencies will be able to buy from SB/DVBE suppliers.

One independent who has analyzed the bid documents closely
described it as “about as un-small-business-friendly as it gets,”
citing among other factors financial conditions that would require
the contract holder to pay California’s 8.25% sales tax on orders
placed while accepting 60-day payment terms.

There have been several efforts, so far unsuccessful, within the
dealer community to develop a response to the state RFP involv-
ing multiple dealers, including consideration of a possible whole-
saler-based option involving United Stationers.

As word of United’s involvement spread through the industry
grapevine, it sparked dealer concerns that the industry’s largest
wholesaler might be considering a move towards direct sales to
the end user.

In response, United issued a statement which noted the following:

n The State of California issued an RFP (DGS-56956) to elicit
proposals from “qualified firms” to provide office supplies to
the State of California and participating local agencies.

n Several California independent dealers requested United Sta-
tioners to attend a dealer-led discussion to brainstorm how a
wholesaler could play a role in improving dealers’ chances at
winning the State of California business.

n United Stationers participated to underscore the importance
for wholesalers to think creatively to support dealers’ efforts in
winning government business.   

Outcome of dealer discussion 
around the State of California RFP
The State of California is required to award the business to a sin-
gle entity, which would serve as the primary point for warehous-
ing, data collection, reporting, and distribution of office supplies
to the State.  

In this session mentioned above, the collaborative group of
United Stationers and independent dealers agreed to three ways
to serve the State of California. The first two were approved by
the State of California: 

• A single, primary dealer bid – and that dealer would select
a sub-group of independent dealers 

• A wholesaler-sponsored bid on behalf of California inde-
pendent dealers

• A consortium of dealers

Due to this support and collaboration with its dealer customers,
United Stationers submitted an “intent to bid” to the State in late
April. In addition, we worked with several dealers in support of
their bid efforts.

Current Status of United Stationers’
involvement in the State of California RFP and bid
In order to ensure the interests of independent dealers are equi-
tably served, United Stationers would need to conduct in-depth
evaluation and consideration before proceeding. As a result, United
Stationers has formally told the State that it will not submit a bid.

United Stationers’ Position on 
Dealer Support and Selling Direct
United Stationers remains exclusively committed to the success
of its dealer customers and has no intention of selling direct.  

United Stationers continues to think creatively in working with
dealers to support their efforts in winning larger bids such as state
contracts. United Stationers has increased its focus and re-
sources in this regard. 

In addition to California, United Stationers is currently assisting
its dealer customers in other potential state RFP and bids with
various members of the Western States Contracting Alliance
(WSCA). [Editor’s Note: The Western States Contracting Alliance
is a consortium of fifteen western states which joined together in
1993 for the purpose of cooperative multi-State contracting.].
United Stationers is supporting its dealers in these opportunities
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Help Shachihata’s Paul Ventimiglia and Marty Clemente raise funds to
buy musical instruments and art materials to make life easier for the
children and adults who come to the City of Hope for cancer treatment
each year.

True healing is not only about the harsh reality of chemotherapy,
radiation, bone marrow transplants and similar treatments. It also
involves the healing of the spirit and the miracle of art and music
therapy.

Now through August 31, Paul and Marty are seeking your
financial support with a minimum goal of $30,000 to purchase
much-needed musical instruments and art supplies.

Please see the link below for the Sheri and Les Biller Patient
and Family Resource Center where the music therapy and
art therapy rooms will be housed. 

Any dollar amount is welcomed. All checks should be made
out to: 

City of Hope c/o Art and Music Therapy

Send to: Chris Wiederkehr
Shachihata Inc.
1661 240th Street
Harbor City, CA 90710

“There is no profit in curing the body if in the process we destroy the soul.”

www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx

You can become part of the healing process by supporting this year’s 
Music & Art Therapy Fundraising Effort.

Thank you for your
generous donations to
this worthwhile cause.
Every dollar earned
will help heal the
spirits and minds of
City of Hope patients
at a time when they
need it most.

City of Hope

http://www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx


and will not sell direct to the end con-
sumer.  

Relative to the California RFP, DGS officials
said they expect to award a new contract in
mid-August, but cautioned a new supplier
may take up to 60 days to implement it.

TriMega Elects New Chairman,
Recognizes Top Performers at
2009 One-on-One Meeting

The TriMega Purchasing
Association last month
announced Wayne Still-
wagon of Lorton, Vir-
ginia-based Miller’s
Office Products as its
new chairman of the
board.

Stillwagon has served
on TriMega’s Board
since 2003, serving as
treasurer and chairman

of the group’s Marketing Committee, as
well as chairman of both the Finance and
Audit Committees.

As partner at Miller’s Office Products since
1976, he has also made significant contribu-

tions through- out the industry, serving on
various United Stationers and ECi advisory
committees, and NOPA’s Government Af-
fairs Com-mittee, as well as NOPA’s Board
of Governors. 

Stillwagon was re-elected to a 3-year term
in TriMega’s recent 2009 Board election and
his confirmation to board chairman was rat-
ified at the group’s April Board meeting. 

Stillwagon assumes the role from past
chairman Foss Jones, Jones & Cook Sta-
tioners in McAllen, Texas, whose term ex-
pired in April. Jones had led the group’s
board since April 2007. Other changes to
the TriMega board included:
n Foss Jones was named to the position
of immediate past chairman.
n Dick Dodge of T.H.E. Office City in Red-
wood City, California, was named vice
chairman, a position he has held since
2007.
n John Allison of Action Business Suppli-
ers in Lexington, Kentucky, was named
treasurer.
n Mark Porter of Porter’s Office Products
in Rexburg, Idaho, was named secretary,
a position he has held since 2007.

n Karen Bogart of Convenience Office
Supply in Austin, Texas was elected to a
3-year term as a new board member.
n Tricia Burke of Office Equipment Com-
pany in Louisville was elected to a 3-year
term as a new board member.
n Steve Woodall of Reliant Business Prod-
ucts in Houston was elected to another 3-
year term.
n Dan Crane of Arrow Office in Detroit and
Dave Kenworthy of Storey-Kenworthy of Des
Moines had expiring board terms in April and
were both recognized for their years of serv-
ice to the organization and its members.
Separately, TriMega announced special
recognization for several industry firms at
its 13th Annual One-on-One Meeting, held
recently.

The annual meeting brought together
members of TriMega’s Contract Forum, the
largest members of the group, with spe-
cially invited leading suppliers for a series
of individual business development meet-
ings and comprehensive business reviews.

At the meeting, TriMega recognized Fel-
lowes as winner of its “Dealer’s Choice”
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AUDIO PORTABLE BUDDY
Reach Crowds up to 1,000!   
Run your computer and projector 
through the Buddy! Includes computer 
and projector cables.

 
We have over 200 public address portable sound systems & lecterns.

We Design, Engineer & Manufacture - 6 Year Warranty - Superior Performance, Quality & Reliability

PRESIDENTIAL LECTERN 
Reach Crowds up to 2,000!   
Two Jensen speakers, large storage 
shelves and rolls on 4 casters (2 
lock)

6 Year 
Warranty

MULTIMEDIA LECTERN CART
Reach Crowds up to 2,000!  
2 Jensen Speakers, Four 4-in casters, 
2 lock, locking doors and slide out 
drawer. Internal grommets for cables. 
Ships assembled. 

MADE IN USA

PINNACLE LECTERN
Reach Crowds up to 1,500!  
Lightweight Polyethylene lectern. 
Black Marble or Cherry insert. SW 
model includes SW225 Dual Module 
Speaker.
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Award, for 2008. A first time recipient of
this Award, Fellowes was recognized for
providing outstanding support during 2008
in the areas of competitive pricing, support
for bids, service levels, strong customer
service, effective local representation, and
creative marketing support.

In addition, TriMega also presented special
dealer awards for outstanding support and
growth of purchases of TriMega supplier
products during the past year. 

Buyonlinenow, Rochester, Minnesota; Gal-
loway Office Supplies, Miami, Florida, and
Minton-Jones Company, Norcross, Geor-
gia, were recognized for the greatest per-
centage growth year over year.

Earning honors for the greatest percent-
age growth in 2008 versus 2007 were
Southwest School & Office, Ontario, Cali-
fornia; Rudolph's Office & Computer Sup-
ply, Baltimore,  and Today's Business
Products in Cleveland.

is.group Announces National
Accounts Program, Honors
Members of the Year at Annual
Meeting
Introduction of a new national accounts
program and an expanded relationship
with its partner in the jan-san marketplace
were among the highlights of the is.group
dealer co-op’s 2009 Annual Meeting ear-
lier this month.

At the meeting, held in is.group’s home
town of Indianapolis, the organization an-
nounced development of a group national
accounts program under the slogan of
“Your Trusted National Choice.” 

is.group said the program will be available
at no cost to members and focus on re-
gional and national business that has been
traditionally dominated by the independ-
ent dealer channel’s big box competitors.

As part of the new initiative, is.group and
the National Federation of Independent
Business (NFIB), the nation’s leading small
business association, have signed a Letter
of Intent to form an agreement for is.group
to become the exclusive office supplier to
NFIB’s 350,000 members nationwide. 

“is.group has always thought outside of
the box,” said Mike Gentile, is.group pres-
ident and CEO, who described the new
program as a “multi-billion dollar opportu-
nity.” He added, “is.group’s willingness to
make big, bold moves is sometimes
viewed as controversial but is.group is def-
initely not a “me too” organization. We felt

the core competencies and philosophies
between is.group and NFIB were so similar
it was staggering, and such a natural fit for
us to work together.” 

is.group also announced an expanded rela-
tionship with its jan-san products partner AF-
FLINK involving that group’s Global Accounts
Program. AFFLINK currently provides
jan/san, packaging, safety, and MRO  sup-
plies to more than 60 global accounts. 

“is.group has always placed a strong em-
phasis on helping its shareholders gain
market share,” commented Gentile.
“These new initiatives not only exemplify
our mission, but are demonstrative of the
commitment level of the is.group Board
and management teams to help dealers
gain entry into market segments that have
been traditionally ‘off limits’ to the Inde-
pendent Dealer Channel. I firmly believe
that by establishing synergistic relation-
ships with key partners like AFFLINK,
NFIB, wholesalers, dealer groups and
other key OP industry stakeholders that
we will begin to regain this market share". 

At the meeting, is.group also presented sev-
eral awards to its manufacturer partners and
dealers who provided particularly outstand-
ing support for the organization in 2008. 

Smead won two honors, Vendor of the
Year and RDC Vendor of the Year, while the
BPGI Vendor of the Year award went to At-
a-Glance. 

