


editorial

MARCH 2009 INDEPENDENT DEALER Page 2

Are You Making the Most
of Your Service Edge?

PS:

Last month, your humble editor had the good for-
tune to attend AOPD’s 2009 Annual Meeting in Palm
Springs and as you can see from our report else-
where in this issue, it was a terrific get together, with
a strong program of speakers on key industry topics
and plenty of opportunities for dealers and their
business partners to work on ways to keep growing
and profitable in tough markets.

Getting there, however, was a very different story.

Bad weather forced our plane to be re-routed from
Palm Springs to LAX. Upon landing, we got no indi-
cation as to how we might get to our original desti-
nation until reaching the baggage claim area, where
passengers lucky enough to be in hearing range
were told buses would take us the rest of the way
and would be along in about 25 minutes. 

Ninety minutes later, with almost nothing in the way
of progress reports while we waited, we boarded
the buses for a two-hour ride to Palm Springs and
finally got to the meeting hotel three hours later than
planned.

All of us have more than our fair share of bad airline
stories and my own little adventure last month will
certainly not be the last. But as I thought about it
later, several points came to mind that seemed
worth sharing for this month’s editorial. 

First of all, and how sad it is, most of us today pretty
much take this level of customer service for granted
and with few exceptions, are reconciled to viewing
it as the norm. If you’re looking for reasons why our
once-proud legacy airlines are having so much trou-
ble these days, the customer service they provide
might well be a good place to start. 

The second and more important point is this: The
generally woeful level of service that we all have to
endure is creating some tremendous opportunities
for anyone who can actually provide a superior cus-

tomer service experience. 

If you’re an office manager or purchasing agent, for
example, the last thing you want to do is spend time
worrying about whether or not you’ve got enough
paper or toner or note pads to keep your people
happy and productive.

The best thing that can happen to you is to find a
supplier you can depend on … someone who offers
quality products, is easy to do business with and
who can be trusted to do whatever it takes to keep
things running smoothly for you, no matter what un-
expected needs or emergencies might come along.

The final point, even more important, is this: As an
independent, you know your ability to out-service
your competition represents a huge edge in the
marketplace. But do your people know? Are you
sending a message out to everyone in your organi-
zation—from senior management to your ware-
house and delivery people and your recep-
tionist—that they all have a critical role to play in
creating a superior service experience for those
people who matter most in your world: your cus-
tomers? 

Stating the obvious? Maybe. But it’s no less valid
for all that, and certainly something to think about,
particularly in these challenging times.

For a truly inspiring presentation on serv-
ice, check out www.stservicemovie.com.
And thanks to Joe Williams of Mon-Valley
Office Equipment in Charleroi, Pennsylva-
nia, for finding it.

http://www.stservicemovie.com


THE

WINNERS’Circle
Special Awards and Honors Keep Coming for Freeman’s
Nancy Balkcom

In Atlanta, Nancy Balkcom and her team at Freeman Forms and
Supplies and MySupplies.com have got plenty to celebrate, after
a flurry of special awards and recognition over the past few
months that has surely sent Nancy searching through the catalogs
for a new display case or two.

Kudos started coming back in October last year, when Nancy was
named a finalist in the annual Stevie Awards for Women in
Business. 

Described by the New York Post as "the business world's own
Oscars,” the awards honor women executives and entrepreneurs
and are selected by a panel of independent business owners and
executives drawn from around the world. Nancy was selected
from among more than 1,200 entries submitted for consideration
in 50 different categories.

In November, the Greater Women's Business Council (GWBC), a
non-profit organization for certified Women's Business Enterprises
in Georgia and the Carolinas, added to the honor roll, when they
presented Nancy with their 2008 Trailblazer Award.

Trailblazers, in the words of the award citation, are “outstanding

entrepreneurial women.” The award honors their participation in
the free enterprise system and their risk taking and innovation and
recognizes their community and business leadership.

The honors continue this month at Enterprising Women
magazine’s annual Enterprising Women of the Year Awards
Celebration, where Nancy was nominated for Enterprising Woman
of the Year in the “Businesses with $5-10 Million in Annual
Revenues” category.
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Get 3 Months FREE 
On DDMS or Britannia Monthly Maintenance

Put the industry’s most powerful management 
software to work in your business, and get your 
first three months of maintenance FREE!

Act fast, this offer expires March 31, 2009.

