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WINNERS’Circle
Record Turnout at
Skags Office Products
Show in Miami
The palm trees were
swaying and there were
flower leis for all at Skags
Office Products in Miami
last month, as the dealership held its 18th annual consumer show and, reports
president Tim McDermott, this year’s was the biggest and best yet.
The show drew some 520 visitors, up an impressive 20 percent from last year, for
a tabletop featuring 15 exhibitors, including grand sponsor the HON Company
and corporate sponsor S. P. Richards.
Also on hand to welcome attendees was the legendary Energizer Bunny, who kept going
and going throughout the day, courtesy of Tim’s son Matt, who wore the costume.
“We picked up at least 100 new prospects from the event,” said Tim happily,
“thanks to an e-mail blast ahead of the show and making a point of getting two
business cards—one for the prize drawings and one for our database—from
everyone who came through the doors.”

Warren's Office Supplies, Maine Dealer, Unveils New Image
Springvale, Maine-based Warren’s Office Supplies has unveiled a new logo, a
redesigned mascot and a new corporate image.
Company president Warren Roberts
said, “This new logo and ‘superhero’
Pencilman mascot capture both the
Can-Do attitude and the fun way we do
business that is so central to the culture
of our company, as well as better
reflecting the energy and forwardlooking focus of our company.”
The new look was developed in
conjunction with the Pure Red Creative
marketing and branding firm.

The independent dealer community got two very
welcome Valentine’s Day gifts last month, courtesy
of our friends at Office Depot and Staples.
For Depot, it was a rough month by any measure.
It started with the decision by state purchasing
officials in Georgia to terminate a contract valued
at some $60 million a year, moved on to the
release of quarterly earnings that missed
analysts’ estimates by a Texas mile (10 cents per
share versus the 17 cents forecast), was
followed almost immediately with the departure
of Depot’s CFO and finished with the news that
the number two big box is being formally
investigated by the Securities and Exchange
Commission for various alleged improprieties.
Meanwhile, Staples went public with its efforts to
acquire Corporate Express, Corporate Express
said thanks but no thanks and the rest of us sat
back to wait and see what happens next.
Will the SEC find evidence of wrongdoing at
Office Depot? Will Staples eventually succeed in
its efforts to woo Corpex and if so, how much of
a challenge will it be to integrate their
acquisition? Interesting questions, for sure, but
here’s a far more important one: What are you
doing about all this?
As consultant Peter Frost told AOPD members at
their annual meting last month, current big box
turmoil has created some fabulous new
opportunities for independents but they won’t be
around forever.

continued on page 4

If good things are happening at your dealership,
please let us know about them!!!

Now’s the time for you and your people to take to
the streets with a message that highlights your
ability to provide superior service, your high
ethical standards and local community roots and
all the other reasons why your customers can
trust you with their business.
The market overall might be soft but there are
still plenty of opportunities for good, solid companies to gain market share from weaker competition, no matter how big they might be. There’s
plenty of new business out there. Go get it!

e-mail Simon by
CLICKING HERE.
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Now’s the Time
to Make the
Most of
Big Box Turmoil
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Software
for
growth

Britannia™: using the Net to
help you catch new business.
In the last year alone, Britannia dealers saw more
than $44 million in new e-commerce sales through
BritLink™, a Web storefront designed specifically
for office products.
BritLink is fully integrated with the Britannia
business system; together, they are the answer for
small dealers working to become big dealers.

Britannia™
Industry-specific Business software
877.522.0099 • www.eci2.com • info@eci2.com

Winner’s Circle
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The Office Shop, Minnesota Dealer, Gets Ready for
‘Admin Week’

Fortieth Anniversary for Inter Office Products,
Wisconsin Dealer

Next month sees “Administrative
Professionals Week,” the annual
celebration in honor of the
people who hold titles like
receptionist, office manager or
administrative assistant and
there are plenty of independents
right now who are putting the
finishing touches on their plans
to reach out and thank these
folks for their business.

In Hartland, Wisconsin, about 25 miles west of Milwaukee, the husband
and wife team of Dennis and Carol Martins at Inter Office Products are
getting ready to mark forty years of continuous operation for the
dealership they founded in 1968. Inter Office is very much a familyowned and operated business, with son Tim serving as vice president
for the past 21 years.

Case in point: The Office Shop in Brainerd and Aitkin, Minnesota, where
Scott Johnson and his team will be hosting a special event at their
Brainerd headquarters that is expected to draw some 130 customers
and prospects for a Hawaiian theme lunch and tradeshow.
Radio ads promoting the event will get underway a week or two before
the event and The Office Shop’s drivers will be hand-delivering
invitations, along with a carnation for every customer, as they make
their rounds that week.
This year’s event has an added dimension, reports Scott, as the
dealership will be marking its 25th anniversary. And, he adds, that’s not
all they’ve got to celebrate, with sales currently running a very welcome
seven percent ahead of last year.

Inter Office, Tim reports, was one of the first dealers to move to a stockless
model back in 1991 and today, a staff of eight operates out of a 2,500 sq.
ft. facility in an industrial park with a grand total of ten SKUs on the
shelves.
While business has had its peaks and valleys, the overall trend is positive,
Tim says, with perseverance and a lot of cold calling helping to keep
sales growing. Inter Office is a Britannia house and impressively, fully 64
percent of its supplies business comes in online.
In addition the dealership has been seeing some healthy growth in the
furniture area and in janitorial and break room products.
Since it’s still early in the year, no firm plans are in place yet to celebrate
the anniversary, though Tim says the dealership will probably put
something together for the second or third quarter.
Meanwhile, our own congratulation go to another outstanding
independent entrepreneur who continues to show family business
values and customer service excellence can still get the job done, no
matter how fierce the competition!

Palace Art & Office Supply
Santa Cruz, California
■ Roy, Frank and Gary
Trowbridge, owners
■ Two retail stores
■ 2,500 commercial accounts
■ Founded: 1949
■ Sales: $16 million
■ Employees: 90
■ Partners: is.group,
United Stationers
■ www.gopalace.com

The Palace management team (left to right): Roy, Gary and Frank Trowbridge.

Going Where
the Big Boxes DON’T
Brothers Roy, Frank and Gary Trowbridge
are third-generation owners of a most
unusual dealership, with two retail
stores and a booming commercial
business serving California’s central
coast region.
They’re unusual in several ways, Gary
Trowbridge explains. “Our retail stores,
located in Santa Cruz and Capitola,
sell office supplies, but are better
known for art supplies—we are a
major source for schools and
professional artists. We also sell gifts
and lifestyle furniture.
“Many retail customers become commercial customers, including school
districts and universities, as we offer
many products that are hard to find
anywhere else.”
The Trowbridge brothers have also
grown their commercial business
rapidly, acquiring seven commercial
dealers in the past ten years. “We try
to go where the big boxes don’t,” says
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Gary. “For example, we have a sales
group that serves small offices—5 to
25 persons. We have another group
that serves large offices. Seven years
ago we got into the government and
school business, which has grown by
leaps and bounds. School districts
were eliminating their warehouses, but
their suppliers were slow to deliver, so
we jumped in, first with art supplies,
then office supplies and now school
furniture. We have a very close
relationship with teachers and school
administrators. We stock every item
they could possibly need and we can
make next day delivery.”
One of the major goals of Palace is to
sell office furniture to every commercial account. “We believe that our
relationships with customers give us
an advantage over furniture dealers
who have not sold to a particular
account,” says Gary.
“Furniture will be our next major
growth area,” he adds, “but we’re also
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looking at other areas, such as beverage service. What’s most important
is not a specific opportunity area, but
‘Do we have the people who can pull it
off?’ Any success we’ve had is
because of our people, and so it will
be in the future.”
I asked Gary Trowbridge which of the
three brothers is the boss. “No one is
the boss—we make all the important
decisions together,” he answered
without hesitation. ”On a day-to-day
basis, Roy oversees the retail stores,
Frank runs the operations/financial
side, and I handle the commercial
and furniture sales side. We enjoy
working together. Our parents taught
us to get along and we try to pass it
on to all our people.”
Given that the business will be
celebrating its 60th anniversary next
year, it looks like it’s an approach to
running a family business that has
certainly paid off!
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Color Art Integrated Interiors
St. Louis, Missouri
■ Management: Joe Steiner, CEO; Gary Mindel, President
■ Product and Service Offerings: Integrated planning,
technology, furniture, construction, and facilities
management
■ Employees: 300
■ 2007 Sales: $92 million
■ Founded: 1946
■ Key Partners/Product Lines: Steelcase, Metro, Brayton,
Vecta, Nurture, OFS, Details, Global, National, Lowenstein
■ www.color-art.com