On the dealer side, 2008 Chairman’s Club
awards went to Hurst Office Suppliers,
Lexington Kentucky; Reporter Big Sky Of-
fice, Billings, Montana; Keeney’s Office
Plus, Redmond, Washington; Hummel’s
Office Plus, Mohawk, New York, and Of-
fice Plus of Kansas, Park City, Kansas.

BSA Announces 
2009 Forum Plans
The Business Solutions Association, the
new trade group formed by the Office
Products Wholesalers Assocation (OPWA)
and the Office Products Representatives
Association (OPRA) has announced plans
for its 2009 Forum.

The event will take place October 5-8 at the
Ginn Reunion Resort in Orlando. Theme for
the meeting will be "Charting a New Course
– Reshaping Our Channel Strategy." 

"We are very pleased with the theme of our
annual event and the way in which our
plans are coming together," said Mike
Wilbur of Shachihata, Inc), BSA program
committee chair. 

"With our economic situation, there's no
doubt that we all need to chart a new
course and that's part of the reason for the
selection. Plus, we have redesigned the
overall schedule to allow more time for
member interaction, education and infor-
mation exchange as well as the 'one on
one' business interviews." 

Wilbur continued, "We are also mindful of
the people's time and that's why we chose
the October 5-8 time period for the 2009
Forum. We kept the event away from other
industry happenings and most people can
arrive on Monday and leave on Thursday
morning with a minimal amount of time out
of the office. The Ginn Reunion Resort is a
first class facility and we negotiated out-
standing rates for our members." 

To make reservations, call 407-662-1100
or 888-418-9611 and indicate you are a
part of the Business Solutions Association
2009 Forum. All reservations must be
guaranteed and accompanied by a first
night's deposit. A major credit card may
be used to charge the deposit. 

BSA registration is now open and mem-
bers can register early. The "early bird"
discount period expires on July 31, 2009.

ECi Introduces New Financing
Options, New Version of Web
Storefront and Other Upgrades
and Initatives 
It’s been a hectic month for dealer technol-
ogy provider ECi Software Solutions. The
company issued several announcements
highlighting significant new products, up-
grades and initiatives. They include:

n New, zero down, zero interest financ-
ing for 24 months on a new DDMS or
TeamDesign system. “With zero down
and zero interest financing, companies
can get the software in place and let the
improved revenues and cost reductions
offset their monthly payments; the soft-
ware literally helps pay for itself.” said
Mike Gibson, SVP global sales and mar-
keting for ECi

n A new version of its ECinteractive web
storefront/Internet customer service ap-
plication, featuring a number of en-
hancements, including guest user
checkout, simplified account creation
and support for JumpTech barcode
scanners. Also included, new options for
scheduling system maintenance, the
ability to search order history by invoice
number, and view-only option for budget
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oing green isn’t just a new fad or marketing
gimmick; the idea of caring for the environment
has been around a long time. The relatively new
concept of “going green” is more than just
offering recycled and sustainably or responsibly
produced products; it represents a commitment

to the environment. More and more consumers today not only
want green products, they also want businesses that support
earth-friendly practices and use these products themselves.
With so many classifications and certifications, it can become
confusing. From biodegradable to nontoxic products, from
Green Seal® to LEED certified, where do you begin sorting it all
out? And how do you improve your share in the green market?

Market Green to Make Green
While adjusting your business practices is important to the 
environment, it may have an even bigger impact on your 
customer base. People who are already part of the green initia-
tive embrace reduced-energy practices, in addition to organic, 
recycled, and natural products. These committed consumers are  
probably already buying from earth-conscious companies. 
Customers who have yet to transition to a more earth-friendly
lifestyle may not know why or what to change. Email marketing,
or e-marketing, is an easy way to both tout your eco-friendly
product selection and inform customers about going green. 
Using programs, such as AD-Links™ (www.opmaadlinks.com),
which offer customizable, emailable flyers
can help you direct customers to your web-
site where you could feature a digital catalog
or flyer flipbook—through a service such as
FlipLink (www.opma.com/fliplink.html), a
special section highlighting energy-saving
tips, environmentally friendly products, and
links to local organizations that your 
company supports, in addition to online 
shopping. So, you would be marketing green
as well as selling green.

Do Your Green Homework
It’s OK to boast about your eco-friendliness,
but don’t overstate your green practices. In
order to retain the loyalty of this consumer

base, you have to be knowledgeable in this sector. Remember,
you’re not just slapping a green label next to your logo. You
should be able to answer when a customer asks about recycled
content, post-consumer content, fair trade practices, and more.
If you can’t answer the question, these consumers may look else-
where to find someone who can. That someone could be your
competition, so make sure you understand the terminology for
your customers as well as for your own part in greening your 
business. If you really want to target environmentally conscious
consumers, make it your goal to be their single source—or at
least be able to help them make informed decisions.

Be Green to Sell Green
Once you begin selling earth-friendly products, you should start
using them, too! Customers will want to see that your business
is “practicing what you preach.” Support the environment
throughout your business by buying products made from recy-
cled material or renewable resources; reusing items such as
bags, boxes, folders, etc.; reducing your overall consumption
through energy-efficient machines and practices; and collecting
items such as paper, print cartridges, plastic, and more for 
recycling. Following suit with grocery stores, you could market
a reusable bag with your company logo or offer a discount for
customers who bring their own bags. You also may want to 
consider joining an industry partnership or stewardship 
program sponsored by the Environmental Protection Agency

(EPA), which would connect you with other
green businesses. Combined, all these little
changes in your business behavior will not
only reduce your environmental impact, they
also could help your budget and improve your
image within the community.

As the green wave continues its momentum,
become an advocate for the care of the earth
in your everyday practices. You’ll be multi-
tasking to improve your business as well as to
help protect and preserve the earth.

G

Making a 
commitment 

to the 
environment

For more information about AD-Links™ or FlipLink, 
email tcraig@opma.com or visit www.opma.com.

http://www.opmaadlinks.com
http://www.opma.com/fliplink.html
mailto:tcraig@opma.com
http://www.opma.com


information to support end-users whose
purchasing authority allows them to see
budget details but not edit them.

n TeamDesign Version 14, the latest ver-
sion of the contract furniture industry’s
most widely used management soft-
ware, that come with new business in-
telligence and reporting, electronic order
processing with additional manufactur-
ers, simplified system administration
and many other new features.

Reporting improvements in TeamDesign
Version 14 include a new redesigned library
of standard reports, a new data dictionary,
integration with Crystal Reports, options for
outputting report results to screen, printer
or file (including Microsoft Excel and Adobe
Acrobat formats), and report scheduler that
allows users to print reports automatically
at specified dates and times.

Other new features include seamless elec-
tronic order processing with Global and Of-
fices To Go, an improved user interface,
improved payables processing and new ad-
ministration tools to reduce software man-
agement requirements. The latter includes
the option to schedule specific maintenance
tasks for unattended operation.

n A new Green Partnership with Trees,
Water & People (TWP), a nonprofit organi-
zation that plants trees around the world
to help individuals and companies offset
their carbon footprint. The new partnership
is part of a larger “Going Green” initiative
that includes ECi’s RoutePerfect and
RouteTrak delivery management solutions. 

ECi will plant 10 trees through TWP for
every $1,000 of new business on its Route-
Perfect and RouteTrak products. Five of the
trees will be in the new customer’s com-
pany name, which will help them offset their
own carbon footprint. ECi said implement-
ing environmentally-friendly practices can
actually save money for dealers and distrib-
utors and indicated it can provide inter-
ested companies with a personalized ROI
evaluation to show them that they can go
green without sacrificing profits.

For details visit www.eci2.com, e-mail
info@eci2.com, or call 800-959-3367.

S. P. Richards Launches Web-
Based Dealer Business Network
Taking a page out of the book written ini-
tially by the likes of LinkedIn and Plaxo,
wholesaler S. P. Richards has launched

SPRConnect, a Web 2.0 private business
network for SPR Advantage customers.

SPRConnect provides SPR Advantage
Dealers a business networking site to
share ideas, explore best practices, and
seek advice and tips from fellow dealers
around the country, the wholesaler said.

It allows individuals to set up a personal
profile that cites their areas of interest and
expertise so that users can then visually
identify and connect with other dealers
facing the same challenges or who have
experience in a particular area such as
telesales or marketing. 

Sandra Williams, S. P. Richards’ director of
dealer training, said, “SPRConnect pro-
vides dealers a tremendous networking re-
source. It is a natural extension of the
networking that takes place each year at
the Advantage Business Conference and
gives dealers a great way to leverage the
collective knowledge and experience of
their peers.”

The SPRConnect program is available to
all SPR Advantage dealers and is ac-
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cessed through the S. P. Richards Dealer Services Internet Portal
under the Advantage Online Tools link. Interested dealers should
contact their S. P. Richards sales representative for additional details. 

United Stationers Launches 
‘United EasyFlip’ Web-Based Catalog
Wholesaler United Stationers, along with online media company
ActivePoint, recently launched “United EasyFlip,” a digital web-
based catalog application that allows users to browse, locate and
purchase products online by flipping pages electronically.

The new technology is available for United’s Green Catalog, the
Consumer General Line Catalog, Featured Items Section of the
General Line, Time Management Solutions Catalog, and a New
Products piece.

“United EasyFlip is another exciting new option for resellers and
reflects the growing trend of shopping for office products online
while retaining the user-friendliness of physically flipping through
a printed catalog,” said Laura Gale, vice president, marketing for
United Stationers.

“Many consumers today select items from a printed book or flyer
and then place orders online.  United EasyFlip gives them the best
of both worlds and provides resellers another way to boost cus-
tomer satisfaction and sales, while complementing their existing
marketing strategy.”

United EasyFlip features include: 

n Shop page by page, or jump instantly to a desired page or
specific product listing

n Zoom in on product images, descriptions and features

n Add “Notes” & “Bookmarks” as personal reminders

n Email a page to a co-worker or friend

n Add products to a shopping cart or email an order

n Print catalog pages

The United EasyFlip program also works with the reseller’s eCom-
merce application, so that when a customer wants to add an item
to their shopping cart, the program connects to the reseller’s
storefront.

Details on United EasyFlip are available from United Stationers
account managers.

Supplies Network Wins Managed Print Services
Award
Wholesaler Supplies Network was among the winners of the first
Managed Print Services (MPS) Leadership Awards, recently pre-
sented in San Antonio at the 2009 MPS Conference. Supplies Net-
work won its award in the “Infrastructure Program Provider” category.

The awards were sponsored by the Photizo Group, a research
firm specializing in the printing and imaging industry.

Smead Files Trademark Infringement 
Lawsuit Against Esselte 
Filing and organizational products manufacturer Smead has filed
a civil lawsuit against Esselte in a U.S. District Court in Minnesota
for trademark infringement and unfair competition in conjunction
with its TUFF® brand and “strong man” logo. 