Call today: 866.374.3221 | Or visit us to learn more at: eci2.com/successonsale

That’s 12 months of improved 
profitability for the price of 9!* 

* Savings accrue in months 10-12 for Britannia systemsPromo: ID-3MONTHS

http://www/eci2.com/successonsale


All the special attention hasn’t stopped Nancy and her team from
keeping business at the dealership humming, however. “We’re still
making money so far this year,” she reports happily. “We’re
actually optimistic about 2009 and looking to hire more sales staff
to keep the momentum going,” she adds.

Tejas Office Products, Houston Dealer, Hits the
Headlines for Community Involvement

Congratulations to Lupe Fraga and his team at Houston-based
Tejas Office Products for some outstanding PR last month in one
of Houston’s leading publications serving the Hispanic community.

Lupe and his family were featured on the cover of Familias Latinas,
a bi-monthly magazine with a circulation of over 25,000 in the
greater Houston market.

Inside: a two-page spread on the Fraga family, highlighting their
contributions to the community and presenting their perspectives
on the special benefits and challenges of being part of a
successful family business.

In addition to Lupe, wife Irene, daughters Michele and Alisa and
son Stephen are all involved in the business, along with Irene’s
younger brother and Alisa’s husband.

Virtually all of them are also involved in community activities of one
kind of another, ranging from the United Way and local Chamber
to local family and child care providers, inner city school projects

and more.

“It’s important to give back to the city that has given me and my
family so much,” Lupe told the magazine. “Serving other families
is rewarding for all involved. We find great satisfaction in helping
other families and we encourage others to become actively
involved in causes they’re passionate about.” 

New Mexico Office Products Dealer Marks Fiftieth
Anniversary

Congratulations also go to Mario Martinez and his team at New
Mexico Office Products, who this year are celebrating a very
special milestone—their fiftieth year of continuous operations.

Mario’s dealership was founded in 1959 by his father, Celso, as
Espanola Typewriter Service. Today, the dealership operates out
of a 3,000 sq. ft. distribution center and retail store and maintains
a separate web site at www.DiscountSupplies.biz.

As one of the country’s first cities—it was founded by Spanish
explorers in 1598—and a location less than 20 miles from Los
Alamos National Labs, Espanola offers a unique blend of history
and hi tech and serves as an economic hub for much of north
central New Mexico, 

It’s not a booming market by any means, but, says Mario, business
has been steady for the dealership, which goes to market with a
broad, one-stop shop value proposition. 

In addition to its basic supplies and furniture business, New
Mexico Office Products sells ad specialties and promotion
products, trophies and awards, breakroom and cleaning products,
business machines, IT equipment and more. And Mario and his
team also broker printing!

While exact details are still being finalized, Mario says the
dealership will be celebrating the anniversary with special
promotions throughout the year and hosting an open house to
recognize loyal customers. 

“My dad started this business on the strength of an 8th-grade
education and a fierce work ethic,” Mario recalls. “We’ve gone
from selling typewriters out of a retail store to marketing an
incredibly broad product mix through our new online cyberspace
store. Despite all the competition, we’re still here and looking to
grow. It’s a great story!”

In Texas, Independent Beats Out Big Box
Competition to Earn ‘Vendor of the Year’ Honors

We’ve often made the point that when it comes to outstanding
customer service and value, nobody does it better than today’s
independents. But you certainly don’t have to take our word for it!

Just ask the buyers for the City of Garland just outside of Dallas.
Each year they select a Silver Star Vendor of the Year to recognize
excellence and outstanding customer service among their
suppliers.
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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

RETENTION AND MAXIMIZATION

KNOWLEDGE AND RESULTS

504 Colecroft Court, Alexandria, VA 22314   919.960.4553    SALES@ACSELLERATE.NET   WWW.ACSELLERATE.NET

k n o w.     s e l l.     p r o f i t.

OUR CUSTOMERS KNOW.

mailto:SALES@ACSELLERATE.NET
http://www.acsellerate.net


The city buys from several different office products resellers, including
our friends at Staples and Corporate Express. But guess who walked
away with the 2008 award when it was presented last November?

None other than Suzi Darr, an inside sales rep at Office Products
Warehouse in Irving and one proud independent!

Buyers evaluated all vendors on a range of criteria that included
basic honesty in all matters, compliance with City terms, product
knowledge, problem solving ability and more.

Suzi was the top vote getter, thanks to her extensive office
products experience—she’ll be starting her 27th year in the
industry in May—and that unique, independent commitment to
world-class service that no other kind of office products reseller
can match.

“We really believe in old school customer service at our dealership
and that makes a big difference,” says Suzi proudly. And there’s a
bunch of happy buyers in Garland who couldn’t agree more!