Color Art’s Integrated
Strategy Enhances its Image
as a Full-Service Provider of
Furniture and Integrated
Interior Services
Image isn’t everything at Color Art
Integrated Interiors in St. Louis, but it
sure does help.
“One of the things about being the
largest dealer in the market is that
everybody thinks we’re this big
behemoth, but we’re not,” explains
Color Art president Gary Mindel.
“We’re a small company in a small
industry and have been able to
embrace the spirit of a family company,
but with corporate disciplines and
corporate processes in place.”
Color Art has been in the furniture
business since 1946 and now does
more than $90 million in business a
year. About 75 percent of its business
comes from traditional commercial
office clients and the remaining 25
percent
from
healthcare
and
education.
Color Art also lays claim to being one
of the top 15 Steelcase dealers in the
country. But the company does a
whole lot more than just sell office
furniture and that’s the value
proposition that makes a difference to
clients and prospects.
About 20 years ago Color Art developed a business model focusing on
an integrated approach for marketing
its product and service offerings.
Those services are reflected in its
family of interdependent companies,
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all of whom operate under the Color
Art umbrella.
Divisions include Office Interiors and
Service, Commercial Installation and
Construction, Facility Management
Services Group, Image Flooring,
Innovative Technology Group and
Recycled Office Interiors, as well as
Scott Rice Office Works in Kansas City.
The ability to offer all these products
and services along with the requisite
expertise under one roof is a huge
asset. “As a result more clients come
to us and ask us to handle the entire
interiors package,” says Mindel.
“There’s a level of comfort with midsized clients that don’t do these
projects every day and when we come
to the table with an entire package of
products and services, they know
they’ll have one point of contact that
will integrate all of these different
disciplines. It’s not just integrated
during the sale, but integrated at
fulfillment too.”
Color Art has been leveraging this
integrated strategy for the past 20
years, although it’s accelerated
during the past six, thanks in large
part to refinements in various
business processes.
Mindel admits that this integration
poses a challenge. “It’s very easy to
start up subsidiaries, but what’s not
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easy is achieving operational excellence
by integrating them together,” he says.
“That’s an area where we’ve made
tremendous strides.”
So what’s changed? “Before when we
did a project, we’d have multiple
project managers—one for the
technology, one for furniture, one
for construction,” explains Mindel.
“We’ve now created the role of an
integrator who serves as a single point
of contact and who has responsibility
as well as authority over all of the
disciplines on the project.”
This integrated business model
continues to work well. The St. Louis
market for large projects has been
solid and Color Art has been
successful in winning a significant
number of those projects. Meanwhile,
the company’s furniture group
enjoyed 11 percent growth in 2007
and is looking to grow 20-25 percent
this year.
With all this success, Mindel once
again emphasizes the small business
aura that is so integral to the
company’s approach to business.
“We’re still a relatively small company and still have the culture of a
family organization,” says Mindel.
“But it’s not a culture that tolerates
inefficiencies. We have a family spirit,
but a corporate culture.”
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If you have good news to share - email it to Simon@IDealerCentral.com

State of Georgia Terminates Office Supplies Contract with Office Depot;
SEC Launches Formal Probe of Company
Following publication last month of a report that charged Office Depot with a broad range of pricing
errors, selective discounting and other irregularities under its exclusive, sole-source contract for office
supplies with the state of Georgia, state purchasing officials announced they have terminated the
contract and placed Office Depot on temporary suspension.
“Various performance issues by Office
Depot have been identified and
documented within the past few
months, including numerous pricing,
service delivery issues and overall lack
of responsiveness,” assistant commissioner of purchasing Tim Gibney
wrote in a letter to state agency and
university procurement officers.
The state has had problems with
Office Depot’s performance for
several months and last August, sent
a formal “cure” letter to Office Depot
demanding improvement.
“While some progress has been
noted,” Gibney said last month, “the
errors committed by Office Depot have
simply occurred for too long with too
much effort being expended by the
state to assist them in delivering the
level of service and pricing outlined in
our state contract … Unfortunately,
those efforts have proved futile and it
is simply time to find other sources.”
The report that was released prior to
the state’s decision was prepared by
consultant Rick Marlette and analyzed
purchasing activity in September 2007
under the $60 million contract.
Among the issues identified by the
report were:
• Pricing
irregularities
on
the
contract’s core office products items
list, that resulted in the state paying
several different prices for the same
core items, with one example
showing a difference in pricing of
over $700.
• Failure to publish a catalog of core
contract items, limiting state
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employees’ ability to identify and
purchase the products that are in the
best interest of the state taxpayers.
• Failure to verify the core list prior to
awarding the contract, which resulted
in a contract whose core list contained
a significant number of deleted items
that were no longer available.
• Selective application of discounts to
‘catalog items only,’ despite the fact
that the original bid documents
specified bidders were to bid
category discounts on their ‘entire
product offering’.
• Exclusive use of product numbers
assigned by Office Depot to identify
items, making it almost impossible
to compare products on the
contract with similar items from
other vendors or locate a range of
alternatives for discontinued items.
• Lack of any formal procedure for
dealing with discontinued items,
enabling Office Depot, the report
charges, to discontinue unprofitable
core items at will and replace them
with much higher priced substitutes
at any time.

and laser fax machines under the
contract last September. However,
they could have bought the exact
same units through Office Depot’s
retail web site for only $32,900, the
report charged.
Georgia is not the only state to
encounter problems with Office
Depot. State auditors in North
Carolina last year found Office Depot
overcharged their state by at least
$40,000 under a similar, sole source
supplier contract.
Their report found incorrect prices on
over 1,500 transactions in the first
seven months Office Depot held the
contract, as well as a number of items
covered under the contract that were
not available for purchase.
In an unrelated development, Office
Depot confirmed last month that the
Securities and Exchange Commission
is currently conducting a formal
investigation into whether the
company violated federal securities
laws, the Associated Press reported.

• Web site ordering irregularities,
including price changes on items
when they are added to a shopping
cart, failure of ‘Keyword’ searches
to located low-priced core items
and more.

The SEC first started looking at Office
Depot’s communications with financial
analysts last year, as well as its
policies and practices in other areas
including inventory receipt, timing of
vendor payments, timing of recognition of vendor program funds and
intercompany loans.

In addition, the report found pricing
under the contract that was higher
than Office Depot’s regular retail web
site at www.officedepot.com For
example, Georgia purchasing officials
spent nearly $41,200 on laser printers

Office Depot said it is cooperating
with the SEC, and said it may
face sanctions, including monetary
penalties, if the SEC determines it has
violated securities laws, according to
the AP report.
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AOPD Marks Thirty Years of ‘Cooperative
Growth’ at Annual Meeting

In addition to three days of one-on-one sessions between dealers and
their business partners, the meeting featured United Stationers
president and CEO Dick Gochnauer as keynote speaker and several
presentations by industry experts and consultants.
“Last year was one of a reversal of trends and startling contrasts,”
Gochnauer told AOPD members, with independents growing while most
of the major national players faced relentless pressure from Wall Street
to increase profits.
He said the theme for 2008 is shaping up to be “a search for growth,”
with the industry struggling to find new sales in an overall weak economy.
“Everyone’s looking for ways to grow and a lot of dealers are doing a
good job of moving into jan-san, coffee and break room and safety and
security products,” Gochnauer said. He also pointed to “Green Office”
products as a major new area of opportunity and suggested dealers
also should be open to completely new categories such as industrial
and MRO products.

Left to right: AOPD president Tim McDermott of Skags Office Products, keynote speaker
Dick Gochnauer of United Stationers and AOPD executive director Bud Mundt.

“Thirty Years of Cooperative Growth” was the theme of AOPD’s 2008
Annual Meeting, and as AOPD dealers and their business partners
gathered in Clearwater, Florida, last month, they found plenty to celebrate.
The group is clearly enjoying strong forward momentum, with 2007 sales
up over 17 percent on the previous year. “The concept behind AOPD—
dealers working together and creating new business opportunities for
each other—is just as strong today as it was when the organization was
founded 30 years ago,” said AOPD executive director Bud Mundt. “This
was our sixth consecutive year of double-digit growth and everything
looks set for more of the same in 2008.”