Smead said the action was in response to Esselte’s recent prod-
uct introduction of a new hanging folder, which Esselte has

elected to call HANG TUFF. 

Smead contends that Esselte’s use of the HANG TUFF mark and
“strong man” logo in connection with their hanging folder product
will cause confusion in the marketplace and damage the Smead
TUFF® brand.

“Smead has been selling a line of products under the TUFF®
trademark and using the TUFF® “strong man” logo for more than
15 years,” said Bob Karrick, Smead executive vice president and
chief operating officer.

“Smead has worked hard to steadily increase consumer brand
recognition and acceptance of this special product line,” Karrick
added.” We believe the Court will agree with Smead, and that we
will be successful in defending our TUFF® trademark.”

Smead is seeking an injunction prohibiting Esselte from using the
HANG TUFF mark and “strong man” logo in connection with the
sale and advertising of hanging folders, as well as destruction of all
marketing materials, catalogs and products containing the marks. 

Smead is also seeking monetary damages and demanding that
Esselte change the name and remove their similar strong man
logo from their products.

Safco Acquires AlphaBetter Desk
Safco recently announced the acquisition of the AlphaBetter
Desk, a height-adjustable student desk with a patent-pending
swinging Pendulum Footrest Bar. 

Safco acquired the innovative new desk from Centuria, Wiscon-
sin-based Sunway Inc., a manufacturer of ergonomic solutions
for office and home use. 

The AlphaBetter Desk features a swinging footrest
bar on the lower half of the desk that gives stu-
dents the opportunity either to simply
rest their feet or, for those who cannot
sit still, keep their feet swinging. The
result: Students are not only able
to focus better, but
they can burn ex-
cess calories and en-
ergy. 

The desk is also height-
adjustable to suit a
range of student sizes
and age groups, and al-
lows students to work
while standing, an en-
tirely new concept for
the classroom, Safco
said.

It also features a steel
storage book box option
and pencil groove that extends
along three sides of the desktop helping to prevent pencils and
pens from rolling onto the floor.
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Yes, that is just who you

think it is holding an

AmpliVox S602

megaphone. President

Obama was speaking at a

local high school in Arnold,

Missouri recently and

needed a little help to get

his message out. Talk about

product placement!
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If you’re still not convinced about
the importance of a strong
technology base for your
dealership, you might want to
spend a few minutes with Steve
and Laura Guillaume of dealer
software provider MBS Dev.
MBS Dev is a relatively new company—it
was founded in 2004—but the Guillaumes
are office products veterans, as are a ma-
jority of their employees. Steve began his
industry career back in the 1980s with one
of the top independents in Minneapolis
and both he and Laura worked on the sys-
tems side for Corporate Express for sev-
eral years before starting their own
company. 

Their experiences, on both the independ-
ent side and in the big box world, have
taught them a critical lesson. “If dealers
today are going to compete effectively”
Steve states bluntly, “they need a business
system—back end for managing the busi-
ness and front end for e-commerce—that
is just as good, if not better, than anything
the national players have at their disposal.”

Given the millions of dollars that the likes
of Staples, Office Depot and OfficeMax
have spent on technology in recent years,
putting together a system with compara-
ble horsepower might seem like a daunt-
ing task for anyone in the independent
channel. But the folks on the MBS Dev
team have found an impressive partner to
help them out.

“When we first started the company,”
Laura recalls, “we went looking for the
right technology toolset for office products
dealers. Our industry experience gave us

a pretty good understanding of dealer
needs and requirements. The challenge
was to find a platform that would meet
those needs most efficiently and most
cost-effectively.”

After an extensive research effort in which
MBS Dev looked at all the different plat-
forms that were available at the time, the
Guillaumes settled on Microsoft Dynamics
AX. “Not all Microsoft products are created
equal and Dynamics AX offered everything
we were looking for,” says Laura. “It was
fast, it was scalable and it could work in
both a server and a hosted, ASP environ-
ment,” she explains.

And, she adds, “Most importantly, it did all
that at a price point that wouldn’t place an
enormous burden on the dealer in the way
that many of the other platforms we
looked at did.”

And of course, having the Microsoft logo
on the box was an added bonus.

“Microsoft has made a major investment
in AX to develop a product that integrates
very well with SQL Server databases, the
Microsoft Office suite, business intelli-
gence tools and other applications to sup-
port the dealer,” Laura explains. “Their
technology leadership made it possible for
us to focus on our customers’ business re-
quirements. It’s a very powerful blend of
strengths.”

The flexibility Microsoft Dynamics AX
brings to the table becomes particularly
valuable, Steve points out, at a time when
independents are pushing beyond the tra-
ditional office products boundaries into
new product categories 

“Dealers today are looking to maximize the
value of every customer by selling them as

much as possible and that’s where our ex-
perience in other distribution-related in-
dustries can really make a difference,” he
contends. 

“In addition to office products,” Steve ex-
plains, “MBS Dev also supports distribu-
tors in office furniture, jan-san and
technology and those worlds are merging
at a dramatic pace. With MBS Dev, dealers
can bring in those other lines of business
seamlessly because we’re already in them.
It just becomes a matter of turning on the
functionality to support that aspect of the
business.”

It doesn’t hurt either that the MBS Dev
system comes with a powerful e-com-
merce component that makes online or-
dering easy for the customer and
e-marketing just as easy for the dealer.

“Our e-commerce system is fully inte-
grated with both national wholesalers’ en-
hanced content and functionality and that
means searches and product presentation
that are just as good anything the big
boxes can offer,” Steve says. “And,” he
continues, “the system also comes with
the ability to build targeted e-mail cam-
paigns incorporating coupons and similar
special offers quickly and easily.

“Dealers today,” contends Steve, “are
looking for more than just software. They
want a technology partner who under-
stands their business and who can help
them find new ways to go to market and
run their business more efficiently. Dynam-
ics AX from MBS Dev does all that and it
does it efficiently and affordably and the
best is still very much to come,” he says
proudly.
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Small businesses in every industry—in-
cluding our own – should make it a priority
to watch the U.S. Congress closely this
summer as the House and Senate prepare
to introduce ‘consensus’ healthcare re-
form legislation and push for its passage
before the August recess. 

NOPA has posted a side-by-side compar-
ison of the key legislation already intro-
duced in the House and Senate on its web
site at www.nopanet.org. 

For several years NOPA has participated
in the congressional debate on healthcare
reform through its involvement in the Small
Business Coalition for Affordable Health-
care, an advocacy group coordinated by
the National Federation of Independent
Business (NFIB). 

The Coalition has testified before Con-
gress on key elements of legislative re-
form, with an emphasis on improving the
affordability of small business health insur-
ance. The Coalition and NOPA support
healthcare initiatives that:

• Employ market-based reforms such
as Association Health Plans (AHPs)
to expand competition and choice in
all markets for the purchase of pri-
vate health insurance

• Provide tax incentives such as tax
credits to assist with the purchase of
health insurance 

• Increase the healthcare options and
products available to employers and
employees

• Lead to increased transparency re-
garding insurance costs, quality and
products so that businesses and indi-
vidual consumers can make informed
choices.

Committees of jurisdiction for this legisla-
tion in the House and Senate have held
hearings on every aspect of healthcare
system reform this spring and recently

have begun sharing detailed ‘discussion
drafts’ of their bills with key constituen-
cies, including NOPA. 

Republicans are now proposing their own
alternatives, but with their minority posi-
tions in both chambers of Congress their
ability to influence the debate is limited.

Here’s an outline of what to expect in the
weeks ahead on this vitally important 
legislation:

In the House

Multiple committees in the House and
their leadership are playing a role in devel-
oping and introducing legislation on vari-
ous elements of healthcare system reform. 

Rep. Nydia Velazquez, chair of the House
Small Business Committee and a strong
champion of legislation to assist our in-
dustry, has introduced a bill that focuses
on expanding employees’ access to insur-
ance and insurance affordability for small
businesses through expanded pooling of
insurance risks at the national level. 

The House Energy and Committee has re-
leased its own draft legislation that would
create a national health exchange for indi-
viduals and the smallest employers (10 or
fewer employees initially; 20 or fewer in
year 2 and more in later years), with tax
credits available for low and middle in-
come individuals. 

The exchange would set and enforce stan-
dards for health plans, facilitate enroll-
ment, monitor complaints and administer
health insurance policy purchasing credits. 

The bill also calls for the Department of
Health and Human Services (HHS) to build
upon its current Medicare and Medicaid
programs to offer a public insurance op-
tion as part of an overall healthcare insur-
ance reform package.

In the Senate 

The Senate Finance Committee and the

Health, Education, Labor and Pensions
(HELP) Committee are expected to release
‘consensus’ draft bills this month after re-
viewing comments of key constituencies. 

Key areas of expected contention include
methods of financing desired healthcare
system reforms and the extent to which a
public insurance option will be included in
whatever reform bill emerges with suffi-
cient support to pass in this Congress. 

Sen. Max Baucus (D-MT), as chairman of
the Senate Finance Committee, has been
active in an effort to develop legislation
with bipartisan support and has been par-
ticularly receptive to the concerns of small
business. 

Sen. Chuck Grassley (R-IA), ranking mi-
nority member of the committee, has been
an active participant in this process, but
has discounted the extent to which gen-
uine bipartisan consensus has emerged to
date with respect to the two areas of
greatest contention. 

Both senators have reputations for reach-
ing across the aisle when important legis-
lation is at stake, so their views on the
merits of specific provisions of the draft
legislation are being monitored very
closely. 

With so much at stake in this debate for
our industry and others, NOPA will be
monitoring developments on healthcare
system reform legislation with great care
and encouraging members to share their
own experiences and recommendations
with elected officials in the coming weeks. 

Ironically, while 2009 may be one of the
most challenging years our industry has
ever faced from an economic standpoint,
this environment may trigger critical action
for reforms to address the single most
pressing economic issue that faces small
business. Stay tuned! 
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There are 10 million people 

in the U.S. living with cancer.
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Some Dealers Sell a Lot More Green Products Than Others. Here’s Why.
By Jim Rapp

The environmental movement has been around for so long that we may well take it for granted. For office prod-
ucts dealers, however, that would not only be a mistake, it would also be passing up a golden opportunity.

As I talk with dealers around the country about the importance of Green in their market, I hear everything
from, “Not much interest,” to “We’re doing a few things,” to “Our Green business is booming.”

Why are a few dealers doing a land office Green business while others are just getting by? 

Here’s the answer: The market leaders are acquiring knowledge, sharing that knowledge with their customers,
developing a marketing plan and perhaps most important, going Green themselves.