Downturn … What Downturn? 
Huntington Business Products, NY Dealer, Opens
100-Plus New Accounts in Six Months 

The headlines may still be full of gloom and doom in the economy,
but in Huntington, New York, Dave Garbus and his team at
Huntington Business Products Centre have made a firm decision:
They’re just not going to participate!

Using a business development process created by David Fossler
of SWMC (www.salesworksmarketingcentral.com), Dave and his
team have signed up a grand total of 111 new accounts in just the
past six months.

The process utilizes an 11 x 17 flyer as a drop-off and/or mailer to
help market Huntington’s capabilities and expertise and highlights
its ability to reduce office expenses for customers.

Key message points focus on overall savings, excellence in
service and outstanding customer satisfaction, in contrast to the
commodity sale-priced flyers they previously used when trying to
open new accounts. 

“I am very pleased with the tremendous impact this campaign has
had on the acquisition of new accounts,” says Dave. “The HBPC
News Page presents a professional image for our company that
offers office solutions not just low prices. Our proactive approach,
unique company message and strong presentation skills have
allowed our sales team to secure over 60% of our proposals, and
has become a great revenue source during the current economic
conditions.”

For more information, e-mail SalesWorksMarketingCentral
(info@salesworksmarketingcentral.com) or contact Dave Fossler
at 717-371-7491.

Sayes Office Supply, Louisiana Dealer, 
Keeps Sales Momentum Going, Opens 
New Distribution Facility

It’s been a busy couple of months for Kenny Sayes and his team
at Sayes Office Supply in Alexandria, Louisiana.

In December, we reported on Kenny’s meeting with President
George W. Bush as part of the President’s outreach effort on the
government’s response to the credit crisis.

December also saw Kenny and his team move distribution
operations into a new facility that basically doubles their
warehouse space and provides an opportunity to more than
double their current furniture showroom.

The new distribution facility is about five miles south of the main
Sayes location and features 36,000 sq. ft. of space, six loading
bays and a ramp so that trucks can drive right inside the building
to unload. 

The move garnered Kenny some terrific publicity, including a 3-
minute spot on the local 6 O’Clock News and a very nice write up
in the local newspaper.

Despite all the gloom and doom in the headlines, business has
been good in Alexandria, Kenny reports. Sales last year at the
dealership were up over 15% and Kenny and his team posted the
same kind of double-digit year-over-year gains in January.  
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continued on page 8

MARCH 2009

http://www.salesworksmarketingcentral.com
mailto:info@salesworksmarketingcentral.com


What’s their secret? “We’re just being very aggressive in the
marketplace, putting a lot more emphasis on accountability and
leaving no stone unturned,” says Kenny, who credits new sales
manager Diana Deville for much of the dealership’s recent strong
growth. 

Kansas City Dealer Builds Business 
with IT-Oriented One-Stop Model

A lot of dealers talk about positioning themselves as one-stop
shops for their customers but few do it quite as well as Virgie
Dillard and her team at Missouri Office Systems & Supplies in
Kansas City, Missouri.

Virgie started out selling computer and office supplies and
business machines back in 1993, but as competition from the big
boxes and the Internet grew, she decided her mix would have to
change in order to keep growing.

“I realized we needed to find niches where the big box stores
wouldn’t go and technology seemed a logical choice,” she recalls.

Virgie brought in an experienced IT sales professional and with the
help of a growing network of IT-related distributors and service
providers, moved into the computer hardware and custom
software business.

Today, she reports, technology products and services account for
over half of the dealership’s total business. In addition to
distributors like Synnex and Supplies Network, key business
partners include a local Internet security company and a computer
service and repair shop.

“We take the view that if you can’t do it yourself, then find
someone who can and partner with them,” Virgie explains. Also
among Virgie’s key partners is the TriMega dealer group that Virgie
says plays a key role in securing pricing that keeps her
competitive.

“We go to market as a one-stop resource but we don’t go out
there on our own,” Virgie explains. “Having professional
salespeople who know IT and make a point of keeping up with all
the changes has been critical to our growth. But so have the
partnerships we’ve developed over the years with companies that
keep us competitive and provide products and services that we
can’t.”

With Virgie’s business staying strong despite a weakening
economy, it looks like a pretty good model for just about any
dealership. Something to think about if you’re taking the one-stop
route yourself.
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by Jim Rapp

“I’ve been in this industry for more than 40 years
and I’m more excited now about the future of
independents than I’ve ever been,” says David
Wickman, president of Newtown Office Supply.