In addition to his role as United Stationers CEO, Gochnauer is this year’s
honoree for the annual City of Hope Spirit of Life Award and his
presentation included a call to independents to support the industry’s
overall fundraising for City of Hope.
He thanked AOPD for its contributions—close to $45,000 last year—
and for its continued support through its special sales flyers and
other programs.
Following Gochnauer, a special presentation from Stephen Hata, a
former patient who was successfully treated for leukemia at the City of
Hope, drew a standing ovation and provided moving testimony to the
continued on page 14

Newsmaker Interview: Jack Reagan of ActionEmco and AMW
Following last month’s announcement from S. P. Richards that it had
signed an agreement to acquire regional wholesaler O Henry, the
management team at ActionEmco lost no time in responding with news
of their own. The North Bergen, New Jersey-based wholesaler said it
plans to expand into the Southeast through a new cross dock facility in
central Virginia.
How will the O Henry deal impact the Advantage Marketing Wholesale
group, now down to just two members (ActionEmco and West Coast
wholesaler PPI)? And what does it say about the viability of a third
national player on the wholesale side of the industry? We asked Jack
Reagan, ActionEmco executive vice president and president of AMW, for
his perspective.
It’s no great secret that ActionEmco was very close to acquiring O
Henry itself. What happened?
Reagan: Unfortunately, the deal fell through at the last minute when the
owners decided on a different course of action for the business. We’re
disappointed of course, but we can’t fault them for acting in what they
saw as being in the best interests of their company. They were our
partners for many years in serving the independent dealer together and
we wish them well.
S. P. Richards’ purchase of O Henry takes AMW from three
wholesalers to two. Is that enough to be able to go forward? Do you
still have the size and coverage you need to be able to compete as a
viable alternative for independents?
Reagan: Absolutely. O Henry did not represent a significant portion of
AMW’s overall volume. PPI, our wholesaler on the West Coast, remains

committed to the group and open to exploring
new ideas and we’re actively considering
several more new options in additions to
ActionEmco’s expansion into the Southeast.
What percentage of the dealers previously
serviced by O Henry will be covered by your
planned expansion in the Southeast?
Reagan: We can get to all of them one way or
another, and the move has been very well
received down there in a short period of time.
What do you see as the key strengths of the
AMW organization going forward?
Reagan: We’re the only full service wholesaler who doesn’t do business
with the power channel and that gives us a lot of freedom and flexibility
to do what’s right for the independent. Our merchandising strategy is
different in that it centers around a “less is more” philosophy and
stresses a product mix that helps the independent compete with the
power channel. And our marketing is different because it’s been
designed with the female buyer in mind.
Any final message for dealers?
Reagan: We firmly believe in the independent dealer and the buying
groups. Our long-term goal is to provide the right balance of products
and services to the independent channel so that dealers can grow their
top and bottom lines and show consumers they’re a viable alternative
to the power channel.

Office Partners
Celebrates its
It seems like such a short time ago that I started on a quest to find
dealers willing to join my vision for Office Partners, a brand-new
buying group. With the solid support of manufacturers who believed
in my philosophies and direction, I was able to connect with our initial,
founding members. It took incredible foresight and a certain degree
of risk on their part back then, and I am proud to say that the rewards
of these partnerships have been numerous, and on so many levels.
We certainly have come a long way and I would like to acknowledge
that it has been a collective effort. I am grateful to the members who
have been on this journey with me since the beginning. I am grateful
for those of you who have joined us along the way. All of your
contributions have helped strengthen and shape us into one of the
premier buying groups in our industry.
It has been a fantastic trip since Office Partners began in February of
1998. As we begin our second decade, our members continue to play
a vital role in the evolution of the group through their commitment
and ongoing support. As I look ahead, I believe the future is brighter
than ever.

Yours Truly,

Jim Hebert
President & CEO, Ofﬁce Partners
If you’d like some information how to become a member of Ofﬁce
Partners, please contact me at (800) 701-3655 or jim@ofﬁcepartners.com

Ofﬁce Partners
100 Chase Park South
Suite 102
Birmingham, AL 35244
(800) 701-3655

Thank you to all of our members.
,
Here s to 10 rewarding years
together, and continued success.

Industry News
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importance of the industry’s contributions to supporting City of
Hope research.

ECi Integrates SPR Enhanced E-Content with
Dealer Station Web Storefront

Also on the AOPD program: consultant Peter Frost of the Proficiency
Group, who offered an entertaining and thought-provoking overview on
key industry trends; GOPD’s Rich Marlette and Chip Jones of Atlanta
dealer Minton-Jones with an update on the Office Depot-State of
Georgia issue, and AOPD’s Sharon Stepien and consultant Paul Miller on
government market trends.

Dealer technology provider eCommerce Industries has announced the
integration of S.P. Richards’ new Enhanced E-Content with its Dealer
Station web storefront product. ECi customers who rely on Dealer
Station for online sales can now take advantage of the Enhanced EContent to deliver a significantly improved purchasing experience for
their customers, ECi said.

In addition, AOPD presented two President’s Awards at the meeting,
special honors in recognition of outstanding support for the organization
and the dealer community.

“We integrated the Enhanced E-Content into ECinteractive—our
flagship e-commerce product—last year and the response from
dealers has been phenomenal,” said ECi COO Ron Books. “We wanted
to make sure the customers still using Dealer Station can take
advantage of SPR’s new e-content as well.”

The Dealer award went to Frank Fera of Bulldog Office Products in
Pittsburgh, while the Manufacturer award went to Mike Wilbur
of X-Stamper.

is.group Awarded Five-Year Extension to
GSA Contract
The is.group dealer co-op has received the first five-year extension to
its group-held GSA contract for office supplies. The contract is now in
effect until July 2012, with the opportunity for two more five-year
extensions beyond July 2012.
Charles Forman, vice president of is.group, said, "Receiving this second
five-year term of the is.group-held GSA contract shows the value of this
high use contract to federal government end-users. Additionally, it
continues to provide is.group members the opportunity to sell in the
federal government arena without having to secure their own contract.
This allows participating dealers the opportunity to focus on sales and
marketing and not contract administration. We are very pleased to have
received this extension of our contract."

Workplace Alliance Announces
2008 Board of Directors
The Workplace Alliance Haworth dealer group has announced the
members of its 2008 board of directors. They are:

According to ECi, Dealer Station users will benefit from:
■ Quicker, More Intuitive Searches: Enhanced keyword search
includes multiple spellings and misspelling logic, product
synonyms, and expanded common product terminology
■ Search Filters: New category-specific attribute templates enable
online shoppers to filter search results by product attributes. For
example, a listing of pens could be filtered by attributes such as
brand, ink color, ink type, and point type
■ Enhanced Categorization: Improved organization, a new indexing
structure, and clear, logical category labels provide more
information and make it easier to locate products when browsing
the online catalog
■ Cross-selling of Accessories: The Enhanced E-Content includes
links to accessories and complementary items
■ Up-Selling: Item information is linked by package quantity and
attributes to take advantage of up-sell opportunities
■ Larger Images: Customers can view new extra-large images (500
x 500 pixels).
■ Product Comparison: Users compare attributes of selected items
to help make the best purchase decision

Alliance Launches Latex-Free,
Anti-Microbial Product

■ 2008 Chairperson - Darla King, president of Columbus, Ohiobased King Business Interiors.
■ Vice-Chairperson - Paul Olsen, Miller’s of Columbia
Columbia, South Carolina
■ Secretary/Treasurer - Nicholas Boyd, Brooks Corning Company
Vancouver, British Columbia
■ Past-Chairperson - James Mills, Office Interiors
Halifax, Nova Scotia
■ Brad Baker, atWork Office Interiors
Cambridge, Ontario
■ Lyndell Patrick, Florida Business Interiors, Inc.
Lake Mary, Florida
■ James Watts, John Watts Associates Inc.
East Hartford, Connecticut

Rubber band maker Alliance has announced the newest addition to its
line of products designed to combat latex allergy reactions, a latex-free
brand with anti-microbial protection. According to Alliance, latex allergy
reactions affect only a small percentage of the populace but extreme
reactions may prove fatal. In response, the new bands feature synthetic
rubber instead of natural rubber content. In addition, the anti-microbial
agent added to the band inhibits growth of fungi, molds and bacteria
that can result in the early product deterioration.
continued on page 16
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management
FOR

New Business

development

Most successful dealers know how to create new business
opportunities. However, they’re usually so busy managing today’s
business, that they don’t have the time necessary for a structured
NBD effort. That’s where we come in. With a new and unique
approach and a results-driven new business development program
designed to grow top line dollars.
Managed by Art Williamson, the program is both affordable and
successful because it puts at your disposal your own, dedicated
NBD sales manager to facilitate the process.
Any effective NBD effort is dependent upon the following key elements:
I The individual calling prospects must have the ability to
qualify prospects and secure appointments for sales calls.
If you already have such a person on your staff, we will
work with that individual throughout the entire NBD effort.
In addition to creating a script with specific questions, we
will provide weekly coaching and mentoring sessions to
ensure objectives are met.
I If you don’t have a candidate internally for the telemarketing position, we suggest using a qualified temporary
employee, and we will assist with creating a job description
for the position.
I Successful New Business Development also depends upon
a highly qualified list of potential prospects. In our opinion, lists
obtained from Reich Marketing provide much more reliable
contact information than other sources. Reich Marketing
specializes in our industry and their former/current clients
include HON, Herman Miller, WorkPlace Furnishings, etc.
Our NBD projects typically run 90 days, with an option for an
additional 90 days at a reduced fee. The first couple of weeks are
devoted to refining the prospect list, cross checking against existing
customers, and scripting the questions to qualify prospects and to
secure sales call appointments. The program will start showing
results in the second month.
Ninety days into the project is when the program is building results,
which is why the 90 day continuation option is available to maintain
momentum.
For fees or more information, contact:
I Art Williamson
Office Furniture Strategies, Inc.
804.378.0189
artwilliamson@comcast.net

OFFICE FURNITURE
inc.