While almost all dealers are doing something, even if it’s no more than stock-
ing a few Green items, most fall into one of three groups:

1. They’re letting customers know they offer some Green
items—recycled cartridges, paper, etc. and perhaps of-
fering a Green catalog from a wholesaler.

2. They’re actively promoting Green and maybe even
have their own Green catalog.

3. They’re going all out and are doing all they
can to become a Green business and get in-
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we are all in this together
Shachihata believes that it is our responsibility to preserve the environment 

and to develop ecologically sensitive products and services.

When we develop new products, we use recycled or ecologically renewable 
materials wherever possible. Our efforts are evident in our many products 

which qualify as ECO products (more than 50% recycled content).

In an effort to minimize waste, we develop high quality products that 
have a long life. We create products that are refillable and have 

replaceable parts. This helps reduce waste and improves our environment.

Our manufacturing processes are as ecologically safe as possible. The water 
we use in production is filtered to remove debris and salt before it goes 

down the drain and out to sea. The solvents we use to clean our ink tanks 
are recycled and reused. We also reuse our scrap materials in production.

Shachihata’s ECO line of products is another example of 
Shachihata's commitment to the planet, not just for today but for the future as well.

©2008 Shachihata Inc.
For more information call: 1800.851.2686



volved in environmental activities in their
communities. They’re also providing ed-
ucation to customers and promoting
Green products and practices with cus-
tomers on a regular basis.

It’s not hard to understand why the third
group does so much better with Green
sales and profits. But that’s not the only
payoff.

Truly Green dealers are also getting plenty
of recognition. In fact, going Green seems
to generate more local kudos than just
about anything else you can do in your
community. 

That recognition, along with your status as
a locally-owned and operated business,
can be a powerful combination if properly
managed.

A Few Success Stories

Alpha Office Products
Cumming, Georgia

“We’ve been in business for 25 years,”
says owner and president Walt Woliver,
“but several years ago we reinvented our-
selves. We decided that our story would
be about protecting the earth and environ-
ment. We adopted the green red-eyed tree
frog as our mascot, and displayed the little
fellow on all our trucks and other vehicles,
catalogs, business cards, letterhead, web
site, and all advertising.”

The “Alpha’s Going Green” theme ap-
peared everywhere, along with tips for
customers on what they can do to help the
environmental movement. The dealership
also spread the word on what it is doing
internally to reduce paper use, recycle car-

tridges, etc. And Woliver and his team also
highlighted newer Green items, such as
pens made from recycled plastic,
biodegradable knives, forks, spoons and
new cleaning products.

“It’s just amazing the publicity and recog-
nition we’re getting with this effort,” states
Woliver, “to say nothing of our increased
sales of Green products. Employees are
enthusiastic. It’s a win-win all the way
around.”

Take a look at their website for more ideas:
www.alphaofficega.com

BuyOnLineNow.com
Rochester, Minnesota

Annual sales of Green products at this on-
line dealer are approaching $2 million and
much of the credit goes to simply making
it easy for customers to find the items, and
to compare them to other products in the
same category, says president and CEO
Bob Herman. 

“I can’t say that we’ve done anything
spectacular,” he admits. “There’s greater
variety now and quality has improved.
Customers seem to prefer brand names
and more and more manufacturers are
getting in the business. In addition to
showing Green items with regular product
listings, customers can click on ‘Go
Green,’ where they will find more than
2000 SKUs, broken out by product cate-
gory and sub-category.”

“We use a strict guideline of listing only
products that are made from at least 30%
post consumer waste as ‘Green,’ or en-
vironmentally safe biodegradable mate-
rial,” Herman explains.
BuyOnLineNow.Com has recently
started a Go-Green initiative in their
own offices, while ramping up
their Green promotional ef-
forts. An example is offer-
ing a 20% discount on all
Green products ordered on

Earth Day, April 22. 

Going forward, Herman sees nothing but
opportunity for dealers who embrace the
environmental movement. “Manufacturers,
wholesalers, and buying groups not only
have great products, but they also have
every conceivable help that any dealer
could possibly want. All that’s needed is to
put it to use.”

Give Something Back 
Business Products (GSB) 
Oakland, California

GSB is unusual in that it has donated more
than half of its profits to community-based
organizations. In that same spirit, the com-
pany is totally dedicated to support of the
environment, not only in the products they
sell, but in how they operate the business. 

“We educate our people who then educate
customers about the best products for any
given need,” says CEO Sean Marx.
“Everything from ingredients, to where
manufactured, to whether it can be decon-
structed, reused, or recycled and much
more.”

GSB even has a director of sustainability
on staff, in the person of Stephanie
Schlect. “We have always been committed
to the environment,” she explains, “and we
correctly predicted a growing demand.
From the beginning we decided that we 
would be a part of the movement to intro-

Cover: continued from page 26
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duce environmentally-responsible prod-
ucts. We sold recycled paper before it was
popular to use it.”

Schlect says the biggest objection to
Green products is price. “To combat this,”
she explains, “we try to set promotions in
place that increase demand, that over time
will lower the price.” As part of being a
Green resource, the company includes a
MyGreen GSB page on its web site:
www.givesomethingback.com, where cus-
tomers can track their Green purchases
and find tips on how to reduce their car-
bon footprint.

Chuckals Office Products
Tacoma, Washington

“We’ve been Green for a long time,” says
Chuckals’ Al Lynden, “but it’s only been in
the last year or so that Green products
have really taken off. Customers are begin-
ning to realize that recycled cartridges
today have quality equal to OEM products.
We’re very pleased with the Elite line, with
profit in the high 20s.” Lynden also has
high praise for S.P. Richards’ Green cata-
log and offerings. “They’ve done a good
job of procurement and they know a lot
about these items—it’s a great source of
information for our people and our cus-
tomers,” he continued.

Chuckals has an employee incentive
program for promoting Green products.
They also have a separate Green de-
partment which oversees such activi-
ties, including attending customer
business reviews. The Green specialist
briefs the customer on the latest Green
initiatives, how to improve their recy-
cling and reuse program and, of
course, talks about new and im-
proved Green products.

Chuckals recently held on Open House
with a 100% Green show, which included
a kickoff for their new Green catalog and
new product offerings.

“Knowledge is power with environmental
issues, just as it is with any other facet of
the business,” Lynden says. “If your cus-
tomers know more about it than you do,
you’re in deep trouble.”

Guernsey Office Products
Chantilly, Virginia

Guernsey has long been a leader in the
Green movement but the dealership re-
cently took efforts to the next level when it
brought in WSP Environment & Energy,
one of the leading global consulting firms
on sustainability, to help them better man-
age their own environmental issues, in-
cluding energy use, transportation,
warehousing and related matters. 

“We can’t say enough good things about
WSP and their local representative Craig
Ramich,” states Doug Guernsey. “As a
result of their study, we’ve reduced
costs while gaining a tremendous
amount of information that helps us
talk to our customers and
community about environ-
mental issues.”

Guernsey has its own Green
catalog, promotes Green

products heavily, and keeps prices (and
margins) low to gain acceptance as they
build volume. Doug Guernsey also serves
as a member of the Environmental Com-
mittee of his local Chamber of Commerce
and recently exhibited at the Chamber’s
Green Expo.

“All of us need to stay on our toes now,”
Guernsey says, “because so many things
are happening at once—the down econ-
omy, everyone’s trying to reduce costs,
younger people are taking over and they
have greater interest and knowledge, while
at the same time we are overwhelmed with
information—from manufacturers and ven-
dors, and all the rating organizations.” 

The company has now started asking cus-
tomers for feedback on Green items—
what’s working or not working, then
feeding this information back to all their
customers.

Alko Office Supply
Berkeley, California

Alko is both commercial and retail, and
may well be among the greenest of the
Green when it comes to promoting envi-
ronmental issues, and Green products.
Says owner Claudia Erne, “Customers
come to us when they have questions
about Green issues. We pride ourselves on
knowing the specifics on the content of

office supplyOFFICE PRODUCTS
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any product. We feature lines and items
that are made of high and safe recycled
content and items that are biodegradable,
such as the new tableware lines. We also
recycle cartridges and donate the pro-
ceeds to local school programs.”

Office Products Northwest
Portland, Oregon

Office Products Northwest’s Paul Heer
says that when it comes to Green, “We live
it and we sell it. This is a very Green part of
the country, and our employees decide
what we should be doing internally. As a
result, they’ve reduced paper use,
switched from paper cups to mugs, re-
duced energy use, and set up a Green web
site, with lots of “Going Green” tips. The

company also gives any employee $1,000
toward the purchase of a hybrid car.

“We’ve reached a point with many cus-
tomers,” Heer says, “that they say, ‘Ship
Green products whenever possible’, with-
out asking.”

All the Help You Need
Both the leading industry wholesalers re-
port that demand for Green products
today is at an all-time high and both have
gone back on the presses to pump out
more copies of their Green catalogs and
promotional materials as dealers have
jumped on board the Green band wagon.
Manufacturers and buying groups are
doing a whole lot more, too.

Perhaps the most interesting aspect
of the whole Green initiative is the
way that the dealers who sell the
most Green products are also the
same dealers who have gotten their peo-
ple involved in being a greener company

and being a force for Green in the commu-
nity at large. This is not a coincidence.

We know that there are dozens of Green
success stories out there. Please tell us
what you’re doing and we’ll pass it on in
future issues of INDEPENDENT DEALER.
E-mail to simon@idealercentral.com.
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In just a few short weeks, wholesaler S.P. Richards will
be going all out to let the good times roll as it hosts its
2009 Advantage Business Conference in New Orleans.
The event, which runs June 24-27, promises plenty of
opportunities for information exchange, education and
networking, as well as a tradeshow featuring the latest
new products and programs from the industry’s top
vendors.

“In these challenging times, dealers are looking for
new approaches to tough business issues and they’ll

find plenty of them at this year’s ABC,” commented
S. P. Richards senior VP of marketing Jim O’Brien.

“We’re particularly excited about the increased
emphasis on dealer networking this year, with six
separate sessions for dealer principals to sit down
with their peers and explore key dealer manage-
ment issues together. Attendees are guaranteed
to leave New Orleans with at least one or two new
ideas to help strengthen their businesses. And we
are delighted that our customers and vendor
partners are showing the same strong support as
in recent years.”

On the following pages, we
offer a preview of what’s
waiting in New Orleans.

S.P. Richards Gets Ready to Let the
Good Times Roll at 2009 ABC Show

continued on page 32

Faites Les Bons
Temps Rouler

JUNE 2009 INDEPENDENT DEALER Page 31



Leveraging
Technology
for Increased
Productivity

Time management
expert Steve Turner
will demonstrate
how to leverage

technology to become more productive
and effective using your desktop or lap-
top computer and mobile device. Topics
covered include: How to maximize the
use of your time; Optimizing and super-
charging your computer for best perform-
ance; Time-saving computer shortcuts
you can use every day; The most efficient
way to process and organize e-mails, and
Quick search tools you can use on your
computer to find things faster.