Setting aside the current economic problems,
Wickman believes that independents can gain a
larger share of the total market in the next few
years if they keep on doing what they’ve been
doing: mainly using technology in every aspect of
their business and conducting persistent and
aggressive marketing programs.

Wickman and his partner Norman White have
been doing that with great success, with a 35%
sales growth in 2008 over 2007. This growth
includes sales from the acquisition of two small
dealers, Shirley Office Supply and Tri-State Data
Products, but they’ve shown considerable growth
with their broadening geographic coverage, which
includes the Philadelphia market and southern
New Jersey. “We did $6.5 million in 2008 and our
new slogan is ‘$9 million in ’09,’ says Wickman. 

“There was never a time when I was not in the
industry,” he comments. “I started as a stock boy

for a dealer in Van Nuys, California, when I was in
high school. I continued working there while going
to college. I fell in love with the switchboard
operator, Dorree, we married and moved back to
her hometown in Pennsylvania. That was 1976. I
worked as a manufacturers’ rep and then for a
school and office supply wholesaler, Academy
Paper, where we built the business from $3 million
to $15 million.”

In 1988, Wickman, along with partner John
Nordling, bought a small retail stationer in
Newtown, Pennsylvania, with annual sales of
$400,000. 

“The timing was not good,” he recalls, “because
Staples and Office Depot were just coming into
the market. We had some pretty rough years, but
we built the business to $4 million by the year
2000.”

In 2006, partner John Nordling retired, and sold
his share to Norman White, an industry veteran,
previously with United Stationers and senior vice
president of marketing for Allied Office Products.

“Norman has really energized our business,” says
Wickman, “modernizing our entire computer
system and developing a first rate web site, to

mention just a few of his contributions.”

Their web site has become very popular with
customers, and if you take a look, you’ll
understand why. Currently, it’s featuring the “Dirty
Dozen,” a group of popular cleaning products.
Also on show: a discussion of recycling and
reusing office supplies, a “Dare to Compare” page
listing their prices vs. Staples on 15 popular items.

Visitors can also enjoy a number of general
interest articles that cover topics such as “Which
Pet is Right for You,” to “Dinner and Cocktails with
Morgan,” featuring recipes from their charming
mascot Morgan, who appears on all their
advertising.

“We are very involved in our community,”
Wickman says proudly, “contributing to and
working with a variety of charities. All the
proceeds from the cartridges we pick up from
customers, for example, go to the Bucks County
Women’s Fund. We belong to five Chambers of
Commerce and The Rotary Club and our people
work with a number of charitable organizations in
both Pennsylvania and New Jersey.”

Congratulations on another success story that
makes all of us very proud!
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Newtown Office Supply
Newtown, Pennsylvania

David Wickman, President (l)
Norman White, Vice President (r)

n Supplies, Furniture, Printing, 
Beverage Service

n Founded: 1982
n Sales: $6.5 million
n Employees: 27
n Partners: TriMega, United Stationers
n Online Sales: 40%
n Web: www.newtownofficesupply.com

Newtown Office Supply Shakes Up the Market
David Wickman and Norman White 
Put New Life Into an Old Line Dealer

http://www.newtownofficesupply.com


Technology’s pace isn’t slowing. That’s why you need a wholesale supplier that’s continuously  
working on new solutions, to keep you moving in speed with all the potential advantages.

United Smart Search
User-friendly consumer search and 
navigation on your web site.

Content
Robust product Content on nearly 
40,000 products, to elevate your 
multi-channel marketing efforts.

ICAPS
Item Content & Pricing System –
Timely, automatic updates of price 
and product changes, sent to your 
email box.

ItemSub
Automatic substitution of items 
that are out-of-stock, to maintain 
strong customer service.

eBill
United Stationers statements, 
invoices and other paperwork – 
online, on-demand.

System Automation
Integration of our system with 
yours to automate transfer of key 
business documents including 
purchase orders, order acknowl-

edgments, invoices, Advance  
Shipping Notices (ASNs),  
and more.

Make sure you have the  
right partner to keep you in 
pace with technology – ask 
your United Account Manager 
how you can leverage all we 
have to offer.

Technology Keeps Marching On – 
Keep Pace with the Right Partner

http://www.ussco.com


Office Depot last month released
earnings for its most recent quarter and
the numbers speak for themselves: The
company posted a loss of $0.73 per
share (excluding one-time items),
compared to the investment analysts’
consensus forecast of a 6 cents per
share loss. Sales for the quarter came
in at $3.27 billion (down 15% from the
same quarter last year), compared to
analysts’ expectations of $3.47 billion.