Industry News
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Corporate Express Spurns Initial Staples Bid
It’s still early days and there’s plenty of time for counter-offers. But so
far, at least, Corporate Express is showing little interest in becoming
part of the Staples organization.
The Dutch company last month turned down Staples’ unsolicited $3.7
billion bid, saying it undervalued the company.
Corporate Express has been under increasing pressure from investors
unhappy with shrinking sales and margins either to seek a buyer or
dismantle the company. Despite those pressures, it announced late last
year that after a “strategic review,” it planned to go forward as a
standalone entity.
The announcement failed to stop widespread industry rumors of an
acquisition deal and in a letter announcing its bid, Staples said it had
made “repeated attempts” to engage in discussions concerning a
business combination.
Investment analysts told the Associated Press Staples will probably
need to raise its offering price to close the deal and did not rule out the
possibility of a counter offer from OfficeMax or Office Depot, though
they said it was unlikely.
Meanwhile, most of the initial reaction to the proposed acquisition from
the dealer community was generally positive, with many expecting new
opportunities from continuing big box turmoil and instability, regardless
of the outcome of the deal itself.

Supplies Network Offers New Print
Management Program
Supplies Network has launched the CARBON SiX Print Management
Program, which it describes as “a proven, all-inclusive turn-key
program that allows independent IT supplies dealers and BTA
businesses to upgrade to solution selling while avoiding costly up-front
software or capital expenses.”
Supplies Network said the CARBON SiX program includes printing
supplies (OEM and/or compatible Carbon SiX brand toner and parts);
Print Fleet software (Reports to monitor, troubleshoot and right-size
printer fleets); nationwide service (Technical support over the phone
and onsite); inventory management (Just-in-time inventory ordering
and delivery); training, (extensive 16 weeks of support) and consulting
(ongoing sales engagement).

IBPI Elects New Board Members
The International Business Products Inc. copier dealer buying group has
added three new members to its board of directors. They are: Jim Dean,
Sara Mana Business Products, Sarasota Florida; Kyle Elliott, Spectrum
Imaging Systems, El Paso, Texas, and and Kurt Snouffer, Office
Concepts, Inc., Ft. Wayne, Indiana.
In addition, Jim Newcomb, Advanced Systems, Waterloo, Iowa, was
elected to serve a one-year term as IBPI secretary/treasurer.
continued on page 17
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HON Revitalizes New York Showroom
A strong message of sustainability and support for the environment is
one of the key theme of the recently renovated New York City showroom
of The HON Company. Created by SmithGroup, the showroom highlights
HON’s Nature Core initiative. Designed for use inside the company’s
Initiate panel systems, Nature Core is made from an annually renewable
crop, kenaf, and, says HON, it provides sustainable benefits and can
improve indoor air quality when used in Initiate panel systems.

Saunders Switches to Recycled Aluminum for
Core Products
Saunders has announced its aluminum products are now being made
from recycled aluminum. The company said the switch is part of its
commitment to consumers and the environment. The recycled
products will also feature an antimicrobial agent to protect the product
from stains and discoloration caused by mold, mildew and fungus.
Saunders said it expects to use the equivalent of 51 million aluminum
cans by switching to the reclaimed metal each year. Recycled
aluminum uses 95 percent less energy and can reduce CO2 emissions
by the same percentage when compared to using virgin aluminum
ingots for production. Saunders will use a mix of post-consumer and
post-industrial aluminum for a total of 96 percent recycled content in
these products.

Cate Sword Joins Solomon Coyle Dealer
Development Consulting Team
Cate Sword, IIDA, a nationally known interior designer, consultant and
design software trainer, has joined the Solomon Coyle consulting
organization as an associate consultant. Solomon Coyle, led by David
Solomon and Barry Coyle, specializes in providing best practice
solutions for office furniture dealer development.
In addition to providing customized on-site and web-based design
training and consulting solutions, Sword is leading the Design track of
the new Solomon Coyle Dealer Professional Development Webinar
program, a series of monthly online sessions that will focus on design
process best practices.
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It’s easy to make the argument that if you’re an independent office
products dealer and not using technology to automate your business
processes, you’re at a serious disadvantage against the “Big Box” stores
and all the other competition that’s out there. But we’re not going to say
that this time. By now, you either get it or you don’t and if you need the
lecture, we’re going to leave it to your peers.
Instead, we spoke with twelve different dealers across the country and
asked them about their own use of technology. Each one shared their
experiences with us, noting the reasons why they selected a particular
system and the benefits it has brought to their dealership.

Enhancing Efficiencies
Complete Office in Seattle has been using DDMS’s Ensite Pro Office Products Edition since 2003.
It’s a program that many office products dealers are familiar with, which is one of the reasons why
Complete Office chose the system. “We’ve been acquiring a lot of dealers, so it made sense to
be on DDMS because they had the lion’s share of the independent market,” notes Rick Israel,
president.
“It’s done everything we needed it to do,” adds Dave Patterson, general manager. “We can put
industry people on the system and they’re able to use it in one day.”
For Complete Office the biggest benefit of using DDMS has been enhanced efficiencies. “We
use it for just about everything from communicating with our manufacturers and wholesalers
through to their RouteTrak devices,” notes Patterson. With Ensite Pro Office Products Edition,
Complete Office can leverage the benefits of an integrated web storefront and Internet-based
purchasing capabilities with its manufacturers and wholesalers.
The program also helps Complete Office manage its warehouse and has been instrumental in
streamlining deliveries as well as automating order entry, inventory, and accounting.
continued on page 21
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The RouteTrak delivery and electronic signature capture
device has been especially helpful on the delivery side of the
business. “If I took it away from our drivers, they’d just as
soon go home,” says Patterson. “It’s the difference between
somebody sitting down and writing out their own manifest
every day versus downloading the information into a device
that looks like a phone and then having the customer sign
for it. It makes us look a lot more professional.”

made everybody’s job a lot easier,” states Roach.

Patterson points out the
pervasiveness
of
the
DDMS system throughout
the
office
products
industry as one of the
biggest benefits of working
with the system. “I work
with their premiere support
person daily and they
understand our industry
very well. There are many
other dealers using DDMS,
so there are a lot of best practices to draw from,” he says.

It’s no great secret
that there have been
a few bumps along
the road with SAP
installations,
but
things went fairly
smoothly for Mediasouth once they got
the hang of the
system. “Like most
software packages it takes you about six months to feel
pretty good about it,” says Smith. “But we knew with
anything we were going to have a learning curve anyway.”

Pumping up the Web Presence

Smith is especially enamored with the system’s reporting
capabilities. “There are so many different things you can do
with it,” he says. “For example, you can run a report on
anything that has an “i” in it or a “$” sign in it. That’s a good
thing and also a bad thing because you can go crazy trying
to figure out all the different things you want.

Shane Roach, owner of Mister Paper Office Supply in
Gainesville, Florida, has been using Britannia for the past
six years. Roach uses it for all the dealership’s internal
functions, but it’s on the web for online ordering where
Mister Paper is reaping the biggest benefits. “As they’ve
made enhancements, my percentage of online orders has
greatly increased. It’s really allowed us to compete with the
big box stores.”
The
dealership
has
always been ahead of
the curve with its web
presence, but Britannia’s
system,
along
with
various enhancements,
has given them an extra
edge, says Roach. About
65 percent of the
company’s business is
generated over the web.
In this day and age, it’s
also expected. “When
people start shopping
with us, one of their first
questions is how do we order online?” says Roach.
Britannia has also been beneficial to the dealership’s
internal operations. “It’s saved us personnel because we
don’t need as many people in the office,” reports Roach.
“It’s also increased productivity by reducing returns
because people are placing orders and putting in the exact
item they want and the exact quantities, so there’s not the
miscommunication you have on the phone.”

From Front to Back
When Ron Smith of Mediasouth Computer Supplies,
Norcross, Georgia, decided it was time to upgrade
technology a little more than a year ago, he selected SAP
as his provider, primarily because of their system’s
e-commerce component.