Crossing the
Generational
Divide: Making
the Four Gen-
erations in Your
Workplace a
Competitive
Advantage

Gen Y guru Jason Ryan Dorsey will ex-
plain how to foster a company culture
where employees of all ages, titles, and
tenures feel included and valued and
show you ways you can transform a
multi-generational workplace into a
competitive advantage.

U.S.
Economic &
Financial
Outlook: Your
Money, Your
World, Your
Family…The
Future

Economist Jeff Thredgold will provide an
entertaining, informative, and humorous
tour of the U.S. and global economy, fi-
nancial markets, education, employ-
ment, retirement, and more. 
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SEVEN TIMES STRONGER. 
HOW DOES THAT 

STRIKE YOU?
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Top-class industry workshops have always been a hallmark of the ABC conferences and this year is no
exception. Here’s a look at the sessions on the agenda this year:

continued on page 33
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Dealer Principal Idea Exchange — Networking 
sessions to learn from your fellow dealers

Owners and principals, join your counterparts for
structured networking opportunities to exchange

success stories. All must come prepared to share an
idea or two and all will leave with an idea from each

member of your group. Six separate sessions are on
the schedule and will cover the following topics:

n Incentives to Improve Morale and Goal Attainment
n Ideas to Grow Your Furniture Business
n How to Market “Independent and Local”
n How to Position Lorell in the Marketplace
n Unique Services That Add Value e.g., Shredding, Go

Green
n Operating Strategies in a Volatile Economy

Upside Potential in a 
Downside Economy

Award-winning TV producer Hattie
Bryant will dip into the largest video li-
brary in the world about small business
to introduce you to owners who have
grown their businesses through thick
and thin. Meet some of the stars of her

made-for-PBS television series who are all owners that have
been tested by fire and emerged even stronger to share how
to survive the heat of these turbulent times.

Defining the Year 
of Truth and Trust

Sales trainer and best-selling author
Jeffrey Gitomer will show you how to
become a value provider and a trusted
advisor to your customers. His no-
holds-barred, in-your-face style will
make an impression and you will walk

away with ideas that you can immediately apply to your busi-
ness.
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Washington Insiders 
James Carville and Mary Matalin to
Keynote ABC General Session

Washington’s best-loved couple, James Carville and Mary
Matalin, gives audiences an enlightening and entertaining
look at today’s most important political issues as well as a
behind-the-scenes look at Washington politics. 

Co-authors of the national best seller All’s Fair: Love, War,
and Running for President, both Matalin and Carville are key
players on the national political stage, having between them
worked for every president over the last 25 years. 

In their presentation, Carville and Matalin will combine their
unique experiences as perennial political insiders to provide
audiences with a stimulating, candid and provocative analy-
sis of the day’s headlines.

They will look at today’s hot-button political issues from both
sides of the political aisle for a lively and engaging exchange
of views. It should be both informative and a lot of fun!
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Dinner Jazz Cruise on the
Creole Queen
Thursday evening
June 25 - 7:00-10:30 pm
The majestic Paddlewheeler
Creole Queen offers an
evening featuring hot jazz and
famous New Orleans cuisine.
This authentic riverboat will
take you on a memorable jour-
ney down the Mississippi
River, offering up the French
Quarter and the picturesque
St. Louis Cathedral, the Pres-
bytere, Cabildo and the Pon-
talba buildings. The cruise
includes Mardi Gras Mambo
buffet dinner menu with coffee
and tea.

CASH BAR ONLY
COST PER PERSON: $75

Crescent City’s Haunted 
History Walking Tour
With 20 years of ghostly leg-
ends involving Voodoo curses,
duels under Spanish moss-
draped oaks, cold-blooded
murders, Revolutionary War-
era pirates, Civil War soldiers
and jazz, New Orleans has
earned a serious reputation as
one of America’s most haunted
cities. You’ll visit sites of docu-
mented hauntings and see the
French Quarter residences in
which sinister events took
place. We even visit a haunted
bar along the way!

COMFORTABLE WALKING
SHOES SUGGESTED.
CASH BAR ONLY
COST PER PERSON: $47
TIME: 7:30-10:00 P.M.

Jazz Legends at the Palm
Court Jazz Café
The Palm Court Jazz Café
combines traditional jazz with
New Orleans cuisine. The mu-
sicians appearing at the Palm
Court are some of the more fa-
mous legends of New Orleans,
along with the young musi-
cians who will be tomorrow’s
jazz legends. The tour includes
dinner and a show.

CASH BAR ONLY
COST PER PERSON: $100
TIME: 7:00 - 11:00 P.M.

optional tours:
This year’s ABC also offers a number of optional tours highlighting various aspects of the
unique city that is New Orleans. Space is limited on all tours and will be filled on a first-come,
first-served basis. In addition, several post-show tour options are also available for those extending
their stays in New Orleans, including a walking tour of the French Quarter, a Louisiana swamp tour,
New Orleans city coach tour, plantation tours and more. Visit www.sprichards.com for tour details,
times and costs.

n WEDNESDAY, JUNE 24
8:00 a.m. - 4:00 pm  . . . . . . . . .Dealer Arrivals
6:30 - 10:30 pm  . . . . . . . . .Children’s Lounge
7:00 - 10:00 pm  . . . . . . . .The Big Easy Party

n THURSDAY, JUNE 25
6:30 am - 5:00 pm  . . . . . . .Children’s Lounge
6:30 - 7:30 am  . . . . . . . . . . . . . . . . .Breakfast
8:00 - 10:00 am . . . . . . . . . . .General Session
10:00 am - 4:30 pm  . . .Office Products Expo
Noon - 1:30 pm  . . . . . . . . . . . . . . . . . . .Lunch
Evening On Own

n FRIDAY, JUNE 26
7:30 a.m. - 4:00 pm  . . . . . .Children’s Lounge
7:30 - 8:45 am  . . . . . . . . . . . . . . . . .Breakfast
9:00 a.m. - 3:30 pm  . . . . . . .Dealer Seminars
12:30 - 1:30 pm . . . . . . . . . . . . . . . . . . .Lunch
6:30 - 10:30 pm  . . . . . . . . .Children’s Lounge
7:00 - 10:00 pm  . . . . . . . . . . . . . .Gala Dinner

& Mardi Gras Ball

n SATURDAY, JUNE 27
Departures
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c-line.com

Visit us at Booth #1032 at the SPR
Advantage Business Conference

Protect
your documents

& the environment

CLI-62617, 100/BX
CLI-62607, 50/BX
CLI-99617, 10/PK

GREEN
SOLUTION
effective biodegradable protection

BIODEGRADABLE
SHEET PROTECTORS

                

SPR ABC Show: continued from page 34

conference agenda

continued on page 36

http://www.sprichards.com
http://www.vincinity.hon.com
http://www.c-lineproducts.com/product_category.php?cat_id=biodegradable-recycled-products
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Microban protection inhibits the growth of microorganisms 

that cause stains, odors and product degradation. 

Introducing the Only Office and School Tools that 

Feature Microban® Antimicrobial Technology

Surface with Microban Protection Unprotected Surface

after 2 hours after 16 hours after 20 hours after 24 hours after 2 hours after 16 hours after 20 hours after 24 hours

This information is based upon standard laboratory tests and is provided for comparative purposes to substantiate antimicrobial activity 

for non-public health applications.  Microban technology is  not designed to protect users from disease causing microorganisms. 

WESTCOTT® is a registered trademark of Acme United Corporation.  MICROBAN® is a registered trademark of  Microban Products Company. 

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

       

       

    

                

                  

                  

                    