“The reporting is just phenomenal,” he raves. “You can look at
it from all different angles—finance, sales, marketing, or
managerial. It’s as easy or as complicated as you want it to be.”
The SAP system has also enhanced the company’s web
presence. “We can put anything we want on our site and do
pop ups and all different kinds of things that are pretty
exciting,” says Smith.
It’s still early on in the implementation, so Smith doesn’t have
any hard figures to report about how it’s impacted the ecommerce portion of the company’s business. “We’re looking
for better things to come, says Smith. “We can probably triple
or quadruple our sales without adding any more manpower
and our CSRs can be doing a lot more things."

Bolstering the Back End
Helanders Stationers in Lake Forest, Illinois, has been using
Innovative Business Associates (IBA) Image Plus+ backoffice system for nearly 10 years now. The company has
been computerized since the early 1980s and has used a
number of different systems, but none as long as Image
Plus+. Helanders caters both to retail and commercial
accounts with approximately 40 percent of the company’s
business coming from traditional office supplies.
The IBA system is just the ticket, says Chuck Helander,
who with his wife MaryLee represents the third generation
of his family to run the dealership. “We need to function

All 17 of Roach’s employees use the system one way or
another, or are reaping the benefits, including its drivers
who hear fewer complaints about wrong orders. “It’s really
MARCH 2008
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Red here, the coolest stapler ever to grace an
office space. Skills? Let me put it this way:
I can pound through stacks of paper like a
boxer hitting a speed bag…

What did you expect from
a big book, small talk?
With a dynamic presentation of business product solutions and
special offers, BiggestBook.com has always been a great way for
dealers to connect with their customers. BiggestBook.com has been
completely enhanced—even bigger and better than before! Our new
content includes sharp new photography, copy packed with selling
power, and even more consumer-friendly search and compare
functions. Link your web site to the new BiggestBook.com to deliver
the industry´s best and easiest online experience!
Check out the new BiggestBook.com. When it comes to driving value
to you and your customers, United Stationers backs up our big talk.
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well at point of sale and still capture information and run
reports on the back end and the IBA system allows us to
do that,” he explains.
“We also sell Hallmark
Cards and can load
Hallmark Card files off
the Internet and update
our pricing files from
that. It’s flexible enough
to allow us to take any
kind of Excel file and
import it into our
system and change
retail prices, costs, etc.”
Another big plus is that the IBA system is extremely
intuitive. “We’ve got 30 people on the payroll, including
high school kids who come in and work six hours per week,
and everyone needs to learn how to function on the system
to some extent,” says Helander. “We found the system
fairly easy to use and understand. It’s very intuitive and
once you get the hang of it, it’s not a problem at all.”
Helander also uses the IBA system for his commercial web
site, www.helandershotline.com. “They did the design for
us and it integrates into our computer system flawlessly,”
says Helander. “It wasn’t a big deal to get that done.”

A Front-End Fix
AMO Office Supply of Fort Wayne, Indiana, switched to
Red Cheetah in early 2005 for both its front-end and backend operations as well as Red Cheetah Tracker, its CRM
program. AMO is a stockless dealer with 100 percent of
fulfillment handled by United Stationers.
For vice president Josh Kunkle the biggest benefit of
switching has been reduced costs. “It’s a fixed cost system
and regardless of what kind of business you’re doing or
sales you’re pushing through, the costs don’t increase.”
Another advantage of using
Red Cheetah is that it’s a
web-based product. “Before
we were hosting our own
operating system and we
needed a server, we had to
have the product installed,
and we needed people to fix
it in case something
happened,” says Kunkle.
“Now, no matter where we are we can find out exactly
what’s happening,” says Kunkle. “We can look at financials,
customers, and orders from a home office or anywhere on
the road. It’s a nice feeling to have and allows us to manage
[the business] from a distance where we couldn’t do that
before.”
It’s also important that the system met the needs of AMO’s
customers as well. “We wanted it first to work and we
wanted simplicity,” states Kunkle. “We didn’t want to
overload them with a web site like Amazon, and we didn’t
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want them to feel like we were inundating them with
additional product and complicated information. When you
look at the Red Cheetah front end, which our customers are
seeing, it’s clean, relatively minimal, and it works perfectly.”
The Red Cheetah front end allows AMO to encourage
customers who might have been a little uncomfortable
ordering over the web to do so. It’s also been beneficial for
customer retention. “We acquire a lot of business from the
big box stores and we get a lot of positive comments about
the web site because it’s not as complicated or has the
hiccups that a lot of the larger companies’ sites have,”
contends Kunkle.

Managing the Business
DBI Business Interiors, with locations in Lansing and
Jackson, Michigan, has been using Activant’s Vision
system for the past 10 years. DBI’s business is split about
50 percent between office furniture and office products
with some 37 of its employees using the system daily.
“From a reporting perspective Activant is structured very
well in their history file,” notes Brent Sanders, IT manager.
“It allows you to pull
out information no
matter which part of
the business you want
to look at.” For
Sanders this is a huge
advantage.
A
recently
added
feature that DBI has
also found useful is a
credit card processing
function that allows
DBI to process credit cards in a batch environment. The
company is also leveraging the system’s e-commerce
component, which was updated a little over a year ago.
“It’s a night and day change and is much more colorful,”
says Sanders who adds that the ability to handle contract
furniture and supplies in one package is extremely
beneficial. “Our customers really like it and we get
favorable comparisons to the big box stores.”

Managing Margins
A&W Office Supply in Knoxville, Tennessee, is controlling
costs and managing margins with Acsellerate. “It saves us
time, money, and effort on the projects we do,” says A&W
sales manager Jeff Silver.
Silver uses the program every day and after one year it’s
made a big difference in the business. “I don’t think that
anyone should micromanage their sales reps, but you do
have to micromanage your costs, your gross profit margins
and your sales, and know what’s moving and what’s not,”
he says. “And you have to know your customer base.”
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The biggest change since implementing the Acsellerate
system has been margin management. “We know on a
daily basis how our margins are doing and what’s affecting
those margins,” notes Silver.
Sales reps use the system to
access information on each of
their accounts. The system
can track sales on specific
items or a specific product
segment. “We’re big on
jan/san as well as office
products, so I can segment
those parts of our business
and see how each is doing
individually,” says Silver.
Silver appreciates the frequent updates to the system and
he has nothing but praise for Acsellerate’s customer
service capabilities. “The staff is very helpful. If you call and
have a problem they sit down and work it out. It’s almost
like having your own custom IT department. They back up
their product and service and do what they say they’re
going to do.”
It almost sounds as if Silver is on the Acsellerate payroll.
But he’s not. He’s just a satisfied user. “I tell everybody they
need it,” he says. “You have to know what’s going on in
your company these days to grow sales and make money.”

Comparing and Contrasting
Remember that exercise back in elementary school when
you were asked to compare and contrast? That’s the
approach that OfficeStar, a Westland, Michigan-based
office products dealer, has been taking to retain and attract
customers ever since implementing the GOPD system
three years ago.
Thanks to GOPD, customers and prospects can log onto
www.officestar247.com and compare OfficeStar’s prices to
those found on the front-end web sites of Staples, Office
Max, Office Depot, and Quill.
That ability to compare prices has been a tremendous
asset in retaining customers and bringing in new business,
says Newton. “This is the message we take to market
now—‘We compare. You save.’ To be able to take that very
simple buying proposition to market has been extremely
powerful for us.”
Each
month
OfficeStar tracks
number of orders
placed, number of
lines
placed,
dollars per order,
and total volume.
Based on total
volume, the number of customers taking advantage of this
comparison shopping feature on its web site has increased
230 percent during the past year. “I think people like the
fact that we show an accurate Staples Quill, Office Depot
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and Office Max price,” says Newton. “And our prices are
just as low.”
Prior to implementing GOPD, OfficeStar was not exactly at
the forefront of the technology revolution. It was just feet on
the street salespeople, general line catalogs, no media, no
radio, no TV, no direct mail. “Since then we’ve turned our
dealership on its head,” boasts Newton.
By automating, Newton doesn’t need as many salespeople
out on the street and redirects some of the money he’s
saved on personnel into radio and direct mail to drive
people to OfficeStar’s web site.
Tweaking the site has also had an impact. “Just by finetuning our web presence and making it friendlier and easier
to use, we’re getting more requests for accounts, more
requests for catalogs, and more new users,” reports Newton.

Keeping Track of the Customer
Action Office Supplies in Lakewood, New Jersey, has been
using Dealer Commander since 2005. “We looked at other
options, but we would have had to hire a system
administrator, which wasn’t cost effective for a small dealer
like us,” says Action’s president and CEO Sonny Arora,
who is also a co-founder of AOS Ware, developers of
Dealer Commander and other technology tools.
Dealer Commander is easy to use and most of on-screen
information screens is self explanatory, says Arora. “It gives
us a ton of feedback about what the customer bought and
when they bought at the first level of entering the order.”
Another plus of the
system is its ability
to
alert
accounts
receivable
when
a
customer who placed
an order is past due.
“Larger systems in the
industry do that, but not
usually a small system
like this,” notes Arora. “It helps us contain our accounts
receivable because right after an order is placed, our
accounts receivable is on the phone.”
When Action Office decided they needed to add a fuel
surcharge to orders, the system allowed them to do that. It
also integrated the company’s online ordering system to its
back-end system. Switching to Dealer Commander also
meant Action Office didn’t have to change its accounting
program—QuickBooks—because Dealer Commander
integrates with that too.
Action Office also uses Quote Commander, an online
quote/ordering tool which Arora says has generated nearly
$1 million in business for the dealership over the past six
months. “We can present a 50-line item proposal to a client
in five to 10 minutes,” reports Arora. “Prior to this we were
struggling with Excel spreadsheets, re-typing every single
item and SKU number description and presenting these
spreadsheets one by one.”
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Peace of Mind
First Call Office Products in Gaithersburg, Maryland, has
been using Thalerus’s Vibe business management solution,
Vendere eCommerce program and VTrack Internet-based
proof of delivery system ever since the company opened its
doors in April 2007.
Scott Lubore, one of the
company’s
owners,
couldn’t be happier. “I was
looking for an outsourced,
streamlined solution where
all I had to do was run my
business,” states Lubore. “I
didn’t want to be running
software.”
Enter the Thalerus suite of products. In the past Lubore
needed a full-time IT person to run his business
management system as well as constant support from the
system provider when problems arose. “Now I don’t need
any of that,” says Lubore about Vibe, Thalerus’s Internetbased program. “They control the software. They do all the
back ups. We simply run our business.”
But the biggest benefit is that it’s automated all of First
Call’s business processes. When a customer places an
order, they automatically receive an e-mail notification. If
they’re on a drop ship with First Call, they get an e-mail
notification with a UPS tracking number, then when it
invoices they automatically get an e-mail with a copy of
their invoice via PDF. It’s made mailings virtually obsolete.
“We’re not spending any money on paper for invoices and
we’re not wasting money on envelopes,” says Lubore.
“And the customer’s not wasting time opening envelopes.
It all drops right into an account’s e-mail and they have our
bill right on their desk the next day. It’s saving the
environment and helping the customers get what they need
from us a lot quicker.”
Thalerus also allows Lubore and his management team to
leave the office at the end of the day relatively worry free.
“We walk out the door at 5:30/6 o’clock, and there’s no,
‘Did you run day end? Did the printer jam?’ It’s a lot more
peace of mind.”

Greater Flexibility
The Phillips Group, a Middletown, Pennsylvania-based fullservice dealer selling office products, contract furniture,
and copiers, uses Business Management International
(BMI) and Dynamics NAV from Microsoft to run its office
supplies business.
“The nice part of it is that it’s very flexible so we can
actually bolt onto other third-party software,” notes Bob
Chilton, president of The Phillips Group’s supplies division.
The Phillips Group integrates all of the other software
programs the company uses into NAV, making it easier for
them to access financial information on a monthly basis.
Chilton reports that the NAV system has made a huge
difference on the operational end of the business, most
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notably in the warehouse. Warehouse staff can pick and
pack orders by route, by UPS deliveries, or whatever
method they specify.
The Phillips Group is currently in
the midst of implementing the
NAV e-commerce package.
Chilton expects that transition
to be transparent to customers
who will like how easy it is to
access their account information through the system.
“They’ll be able to go in and see
what the balance is on their
account, which invoices are
open, what’s on back order. Some of those things we
currently do by phone, we’ll be able to do over the web.”

CRM to the Rescue
Wrigley’s Office Supply in Boyertown, Pennsylvania, has
been using GoldMine for the past five years. Owner Brett
Wrigley became intrigued with the program after seeing
demos at industry trade shows “Our niche is the small to
medium size business and sales people have a tendency to
put smaller accounts off to the side because they want to
spend their time on bigger fish,” explains Wrigley. “I saw this
as a great way to stay in touch with those small accounts by
having an inside person calling, e-mailing, and faxing them
on a regular basis.”
GoldMine allows Wrigley to
give smaller customers the
same kind of attention it
devotes to its big accounts.
Those big customers that
need to be seen on a regular
basis have always required an
outside rep, but with smaller
accounts, the question was always there—was it really
worth the outside rep’s time? Thanks to GoldMine, time is
now quite definitely on the rep’s side at Wrigley’s.
Virtually everyone in the office uses the system, including
its furniture staff who use it for tracking, organizing, and
scheduling furniture jobs and communicating with installers
and sales reps. “It provides a great Intranet for
communication,” says Wrigley. The company also uses it
internally to track vacation days and time off as well as for
keeping track of vehicle truck maintenance. “We’ve just
found different ways to use it,” notes Wrigley.
Not only does it save him time when communicating with
his sales reps, Wrigley can access the program and view
each rep’s history, including e-mails, faxes and telephone
calls to customers, what they’re talking about, what’s being
ordered and not ordered. With this information at his
fingertips, Wrigley can easily identify effective sales reps
from the ineffective ones. “It helps me weed out the sales
reps that aren’t doing their jobs, so dead wood is removed
quicker,” maintains Wrigley. “It’s an excellent and efficient
accountability tool.”
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Coaching
Isn’t Just For
Sports Anymore
When we think of coaches, we usually think of successful
leaders from the world of sports: Vince Lombardi, Tom
Landry, Billy Martin or Tommy Lasorda.
by Krista Moore

What do these and other successful coaches have in common?
Each had an ability to guide individuals of varying and differing talents to work together
and succeed as a team. Each knew how to align team objectives and goals and
communicate these ideas effectively. Each knew how to make his players understand
their responsibilities, and how to motivate and inspire each of them to be the best that
they could be.

How can you be a coach in your own business?
Many companies are teaching their leaders to develop a coaching style. To begin this
transformation, an organization’s management processes and style need to be defined
and predictable, and sales reps need to clearly understand their leader’s expectations and
their own accountability to the process.
A Coach…
■ … Aligns sales activities with the company’s vision and sales strategy.
■ …Creates goals and continuously develops his or her team.
■ …Holds his or her reps accountable.
■ …Listens, understands and has an emotional connection to his or her team.
■ …Motivates and inspires to get the best out of others!
The ultimate objective of leading with a coaching style is achieving the desired results
through others. Just as with sports, the coach cannot perform for his players on the field.
Rather, the coach must teach, guide, inspire and motivate his players to work in concert
to achieve the team’s goals.
A coach in a business environment achieves this by listening to team members and
working closely with each of them as individuals. I often say it is important to understand
an individual’s obstacles with your head, heart and gut…NOT just business results.
Get to know your team. Establish an emotional connection by understanding what
motivates each member personally and professionally.
I recommend a “reflections” questionnaire to many of my clients. The reflections
questionnaire offers a valuable first step to developing relationships and allows for an
open discussion where you, as a coach, can listen and understand what is important to
your sales reps and what motivates them.
continued on page 27
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You can also understand areas of challenge to help you
be a better coach and guide your sales reps toward
greater success.
Below is a sample reflections questionnaire that can help
you begin to develop a coaching style of management. Give
it to team members in advance of meeting with them to give
them the time to provide meaningful answers.
You will need to trade in your manager/boss hat for a
coach’s hat. Don’t forget, this is your team member’s
meeting: be a good listener and ask great open-ended,
follow-up questions.

Reflection Questions for Sales
Please answer these questions as clearly and thoughtfully
as possible. These questions are designed to stimulate your
self-discovery and to make our working relationship
together more productive. Feel free to use “bullets” and
incomplete sentences.
■ How are you feeling about working for our company, as
part of your career development?
■ What do you expect from me in my role as your
manager?
■ What can I expect from you in this working relationship?
■ What challenges do you see facing you with your
position?

■ What area(s) would you like some coaching and
development as it relates to your role?
■ What gets your blood pumping and makes you excited
or motivated?
■ What is missing from your work life that you could add
to make it more complete?
■ What adjectives describe who you are now, at your
core? What adjectives describe who you want to be in
the future?
■ What would you like to see different from me as your
manager, to be more effective?