EXHIBITOR BOOTH #

3M. . . . . . . . . . . . . . . . . 624

A.T. Cross. . . . . . . . . . . . 343

Ability One - National 
Industries for the Blind . . 909

Accentra/PaperPro . . . . . 100

ACCO Brands . . . . . . . . . 418

Acme United . . . . . . . . 1014

Acroprint . . . . . . . . . . . . 131

Advantus . . . . . . . . . . . 1016

Akro-Mils . . . . . . . . . . . . 933

Alba . . . . . . . . . . . . . . . . 119

Alliance Rubber . . . . . . . 638

Ampad . . . . . . . . . . . . . . 113

AOS Ware & Fortune Web
Marketing . . . . . . . . . . . 139

Acsellerate Solutions . . 1034

Atlantic Breeze - 
Heat Runner. . . . . . . . . . 841

Avery Dennison . . . . . . . 530

Avery Dennison PSD. . . . 129

Balt, Inc.. . . . . . . . . . . . . 218

Basyx. . . . . . . . . . . . . . . 306

Baumgarten’s . . . . . . . . 636

Beaumont Products . . . . 919

EXHIBITOR BOOTH #

Belkin Components . . . . 711

BIC. . . . . . . . . . . . . . . . 1026

Big D Industries . . . . . . . 928

Bigelow Tea . . . . . . . . . . 839

Bi-Silque . . . . . . . . . . . . 207

Blazer Associates . . . . . . 635

BMI . . . . . . . . . . . . . . . . 109

Bond Street . . . . . . . . . . 140

Brother International 
Company . . . . . . . . . . . . 612

Buddy Products . . . . . . . 115

Bunn-O-Matic . . . . . . . . 741

Bunzl . . . . . . . . . . . . . . . 731

Burnes Home Accents . . 209

Bush Industries . . . . . . . 208

Canon . . . . . . . . . . . . . . 619

Carl Manufacturing. . . . . 128

Charles Leonard. . . . . . . 640

Chartpak . . . . . . . . . . . . 230

Chenille Kraft . . . . . . . . . 137

Chicago Lighthouse . . . 1010

City of Hope . . . . . . . . . . 905

C-Line Products . . . . . 1032

Clorox . . . . . . . . . . . . . . 943

EXHIBITOR BOOTH #

Colgate Palmolive. . . . . . 732

Color Laboratories . . . . 1036

Compucessory . . . . . . . . 706

Continental Commercial 
Products . . . . . . . . . . . . 938

Crayola llc . . . . . . . . . . . 130

Defibtech . . . . . . . . . . . 1002

Deflecto Corporation . . . 912

Design Made Easy . . . . . 406

DMI Furniture . . . . . . . . 212

Domtar Paper. . . . . . . . . 214

Dri Mark Products . . . . . 118

Durable Office Products . 308

Duracell . . . . . . . . . . . . . 945

ECi . . . . . . . . . . . . . . . . . 918

Elite Image. . . . . . . . . . . 613

Elmer’s Products . . . . . 1028

Energizer . . . . . . . . . . . 1006

Envision . . . . . . . . . . . . . 935

Esselte America . . . . . . . 430

Falcon Safety Products. . 111

Fellowes . . . . . . . . . . . . 618

Fire King International . . 312

Fiskars . . . . . . . . . . . . . . 127

EXHIBITOR BOOTH #

Floortex . . . . . . . . . . . . . 117

Franklin Covey . . . . . . . . 332

Genuine Joe. . . . . . . . . . 824

Georgia Pacific . . . . . . . 831

Ghent Manufacturing . . . 639

GOJO Industries . . . . . . . 830

GOPD . . . . . . . . . . . . . . . 913

Grupo Portucel Soporcel 436

Hausmann Industries . . . 923

Health-O-Meter . . . . . . . 921

Henkel Consumer 
Adhesives . . . . . . . . . . . 240

Heritage Bag . . . . . . . . . 842

Hewlett-Packard . . . . . . 600

Highlands Group. . . . . . . 125

HON Company . . . . . . . . 400

Hoover Commercial 
Vacuums . . . . . . . . . . . 1000

Hoovers
a D&B Company. . . . . . 1038

Horizon . . . . . . . . . . . . . 606

HSM of America . . . . . . . 814

Iceberg Enterprises . . . . 200

IdeaStream Consumer 
Products . . . . . . . . . . . . 633

EXHIBITOR BOOTH #

Imation . . . . . . . . . . . . . 707

Impact Products . . . . . . . 926

International Paper . . . . . 700

Iris . . . . . . . . . . . . . . . . . 211

is.group . . . . . . . . . . . . . 816

ITW Dymon . . . . . . . . . . 736

Johnson Diversey. . . . . . 838

Jump Tech . . . . . . . . . . . 142

Kantek . . . . . . . . . . . . . . 641

Kellogg’s . . . . . . . . . . . . 840

Kelly Computer Supply . . 914

Kensington. . . . . . . . . . . 712

Kids in Need. . . . . . . . . 1040

Kimberly-Clark 
Professional . . . . . . . . . . 730

LC Industries . . . . . . . . . 942

Lathem Time Co. . . . . . . 106

Lee Products . . . . . . . . . 233

Lexmark. . . . . . . . . . . . . 800

Lion Office Products . . . . 107

Logitech. . . . . . . . . . . . . 719

Longbow Consulting 
Group. . . . . . . . . . . . . . . 108

Lorell . . . . . . . . . . . . . . . 316

http://www.gojo.com
http://www.acmeunited.com/acme_west/index.php
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EXHIBITOR BOOTH #

Mabis Healthcare . . . . . . 917

Magna Visual . . . . . . . . . 242

Marcal Paper Mills . . . . . 937

Marjack . . . . . . . . . . . . . 742

Mars Drinks-Flavia. . . . . 735

Martin Yale Industries . . . 906

Master Lock Company . . 936

Master Mfg . . . . . . . . . . 231

Max USA . . . . . . . . . . . . 642

Maxell . . . . . . . . . . . . . . 810

Maxon Furniture. . . . . . . 213

Mayline Company . . . . . 206

MBS Dev . . . . . . . . . . . . 143

Medline . . . . . . . . . . . . . 925

Millennium Mat . . . . . . . 825

MMF Industries . . . . . . . 224

MWV . . . . . . . . . . . . . . 1020

Myers Brazell . . . . . . . . 1020

NCR Paper by Appleton . 110

Nestle USA. . . . . . . . . . . 739

Nestle Waters. . . . . . . . . 737

NOPA & OFDA . . . . . . . . 813

Nu-Dell . . . . . . . . . . . . . 238

Nukote International . . . . 807

EEXHIBITOR. . . . . . . . . BOOTH #

Office Partners . . . . . . . . 235

Office Star Products . . . . 121

Officemate . . . . . . . . . . 141

Okidata . . . . . . . . . . . . . 716

Oreck. . . . . . . . . . . . . . 1004

Pacon Corporation . . . . . 133

Panasonic . . . . . . . . . . . 541

Pentel of America . . . . . . 340

Pilot . . . . . . . . . . . . . . . . 637

Plantronics. . . . . . . . . . . 713

PM Company . . . . . . . . . 237

Procter & Gamble. . . . . . 829

PureRed Creative . . . . . . 524

Pyramid Technologies. . . 241

Quality Park Products . . . 900

R3 Safety . . . . . . . . . . . . 733

RCA Telephones . . . . . . . 815

Reckitt Benckiser . . . . . . 843

Red Cheetah . . . . . . . . . 324

Rediform . . . . . . . . . . . . 234

Redi-Tag . . . . . . . . . . . . 440

Roaring Spring Paper 
Products . . . . . . . . . . . . 236

Rochester Midland . . . . . 930

EXHIBITOR BOOTH #

Royal Consumer 
Products . . . . . . . . . . . . 104

Royal Sovereign 
International. . . . . . . . . . 339

Rubbermaid 
Commercial . . . . . . . . . 724

Safco Products. . . . . . . . 300

Samsill Corporation . . . 1012

Samsonite Corp . . . . . . . 341

Samsung . . . . . . . . . . . . 718

Sanford . . . . . . . . . . . . . 536

Sanitaire by Electrolux . . 837

Sanyo Fisher Company. . 939

Saunders . . . . . . . . . . . . 442

Screenflex . . . . . . . . . . . 232

Sealed Air . . . . . . . . . . . 243

Sentry . . . . . . . . . . . . . . 120

Seventh Generation . . . . 934

Sharp Electronics . . . . . . 806

Simon Marketing . . . . . . 336

Simple Green . . . . . . . . . 940

SJ Paper . . . . . . . . . . . . 337

SLI Lighting . . . . . . . . . . 931

Smead Manufacturing 
Company . . . . . . . . . . . . 412

EXHIBITOR BOOTH #

Softalk . . . . . . . . . . . . . . 910

Solo Cup Company. . . . . 734

Solo, a Division of U.S. 
Luggage”. . . . . . . . . . . . 811

Sony . . . . . . . . . . . . . . . 709

Southworth . . . . . . . . . . 901

Sparco - Integra - 
Nature Saver . . . . . . . . . 424

SPR Marketing . . . . . . . . 512

SSI System Solutions . . . 907

Staedtler . . . . . . . . . . . . 124

Stanley Bostich . . . . . . . 631

Starbucks Coffee . . . . . . 743

Stride. . . . . . . . . . . . . . . 338

Sugar Foods. . . . . . . . . . 834

Tabbies . . . . . . . . . . . . . 228

Tally Genicom/Printronix. 812

Tatco Products . . . . . . . . 941

Tennsco . . . . . . . . . . . . . 216

Thalerus Group . . . . . . . 138

The Dial Corporation . . . 924

Timothy’s World Coffee . 832

Tombow. . . . . . . . . . . . . 643

TOPS . . . . . . . . . . . . . . . 630

EXHIBITOR BOOTH #

Trade Service . . . . . . . . . 617

Trend Enterprises . . . . . . 132

Tri Gold Associates . . . . . 226

TriMega Purchasing 
Association . . . . . . . . . . 334

Unger Enterprises. . . . . . 738

Unibind . . . . . . . . . . . . . 537

Unimed-Midwest . . . . . . 927

US Stamp & Sign . . . . . . 116

Velcro . . . . . . . . . . . . . . 112

Verbatim Corporation . . . 721

Victor Technology . . . . . . 717

Virco . . . . . . . . . . . . . . . 310

VTech. . . . . . . . . . . . . . . 715

Waterbury Companies . . 836

Wausau Papers . . . . . . . 134

Webster Industries . . . . . 835

Werner . . . . . . . . . . . . . 932

Xerox . . . . . . . . . . . . . . . 818

XSB . . . . . . . . . . . . . . . . 114

X-Stamper . . . . . . . . . . 1018

Zebra Pen . . . . . . . . . . . 330

Zep . . . . . . . . . . . . . . . . 740

reduce, reuse, re-ink!

• over 50% recycled content

• over a dozen sizes available

• lifetime guarantee

THEY'RE JUST MADE BETTER TM

NEWNEW
f r o m

Booth 1018Booth 1018

Introducing Marcal® Small Steps™

An Easy Way for Your Customers to Go Green

 100% Recycled - Earth and 
 Budget Friendly

 Variety of Convenient
 Package Sizes

 National Advertising Support

NEW Marcal® Small Steps™

For more information contact Marcal® Paper.
sales@marcalpaper.com     (800) 631-8451

www.marcalsmallsteps.com

A Small, Easy Step
To A Greener Earth™

©2009 Marcal Manufacturing, LLC

mailto:sales@marcalpaper.com
http://www.marcalsmallsteps.com
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When
Contracting
Doesn’t Work
by Paul A. Miller

Paul Miller is a founding part-
ner in Miller/Wenhold Capitol
Strategies, LLC, providers of
direct and grassroots lobby-

ing, legislative and regulatory
tracking, advocacy planning
and implementation and re-

lated services. Before setting
up Miller/Wenhold, Miller

served as government affairs
director for the National Office
Products Alliance and the Of-

fice Furniture Dealers Alliance
(NOPA/OFDA). In addition to
his lobbying and regulatory

monitoring activities, Paul
also provides consulting serv-

ices to businesses on selling
to the federal, state and local

government markets. For
more information, visit
www.mwcapitol.com.

For two years now I have been
working with independent dealers to
try and stop the Generals Service
Administration’s rollout of its new Di-
rect Vendor Delivery (DVD) program. 

I must admit it surprised me when I
first got involved with this effort be-
cause of GSA’s past willingness to
sit down with small business inde-
pendents and work with them on
how the government can best
leverage its purchasing power.

Thus far, unfortunately, we have
been swimming against the current
without any real success. GSA’s
DVD program is an effort to move
office supplies out of the GSA de-
pots and offer them through a more
“viable” vehicle. Unfortunately, and
to the dismay of independent deal-
ers, thus far this effort has failed to
include small businesses in any
meaningful way.

While the Request for Proposal may
state that it is weighted for small
business, the reality is far different.
Very few independent dealers or
even big box stores can bid on this
piece of business and make money
and that’s reflected in responses to
the RFP to date.

When GSA issued its first RFP a cou-
ple of months ago, it received very
few small business replies. The
agency has now issued a second RFP
and I will bet that even fewer inde-
pendents and teaming arrangements
will bid on it the second time around.

Recently, I attended an industry day
hosted by GSA on the DVD pro-
posal and was surprised by what I
heard. I sat in a room of independ-
ent dealers and big box representa-
tives and not one person in the
room said the DVD program was a
good thing. 