Whether you are the business owner or sales executive,
connecting with your employees on a personal level is an
essential component of leadership. Ask yourself who you
need to connect with to enhance your team’s success?
What actions can you take today that will improve your
relationships with your sales team? What can you do to
have more of a coaching style of management?
Krista Moore is President of K Coaching, LLC an executive coaching and
consulting practice that has helped literally hundreds of independent
dealers maximize their full potential through enhancing their management
systems, sales training, and leadership development. For more
information, visit the K Coaching web sites at www.kcoaching.com, for
coaching and consulting programs and www.opwebinar.com for the latest
online training courses.
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Behavior Modification and
the Independent Dealer
PART II: Loyalty Programs
By Tom Buxton
Last month we reviewed the loyalty
programs provided by Office Depot,
OfficeMax, and Staples and I
suggested that even though their
programs are not aimed at commercial
customers, they create a perception of
their brand that does indeed modify
customer behavior.

much about their customers. That
certainly could happen, but I would
rather take that risk than keeping my
fingers crossed that none of my
competitors will share its value with
my customers.

For this month’s column I attempted
to discover how independent dealers
create loyalty among their customers
and was somewhat surprised by the
answers I received.

■ Create a points plan based upon
growth in Internet ordering. In
Ashland, Virginia, The Supply
Room has increased its web
based sales to over 60% of total
supplies volume using this
approach. In Mohawk, New York,
Hummel’s Office Plus has more
than doubled the number of
orders over $150 it recieves,
reports Hummels’ Jennifer Burditt,
with a promotion by which
customers who place online
orders of $150 or more qualify for
a monthly prize drawing, with the
chance to win items such as a
$300 gift certificate, a microwave,
stereo or printer.

Most dealers I spoke to told me they
depend mostly upon their “service” to
win and retain customers. Don’t get
me wrong, “service” is vital to the
performance of your company, but
unless it is perceived as a
differentiating factor by a customer,
you may be wasting your efforts.
How long has it been since you
asked your customers what they
appreciate most in a vendor and
why they buy from your company?
You should also be asking
customers and your employees if
there are value added-services you
could offer that could increase
loyalty without adding significant
costs.
Questions like these represent the
foundation of any good Customer
Relationship Management strategy
(CRM is not just about computers).
The following are a few ideas that could
help you strengthen your relationships
and modify customer behavior:
Hewlett-Packard’s “Purchase Edge”
program is a ready-made loyalty
enhancement tool. Ironically, most
dealers I talked to have not pushed it
for fear that HP might find out too
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Create loyalty programs to incent
specific behaviors.

■ Give away special bonuses in
order to change the customer’s
ordering habits including:
• Gifts for orders over $250 (The
wholesalers have offerings that
can be added to the invoice at
no charge to the customer.)
• Gifts like cookies, candy or new
products
to
encourage
customers to order on slower
days of the week … Chuckals
Office
Products’
Sample
Tuesday program is a good
example of this.
■ Create rewards for responding
to web blasts that incorporate
appointments for vendors.
INDEPENDENT DEALER

■ Some software providers support
the generation of coupons to
encourage increased purchases.
Check with your provider to
confirm what you can and can’t
do to incent your customer to
purchase in specific ways.
“Lunch and learns” or “Productivity
Enhancement Sessions,” sponsored
by two non-competing vendors, for
your best customers and some
prospects. Some of the more creative
ideas I heard about involve engraved
invitations, special dinners, and exotic
locations.
Re-brand your company to differentiate
your service from the other guys. (OK,
not all the suggestions are inexpensive)
Be sure to include your best customers
in the process.
Focus on environmental and budgetary
issues and ask your customers about
how they balance those two concerns
and then provide them with solutions
that exceed expectations.
Obviously, you must provide customer
support that meets or exceeds your
competition in order to make any of
these suggestions a differentiator for
your company. But do not assume that
“good service” is all it takes to build or
even maintain your company’s business.
Loyalty programs and other CRM. tools
are designed to build relationships.
Relationships change people and
influence the behavior of those people.
Make sure that you and your company are
focused on “modifying behavior” in 2008.
Tom Buxton is founder and CEO of InterBiz Group, a
consulting firm that works with independent office
products dealers to help increase sales and profitability,
For more information, visit www.interbizgroup.com.
PAGE 28

Healthcare:
Just Political Rhetoric
When It Comes To
Small Businesses
By Paul A. Miller
The 2008 presidential election has
been well underway for over a year
now and yet there’s been still no
mention of how any candidate will
meet the needs of small businesses
when it comes to healthcare. Both
Democratic candidates have been
talking extensively about a “universal
healthcare” type of approach to this
issue, but the reality is, this is
campaign rhetoric and nothing more.
I believe Hillary Clinton when she says
she will aggressively push for universal
healthcare for all Americans, but she
doesn’t indicate how she will pay for it.
Senator Obama’s so-called healthcare
plan doesn’t cover everyone and by all
accounts wouldn’t be much of a help
to small businesses. And, on the
Republican side, Senator McCain’s
plan offers few specifics and focuses
more on concepts.
Neither party is talking in detail about
how they plan to help small businesses
provide affordable quality healthcare to
their employees and their families. Why
not? The answer is simple: Neither
party sees small business as critical to
their success or failure.
The closest small business came to
genuine healthcare relief was when
Association Health Plan legislation
was working its way through
Congress a couple of years ago. This
is the one approach that really catered
to the needs of small businesses, but
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when this bill caught traction it was
killed, ironically by the same people in
each party who claim to be small
business champions.
Until small businesses can find a wave
of unity, similar to the wave Senator
Obama has created in his presidential
campaign, I don’t expect to see this
Congress or the next take up any plan
to help small businesses gain access
to the health insurance they need to
stay competitive.
Rhetoric only goes so far and the
current candidates are betting that the
current rhetoric will get you to the
polls to support them. After they have
your vote, don’t expect them to come
to your defense. If I’m wrong I’ll write
a retraction, but history says
otherwise. Just look at the lack of
funding provided to the agency
whose sole mission is to help and
support small businesses, the Small
Business Administration.
Healthcare reform for small businesses
is possible, but not without the small
business community tackling two key
tasks to get their voices heard.
First, they need to find a common
voice that will bring large groups of
small businesses together to bring
about the change they need. And,
second, small business voters need to
ask the tough questions of candidates
and be prepared to vote only for
those who are willing to step up with
INDEPENDENT DEALER

concrete plans to support them. I’m
not sure the small business community
is ready for this, but it needs to get
there quickly if progress on any level is
to be achieved.
Only when you band together will you
get the change you need. Healthcare
reform for small business is possible,
but it will take commitment and a
concerted effort on the part of the
people who stand to benefit most to
make it happen. Are you ready?

Healthcare
Reform for
Small Businesses
Is Possible.
Paul Miller is a founding partner in
Miller/Wenhold Capitol Strategies, LLC,
providers of direct and grassroots lobbying,
legislative and regulatory tracking, advocacy
planning and implementation and related
services. Before setting up Miller/Wenhold, Miller
served as government affairs director for the
National Office Products Alliance and the Office
Furniture Dealers Alliance (NOPA/OFDA). In
addition to his lobbying and regulatory
monitoring activities, Paul also provides
consulting services to businesses on selling to
the federal, state and local government markets.
For more information, visit www.mwcapitol.com.
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“He can’t relate to women” or “She hates men.” We have all heard these comments and
maybe even have had occasions when we also felt them to be true. Are they real or just
perceived barriers? Do buyers in 2008 have gender biases when dealing with salespeople?
To find out, I interviewed an equal
number of men and women buyers
and got some candid, personal and
sometimes not so politically correct
perspectives. And while this was not a
scientific process, their preferences
and opinions might suggest more
widely held beliefs.
Their feedback will hopefully reveal
some additional insights into the needs
and preferences of the people of both
genders who buy your products.
So salespeople and sales managers
listen up! Here is what your buyers
have to say about salespeople—both
men and women.
Do you prefer to buy from someone
of the same gender?
Before anyone answered the question,
they all responded that they want a
salesperson to be competent and a
good listener. They should “know their
stuff.” They should be honest.
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Each of the men interviewed said
they had no real preference and
commented that they had never really
given it much thought. One male buyer
said that he buys mostly from women
however, because “more women walk

Salespeople and Sales
Managers listen up!
Here is what your
buyers have to say!
through his door—it isn’t necessarily a
conscious
choice.”
He
also
commented that he likes buying from
women because he has six sisters and
simply enjoys being in the company of
women.
Another
man
also
commented that there seems to be
more female salespeople in office
furniture than male.
INDEPENDENT DEALER