Dealers and big box stores offered
many other alternatives to DVD, but

none of them were of interest to
GSA. I don’t want to be too critical
of GSA because they have worked
with independents in the past on is-
sues like this, but I am struck at how
in the case of the DVD, GSA has not
been willing to listen to industry. 

GSA has said that small businesses
will be a part of the award process and
I don’t doubt that. But will their in-
volvement be enough to offset the
losses small business currently work-
ing with the depot program will suffer?

displacing small business
GSA admits that the DVD will dis-
place a significant number of small
businesses, but contends those
small businesses that do win
awards will see considerable sales
volume through this program.

Again, I don’t doubt GSA’s state-
ments in these areas. But the reality
is the DVD program is not an effec-
tive one. 

If the government is serious about
finding ways to cut waste, it would
be far better to start by looking at
the way it currently buys its goods
and services. 

There are so many competing buy-
ing programs that it is hard for any
small business to keep pace with
them all and even harder for buying
agencies to know what’s available
to them and what’s most cost effec-
tive for their budgets. 

We could simplify the contracting
process significantly if we would
just encourage the use of the GSA
schedule program. 

Adding a new DVD program into the
mix won’t help the government
save money in the long run. I would
urge GSA to reconsider this ap-
proach and allow independents and
big box players to come together
and outline for them a more effec-
tive way to do business. 

The pie is big enough for big busi-
ness and small business to com-
pete. With the way the DVD
program is currently structured,
very few will win awards and even
fewer will make any money.

The GSA Schedule program is an
effective vehicle. Through this pro-
gram the government can get best
value pricing. This program also al-
lows for more competition, not less,
as the DVD program will. 

If GSA is so committed to small
businesses and their future, I would
urge them to make this a small
business set-aside. Short of that, I
don’t see how small businesses will
benefit from the DVD program. 

I see very clearly how a big box
store, who already is participating in
a pilot program with GSA, will ben-
efit. Again, I don’t doubt small busi-
nesses will win awards under this
proposal. The question is, will there
be enough opportunity for them to
make money or, will this turn out to
be a program that ends up costing
them money to participate?

I would like to urge GSA to consider
throwing the DVD program out and in
its place use the GSA Schedules as
the way in which they go to market. 

Why reinvent the wheel and create
a new buying program that no one
in the industry supports, other than
maybe one company? I hope the
administration will take a look at this
program and how it fits into its
plans to cut waste and costs in the
contracting process. 

When independents and big box
stores—who usually agree on very
little—both say that DVD is a bad
proposal then you have to stand up
and take notice. Mr. President, we
hope you and your team will take a
second look at this program and its
impact, both on small businesses
and on the government buyer.

http://www.mwcapitol.com


In these difficult economic times, it certainly
makes sense to perform a mid-year review, re-
flecting upon what’s happened since last fall’s
financial crisis, what lies ahead, and what it all
means for your dealership.

The past nine months of recession have cre-
ated extreme hardships for both the American
public and business. 

Conditions for most dealers have not been
easy and, for many, they have been far more
challenging than the decline in 2000 and 2001. 

Several dealers have gone bankrupt or closed
their doors; many more want to sell but cannot
find buyers. 

Revenue for most supply dealers appears to be
off by 10-15% and the decline for furniture is
higher, with some furniture contract dealers ex-
periencing sales declines of as much as 50%
or even more. That’s the bad news.

On the positive side, the economy is now
showing some encouraging signs. Most econ-
omists are predicting an end to the recession
this fall, then a return to growth. 

Forecasters often talk in terms of letters: The
V—a deep recession followed by a quick re-
bound (not likely); the U—a longer recession
and slow recovery; the L—the Japanese crisis
where output fell sharply and stayed low for
years; the W—a temporary upturn as the econ-
omy feels a jolt (the fiscal stimulus package)
which then quickly wears off, and the Big D—
the most pessimistic and the worst-case sce-
nario of a deep depression.

Just a couple of months ago, the odds favored
an L-shaped forecast, which was rather dis-
couraging. The odds now heavily favor the “U,”
an end to the recession followed by growth, rel-
atively slow growth, but growth nevertheless.

Closer to home, office furniture looks like it’s in
for a long, rough ride. Historically, furniture lags
the economy—both slower to react initially and
slower to recover. I discuss the furniture sector
in the June 2009 issue of OFDEALER
(www.ofdealer.com). However, the supply sec-
tor offers vast opportunity.

Opportunities Abound
First of all, smaller companies (e.g., dealers) are
typically more agile and can make things hap-
pen more quickly than larger companies (in-
cluding wholesalers and manufacturers in our
industry). 

While small business owners may be the first
to feel the economic squeeze, they also may
be the first to find new opportunities. There
were many relevant points in Jim Rapp’s article,
“Taking Control,” in the February issue of IN-
DEPENDENT DEALER and his references to
the value of a “Jack Be Nimble” approach.

The biggest opportunity available to independ-
ent dealers today is to take advantage of the
current status of the big box players.

Each of them is currently dealing with unprece-
dented turmoil. While the big box corporations
control about 42% of the market, they have be-
come extremely vulnerable. 

Their deep pockets are gone. Revenue and
profits have tumbled; stores are being closed.
Office Depot and OfficeMax shares are selling
at less than 20% of their value of just a couple
of years ago. All of the major players have had
management turmoil. 

Their salesmanship, relationship building skills
and service were never particularly good, even
in the good times. And now even Wal-Mart and
Costco are going after them.

Each of the big three has its own major prob-
lems. Office Depot has generated an increas-
ingly long trail of audits and reports of
irregularities in their state contracts business.

Staples is grappling with a major clash of cor-
porate cultures as it works through its acquisi-
tion of Corporate Express, with an increasingly
disgruntled sales force and a growing number
of Wall Street and industry analysts who feel
they paid way too much. And OfficeMax has its
own history of management problems and is-
sues related to its inability to ever truly capital-
ize on the acquisition of Boise Cascade Office
Supplies. 

There is no more pizzazz among these players.

This is the first time since the inception of the
big box players that the independent dealers
are truly re-emerging, and I predict there will be
a sizeable decline in big box market share.

Meanwhile, well-run independent dealerships
are succeeding even as the weaker are failing. 

I continue to be amazed at the attitude of too
many dealers who are still trying to justify their
past, refuse to look outside the box, wanting to
sell the company and then complaining that of-
fers are too low.

“I have pride,” is a frequent comment I hear
from such dealers, only to find that within a few
months they are forced to close their doors or
file bankruptcy, walking away with much less
than offers that had been made. 

In our economy, we are finding we have too
many of everything—too many banks, too
many manufacturers and dealers (the auto in-
dustry is a prime example), too many retail out-
lets, too many print shops, and yes, too many
office product dealers. That will change. There
will be consolidation, closures and bankrupt-
cies and ultimately, there will be fewer dealers. 

Properly positioned, enlightened office product
dealers will gain local market share from the
major players and their immobilized and trau-
matized peers. 

Never, in my mind, has there been such an op-
portune time for the properly positioned dealer.
We are already seeing many success stories of
independents, several of which have been writ-
ten about in recent issues of this publication. 

What will it take to be on the winning side of
the current battle for market share and sur-
vival? Here’s my own “Ten-Point Road to Suc-
cess.”

1. Ensure that your dealership has a well-de-
fined vision and the leadership to bring it to
fruition. I refute any who say the road to suc-
cess is dependent upon the economy and in-
dustry growth. Change is coming anyway;
leaders will take control. Times of turbulence
and crisis are times of opportunity for creative
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thinking, vision, leadership, strategic action and
execution. 

2. Carefully manage risk when pursing oppor-
tunities. None of us have a crystal ball to tell us
for sure how long these economic conditions
will last, and when and how much growth will
occur at the end of the recession. But wonder-
ful things happen coming out of any recession.
Think about 2000 and 2001 with the emer-
gence of Google, E-Bay, IBM re-inventing itself
and hundreds of smaller success stories. But
the recession at that time also resulted in the
demise of many companies, emphasizing the
importance of addressing risk and opportunity.

3. Vigilantly study our industry and be attuned
to scenarios of possible events. Will manufac-
turers or wholesalers go direct (for old-timers
in the industry, remember the days of dual-dis-
tribution)? Will dealers consolidate? Will new
distribution channels occur such as Wal-Mart
and Costco? Dealers need to have plans in
place to react quickly to any significant change
in market conditions.

4. Be attuned to your local market, its cus-
tomers and potential customers. Who will

grow, who might fail, who will buy, from whom
and why? What are the diversification opportu-
nities—such as government, healthcare, and
education—that might be worth exploring?

5. Look for new product lines and services.
Numerous articles have been written on this
subject that include lengthy lists of opportuni-
ties. Many dealer testimonials of success in the
past year have been attributed to an expanded
line of products and services.

6. Carefully analyze your income statement.
Cut costs selectively and very carefully. Don’t
cut costs that generate and maintain revenue.
Gross margins can be as critical as cost con-
trol. Adjust pricing tactics. Selling right with
value billing is critical. If you missed it, go back
and read Tom Buxton’s column in the May IN-
DEPENDENT DEALER on customer con-
tracts—it could add several percentage points
to your gross margins. 

7. Effectively market and brand your dealer-
ship. Stress your service and sales personnel
strengths which are major competitive advan-
tages for the independent in combating the big
box players.

8. Take advantage of your key strategic part-
ners. Independent supply dealers have the
support of sophisticated wholesalers, manu-
facturers, dealer groups and technology
providers. Make sure you’re leveraging all they
have to offer. 

9. Create a strong balance sheet (the topic of
my March and April columns). Companies fail
because of a lack of cash and, unlike banks
and automobile manufacturers, dealers won’t
be bailed out by the U.S. government. How
many times have we stressed “cash is king,”
and unfortunately, how many times has plan-
ning for cash been inadequate.

10. Finally, begin planning for next year right
now, while still focusing on the short-term.
Prepare scenarios so that you can react quickly
to any downward trend, but at the same time,
make sure your dealership can respond imme-
diately to a market upturn.

This is as exciting a time as our industry has
seen in decades. Now is the time to position
yourself to be a winner as we emerge from the
current recession.

mailto:BillKuhn1@cs.com
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Custom contracts have become the enemy
of overall account profitability for too many
dealers. The problem is caused either by the
customer who demands lower prices or by
sales reps who won’t raise prices because
they are too afraid of losing the relationship
to a competitor. 

Over the past few years, two factors have
made the problem even more acute. Most

obviously, of course, there is the
overall economic down-

turn. But at
the same

time, too many account reviews end up high-
lighting the percentage spent on contract.
Items and that is not a good thing. 

Sharing these statistics has created an ex-
pectation that the ratio of contract to non-
contract sales should always increase. The
problem becomes exacerbated when cus-
tomers are trying to cut spending, resulting
in more dollars than usual being directed to-
wards contracted items. 

In short, custom contracts are a monster that
devours more money every day at a time
when dealers need higher profitability just to
survive. 

Over the years, I have become acquainted
with a number of creative ideas meant to ad-
dress the harm caused by contract mis-
management, along with some deceptive
practices that individuals within companies
implement at a cost to their soul. (Stay tuned
for a later column in which I will compile a list
of each category for your perusal) 

However, I recently re-discovered an ex-
tremely innovative solution to the issue

of custom contracts that may, in cer-
tain cases, help dealers increase

the profitability of their ac-
counts while enabling

their customers to
take control of their
spending. 

The concept is
called “Demand Man-

agement” and I was in-
troduced to it during my

stint with the Strategic Ac-
count Team at Corporate Ex-
press. 

“Demand Management” simply
means that the supplier and
the customer create a list of
products as a standard for

the entire office. The items
are selected by the dealer’s
sales team and the cus-
tomer, based upon the
overall supply budget of
the company. 

“Demand Management” re-
appeared in my thoughts

about a month ago, when
a customer shared an
example of an account
review with me from
one of the big three. 

There in black and
white was

the exact

term along with the offer to provide it if re-
quested. 

However, my guess is that our competition
uses the concept infrequently, because (as
we found at CE) it limits the opportunities to
grow sales in the supply category. 

In the past, the last thing anyone in our busi-
ness wanted was to help customers limit
“rogue” spending. In fact, few dealers ever
wanted to help customers cut spending at
all, because they were afraid that margins
would drop even further. 

In light of our current economic climate,
might it not be time to re-evaluate the value
of helping our customers spend less money
overall? (They are anyway!) 

What if we approached the situation from
their point of view, by helping them evaluate
their overall spend along with the amount
they have budgeted for our commodity? 

Let’s revisit the concept of “Demand Man-
agement” for a moment to see if it’s possible
to minimize the damage that customer-spe-
cific contracts are causing to our bottom line,
while helping our clients achieve their cost
saving goals.

“Demand Management” starts when a sales
rep asks a current customer about the size
of their supply budget. 

If the contact does not know the budget
number, your rep is probably working at too
low a level within the customer’s organiza-
tion. 

A CFO or controller definitely knows what the
expected spend will be and wouldn’t it be
nice for your rep to get to know them better? 

Asking the right questions should get him or
her to the correct person very quickly if sav-
ing money is the topic. 

During the product selection process, the
two teams collaborate to determine the rel-
ative importance of items, based on their
form, fit and function. 

Samples of new and more efficient products
should also be provided, because the goal
of the exercise is to meet or beat the budget
number, while making the office a more pro-
ductive work environment. 

The meetings that occur during the imple-
mentation of demand management should
also include other professionals from our in-
dustry, like vendor reps, because they lend
credibility to your company and bring to the
table an extraordinary base of product
knowledge. 

After the products have been selected, you
and the customer need to ensure the suc-
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cess of the plan by creating a customer-spe-
cific favorites list (along with the ability to
block certain products) for online ordering.

Many dealers have also created small cus-
tom catalogs without prices for their larger
customers. Your rep can also suggest that
the customer consider whether it might be in
their best interest to combine orders, limit
delivery days or use systems like
“JumpTech” or other tools to become more
efficient. 

If the company is big enough, a discussion
about the relative merits of desktop or dock
delivery should be explored. 

Another key component of the plan is for the
customer to send an e-mail to everyone in
their office describing how they are partner-
ing with your company and why cooperating
with the process will save jobs! 

I can hear you saying, “Tom, do you realize
what you just described will result in an even
larger contract? I thought that you were try-
ing to minimize the impact of contracts on
my margins yet here you are suggesting that
the contract becomes the margin!”

I always knew that INDEPENDENT DEALER
readers are a particularly perceptive group,
so I congratulate you for noticing the issue.
You are correct! I am advocating that in
some circumstances “Demand Manage-
ment” be used to expand the contract to in-
clude virtually every item a customer buys.
However, the contract pricing created from
the meetings with the customer will be
based on a win/win proposition or the event
should never occur.

Here are some critical action items that
should take place when your rep and their
sales manager (if they exist in your company)
initially approach your target customer to in-
quire about their cost-saving goals:

Let them know that if they will share their
budget goals with your company, you will
work to help them beat the number. 

Inform them that in order to guarantee sav-
ings to their company, a product selection
process will need to be undertaken in collab-
oration with one of their employees. This se-
lection process will not always choose the
least expensive item or items, but will disal-

low “luxury” items that don’t increase effi-
ciency unless management specifically ap-
proves their purchase. 

In order to help the customer with this
process they will need to agree to allow your
company to make a reasonable profit on the
items they purchase. Either a cost-up gross
margin program or a quarterly comparison to
their budget based upon full time employees
could be used to demonstrate your integrity
to the customer.

Many dealers have begun to revisit the “De-
mand Management” strategy because they
find they can use it to save customers
money, promote the best products and make
significant amounts of money without the
threat of a bid. 

In many cases introducing the concept to
customers has also resulted in opportunities
to sell other commodities like Jan San, fur-
niture and coffee, and promote high value-
added services like print management. 

Does this sound like something that could
help your dealership? Try it with a customer
and let me know how it goes.
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One of the hallmarks of just about any successful entrepreneur is a strong orientation
towards growth. 

There’s something in the entrepreneurial DNA that’s drawn to the idea of taking what
often starts out as little more than a rough concept and doing whatever it takes—
working long hours, risking precious savings and more—to turn it into a thriving op-
eration that’s built to grow sales and take share from the competition.

In Memphis, Chris Miller and his team at Yuletide Office Supply know all about growth.
For the past twenty years, Chris has been at the helm of the dealership his father
started back in 1972 and he’s seen it grow to become one of the city’s top independ-
ents and more than a match for local big box players.

Even in today’s tough times, Yuletide is holding its own, Chris reports, and he credits
“hard work and good people” for his dealership’s ability to weather the current eco-
nomic storm. 

“Our regular customers might be buying less than they used to,” he says candidly.
“But we’ve been out there doing the right things and picking up enough new business
to keep the momentum going.”

For Chris Miller, though, that focus on growth doesn’t stop when he turns out the lights
at Yuletide. Chris is a certified Master Gardener and growth of a very different kind is
also an important part of his life.

Becoming a Master Gardener is no easy task. It requires 16 weeks of classes at a
local university, complete with an end of course exam, and 40 hours of education,
community service and more to maintain your certification. 

And you have to be just as committed to sharing what you know as you are to learning
more about matters horticultural.

When we talked to him, Chris was getting ready to host a group of fellow gar-
dening enthusiasts as one of the stops on the Memphis Area Master Gardeners’
monthly “Gardens in Progress” tours.

In addition to his garden—home, Chris says, to “a little bit of everything”—vis-
itors also got to check out his 12x12 greenhouse and its many tropical plants,
including six-foot tall angel trumpets, bougainvillea, sago palms and more.

Gardening is a lot more than just a weekend hobby for Chris. “It’s like therapy
for me,” he says with a smile. “Our industry is a high pressure

business, even in good times, and working in the garden
keeps me on an even keel and puts all the

business worries in perspective,” he says.

These days, of course, a sense of per-
spective is certainly not a bad thing in
the office products world. And even

though business may be tough
right now, Chris Miller is still de-
termined to keep something

growing—one way or another!

the other side of

Chris
Miller
Yuletide Office
Supply

Keeping Things
Growing in Business
and in the Garden
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Office Depot’s first quarter numbers released at the
end of April showed a little good news. Their cash and
credit availability held from the year end at about the
same level, much to vendors’ relief. 

However, the bad news far outweighed any positives
that could be found. It was another down quarter-with
the same management and board. 

They are blaming the macroeconomic downturn, but
their two public competitors fared better and Depot
was having bad quarters before the downturn in the
general economy. I simply do not understand why the
shareholders have not gotten rid of the board and sen-
ior management.

These are the folks who took over the helm and bought
back a billion dollars’ worth of their own stock in the
$35 a share range. The company is now trading be-
tween two and three bucks a share, having hit a low in
the fifty to sixty cents range. It is still not easy to get a
cup of coffee for the price of a share.

Instead of controlling the bad PR from all the auditors’
reports and whistle-blowing about pricing irregulari-
ties, Depot’s management has taken an attitude of ar-
rogance. As a result, the number of investigations is
growing and the findings are not good. 

Does any company need this type of situation? Why
is the board of directors allowing it to continue?

Let’s look at their most recent numbers. For the first
quarter, total sales were down 19% to $3.2 billion and
the loss was $55 million. North American (U.S. and
Canada) retail stores open a year were down 17%.
North American contract was down 17% and interna-
tional was down 24% (give them a break—it was only
down 9% when adjusted for local currency versus the
strong dollar). 

The stock jumped a little because the numbers were
not as bad as expected and Depot reported some re-
covery in business. Of course, any one in this industry
knows December dies and January is the best period
of the year except for back to school. Basically, Depot
is consistently-bad everywhere.

Of interest to me is the inventory. Depot has reduced

inventory from $1.644 billion at the end of March 2008
to $1.128 billion at the end of this year’s first quarter.
They have closed stores and distribution but certainly
not one-third of their operation, as the decrease in in-
ventory indicates. 

In North American stores, inventory at the end of this
quarter per store was $635,000 compared to $864,000
a year ago. The average store size is just over 25,000
square feet. Think about it. It’s just not much inventory
per store. One decent skid sized display of H-P toners
might eat up over 10% of the whole store. 

What does the future hold? Depot reported that they
would use between $100 and $150 million of their
credit line to guarantee purchases of back to school
inventory in this quarter. That works out to a little over
$90,000 per store without considering any inventory
for contract back to school. I just don’t think they will
have much inventory for back to school. 

Vendors tell me that there has been so much person-
nel turnover that Depot lacks experienced buyers.
They have also said they will continue to try to raise
cash by real estate sales and leasebacks and reduced
capital spending. 

General Growth Properties, the second biggest mall
operator, has just filed for Chapter 11 protection. Who
would want to buy a big box from Depot( or anyone
else) on favorable terms now?

The Florida Marlins had their day. If you were the boys
in Boston, would you possibly consider bringing in more
inventory and upping your advertising spend for back-
to-school to take advantage of a weak competitor? 

Who got them in to this mess anyway? It goes right
back to the board and senior management. Someday
this will be a case study in b-school.

As a side note, it is now believed that the independent
dealers in Business Products Group International
(BPGI), have passed Depot to be number two in rev-
enues in the world. 

If Depot keeps claiming they are “taking care of busi-
ness,” I am afraid an autopsy may reveal suicide as
the cause.
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Where’s the Depot Board of
Directors?