Women on the other hand had given
this question a lot of thought and had
opinions to share without much
hesitation. Half the respondents said
they had no preference but the other
half felt strongly about wanting to buy
from women. They too remarked that
there are more women than men
calling on them.
Do you think there is a difference
between men and women, and how
they sell and work with their
customers?
Answers ranged from “absolutely” to
“probably.” One male buyer felt that
“in general, men are more aggressive
and very competitive, sometimes even
with him.”
He said he feels some men are more
interested in “being right” and winning
the sale than in the needs of his
continued on page 31
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continued from page 30

company. This same buyer feels women tend to try to get
you what you need, listen better and take the time to help
solve your problem.
Another male buyer had similar views and said he felt
women are more attentive and are much better in their
follow up. His experience with men is that when the sale is
made, “there is a hand shake, a pat on the back and
they are gone.”
Another male buyer commented, “Women will stay in
touch after the sale, but men disappear—it’s all about the
sale to them.”
One female buyer had a different perspective and said that
even though she felt women are better at taking care of the
details, women also “tend to take things more personally if
their product is not specified or purchased. It is a real
weakness,” she argued. “Just because you might have a
good relationship doesn’t mean the sales person should
expect special treatment.” This same female buyer’s
perspective is that men are better listeners and get “the big
picture” on projects.
Is there anything that annoys you about how men or
women sell?
Interestingly, all the comments were very gender-neutral
and quite similar. Lack of competency was mentioned
repeatedly by both the men and women interviewed.
In addition, “shooting straight” and being honest were very
important factors, as well as the desire to work with
“people who are straightforward and helpful.” It is annoying
when salespeople do not have these characteristics, male
and female buyers agreed.
One male buyer mentioned he gets annoyed when
salespeople “pester him” after he has received requested
information. Another male buyer mentioned he “doesn’t like
aggressive salespeople who call constantly and stop by
unannounced, regardless of their gender.”
What strengths and weaknesses have you experienced
that you may consider gender based?
Here is where a double edged sword showed up. While
respondents mentioned that women in sales often attend to
their customers in a more personal way, some also felt
women take it personally when they lose a sale or when
things don’t necessarily go their way.
Even though it was the perception of all the people
interviewed that men in sales are not as thorough in the
details, most also felt that men do not take things
personally and “let it go” when they lose a sale.

One female buyer however, was quite specific; “I like
working with women,” she said candidly. “They pay more
attention to the details, can do many things at once, are
better communicators, are better listeners and will get back
to you. You don’t have to track them down.”
One of the male buyers also felt women are “better
listeners, and are better at assessing the situation before
making recommendations. Men want to fix the problem and
are more interested in just selling their products.” For this
reason, he prefers working with women.
However, one male buyer mentioned that he likes working
with men on a “man to man” basis and that his business
relationships often turn into friendships.
Another male buyer commented that he doesn’t like it when
men try to use the country club, boy’s network or tickets to
sporting events to try to get his attention. He said he feels
like they think that “as a man, I’m going to fall for this stuff.”
Do you have any advice that you would like to give
men/women about selling?
I had a resounding YES from everyone. There were
multiple comments but they were not gender based. The
most frequently offered suggestions: Be honest and follow
up. Be authentic not only about your product, but about
who you are personally regardless of gender.
Communicate – if there are problems or new information,
let the customer know immediately. Even if the news is
bad, tell the truth and tell it quickly.
And we couldn’t have a discussion about gender
differences without a comment or two regarding sex. One
man mentioned he still sees a bit of lingering “sex sells”
attitude from women. Don’t do that. Even some men are
starting to act that way around women buyers. It’s not
professional and it doesn’t work.”
One female buyer wants salespeople to stop “talking down
or being condescending to buyers—women can be as bad
as men about that.”
The bottom line: As long as there are men and women,
there will always be differences. But understanding how
gender differences impact sales effectiveness will clearly
make it possible to bridge those gaps.
And it’s nice to know that even though a few had
preferences, the buyers I spoke with were not particularly
biased towards either gender. They were more interested in
sharing their experiences and wanted to let salespeople
know that all in all, they are more interested in their
professional sales expertise and their ability to help than
they are in their gender.

As a man/woman, do you have a preference for which
gender you work with?
Most men and women interviewed replied that they really
didn’t have a preference. One male buyer said that 20 years
ago he may have answered that question differently, but he
has come to view both genders equally.
MARCH 2008

Trish Brock is a well-known industry consultant whose cross-functional
consulting group, Trish Brock & Associates, specializes in helping dealer
principals and their management teams solve identity, branding, sales
support materials and web site challenges. For more information, contact
her at 720-277-3035 or tbrock@trishbrockassoc.com.
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In San Diego, Steve Jewett and his business partner Rod Manson have
a pretty good thing going. Office Advantage, the dealership they founded
just three years ago, has been growing nicely and is on track to generate
over $3.5 million in sales this year.
An industry veteran with over 25 years’ experience that includes tours of
duty at Herman Miller and Haworth dealerships, US Office Products and
Corporate Express, Steve has an infectious enthusiasm for the office
products business. “It encompasses a little bit of everything,” he says,
and he’s clearly enjoying the challenges of helping to run a growing
independent dealership.
But it’s not the only fun in Steve Jewett’s life. When he’s not hitting the
streets of San Diego and calling on customers, chances are Steve’s mind
is focused on higher elevations …. usually around 14,000 feet or above.
For the past 30 years, Steve has combined his commitment to building
an office products career with an equally fierce commitment to
mountain climbing.
Ironically, Steve grew up in Kansas City —“a flatlands boy if ever there
was one,” he recalls with a smile. But a family vacation to the ski slopes
of Colorado as a teenager changed all that and set Steve Jewett on a
path that has taken him to some of the highest places in the world.
There are 55 peaks in Colorado higher than 14,000 feet and Steve has
climbed all of them at least once. He’s climbed Denali (aka Mt. McKinley),
the highest mountain in North America at 20,320 feet, and stood on the
summit of Mt. Aconcagua in Argentina, South America’s highest peak at
22,841 feet and the highest in the world outside of central Asia.
And while he’s yet to set foot on Mt. Everest, a trip to the Himalayas is
certainly a possibility some time down the road, he says.
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Why does he do it?
“Because it’s there, of course,” Steve replies, echoing the words of
climber George Mallory in 1924, when asked why he wanted to climb
Mount Everest. But, Steve adds, it’s often more complex than that.
“When you take on a major peak,” he points out, “you’re doing it for the
team. You go up together and you come down together and it’s a
unique feeling.”
That emphasis on teamwork also carries over into his business career.
“Whether you’re an owner or an employee in an organization, you’ll get
more done and you’ll get it done better and faster if you share common
goals and work together to meet them,” he contends.
Of course, the stakes may be just a little bit higher if you’re clinging to
a narrow ledge of rock and it’s 40 below with a 30 mph wind in your
face. But, says Steve, the skills needed to succeed on a mountain and
in the business world are not that different.
“Going to the top of a mountain means preparing for both the expected
and unexpected,” he points out. “You need the right tools and a positive
attitude and only then is it safe to proceed and you do so one step at a
time. And you must always be ready to adapt and even reverse course.
If you are not in tune with the environment around you, trouble follows
quickly. The same goes for business.”
Fortunately for Steve, his years of experience have kept him free from
danger both on the slopes and in the business world. Sales
volume continues to climb at Office Advantage and so does the
dealership’s co-owner!
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It’s Time
to Make a Play for
National Consortium Contracts
government organizations purchase through the
U.S. Communities program.
Right now, these consortiums represent just
another way for the mega dealers to try and
monopolize the industry. OfficeMax and Corporate
Express hold the office supplies contract with
Novation, while Office Depot is

THELast

Word
by

Tom Smith

Sales Director, The Phillips Group
Supply Company
Middletown, Pennsylvania

the exclusive

office products supplier for U.S. Communities.

Surely it doesn’t have to be that way.
If the industry’s dealer groups can find a way for
their members to access government business,
logic says they ought to be able to do the same
thing with at least some of these national
contracts and consortiums.
There’s no question we have a great story to tell …
about outstanding customer service, small
business support and the value of keeping
business in the local community. And after several

When AOPD, is.group and TriMega put their
government programs in place a few years
ago, it opened the door to new business for
many independents. Now, it’s time to take
what those groups learned from that process
and use it to create new opportunities in the
broader commercial arena.

years with the GSA contract and the Army’s
Blanket Purchase Agreement for Office Supplies,
the independent channel has a great track record
of performance and an abundance of happy
government customers willing to testify to our
ability to meet their needs.
So let’s go out there and do something about it! I
know we could be equal or better on price and we

We’re one of the largest independent dealers in

certainly know who could provide the superior

our own market, but we’re constantly being

level of service.

pushed out of major account business that we find

So what about it, dealer groups? We’d only need

locked up by national consortium contracts. Most

to win one contract to get started and with all the

local hospitals in our area purchase from a

momentum independents are enjoying, there’s no

Novation contract, for example, while several local

better time to start than right now!
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