Adding more fuel to the fire, Office
Depot’s quarterly 10-K report, released
at the same time as the earnings report,
suggested that the problems associated
with its state contracts are starting to
spread to the federal level. 

Office Depot said is it is cooperating
with the U.S. Dept. of Defense, the Dept.
of Education and the General Services
Administration on “joint investigations
that are being conducted in coordination
with the Dept. of Justice regarding our
pricing practices that relate to sales to
certain federal agencies.”

Not surprisingly, recent postings on
online message boards by stockholders
and current employees are bleak, to say
the least. Here’s a representative
sample from the yahoo.com web site:

“Is it not time to cut BSD loose from
Office Depot? Our retail image is being
hurt by the multiple fraud and over-
charging investigations of BSD govern-
ment contracts in Florida, Illinois,
Missouri and North Carolina. Our retail
side never had these types of ethics
problems until BSD came along.
Instead of cutting costs at our core

business which is retail, cut the BSD
problem child loose from Office Depot,
along with CEO Steve Odland.”

“I wish we never had BSD, they take
away from our store resources, and
have done nothing but damage the
image of our company. I am tired of
seeing articles about investigations of
BSD, whistle-blowers and such. Sell
off BSD (if anyone would even want
them), and invest the money in our
stores. Our store associates work
nights, weekends and holidays, and
have supported OD through thick and
thin. BSD reps make big paychecks,
and in the end their wheeling and
dealing may cost us the company. I
agree, we are a retail company, and we
should cut BSD loose. Then we can
get back to what we do best, and not
hear about the constant fraud
investigations of BSD.”

“Our BSD rep stole our four best store
accounts by promising them lower
pricing. Two of the accounts came
back to us after 6 months because we
were selling paper for less at our store.
They felt they were misled by their
BSD rep.”

“We have the same problem at our
stores with the BSD reps, poaching
our best accounts by promising them
big discounts, and then after a few
months the pricing is the same as our
store, but we lost the sales. It is always
our store’s best customers they steal,
and then upset by not giving them the
discounts promised.”

“I must at admit we in BSD always sort

of looked down on the stores, but with
how horrible things have gotten at
BSD, I wish I had applied for a store
manager position when I had a
chance. No one in my office thinks
their job is safe right now. The three
AMs with government accounts are
about to have nervous breakdowns
with the daily questions they get from
their accounts about all the fraud
investigations going on in other states.
These are not good days at Office
Depot, I expect that most of our office
will be gone by summer, and that we
will probably lose one of our RSDs and
one or two of our DSMs. Apparently
HR is gearing up for massive
severence (sic) package distributions
to the field.”

Meanwhile, investigations continue
into the company’s practices on
several of its state contracts. For
details, visit the Office Depot State
Contract Watch section of the
www.idealercentral.com web site.

Buy Local Effort Underway in
Alabama 

Still not convinced that a strong Buy
Local message can really make a
difference with your customers? You
might just want to take a trip down to Fort
Payne, Alabama, about 50 miles south of
Chattanooga, where local county
administrator Matt Sharp is launching an
effort to get county buyers to authorize a
local supply bid to buy office supplies
from local vendors.
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If you have news to share - email it to
Simon@IDealerCentral.com

Bad News Continues for Office Depot;
Message Board Postings Turn Even
Bleaker on Latest Quarter Results
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MARCH Industry News: Special Late Breaking Insert

As we went to press, the internal auditor’s
office for the city of Pembroke Pines,
Florida, reported it had uncovered over
$17,000 in overcharges by Office Depot
relative to the city’s purchases under the
U.S. Communities Government Purchasing
Alliance contract.

The audit was conducted in response to in-
formation provided by David Sherwin, a
former Office Depot employee who cur-
rently enjoys protection as a whistleblower
under Florida law. Sherwin alleged that
state and local buyers using the U. S.
Communities Office Depot contract to pur-
chase office supplies were not being billed
according to contract specifications and
were being overcharged as a result.

In a March 3 memorandum to the Pem-
broke Pines city commissioners and city
manager, internal auditor Aner Gonzalez
said her audit revealed “the City and Char-
ter Schools were not being billed according
to the specifications of the contract which
resulted in overcharges for office and
classroom supplies.”

Gonzalez said the total overcharges during
the period audited (from November 6, 2006
to December 31, 2008) amounted to a total
of $17,177.64 or over 3% of the city’s and
charter schools’ annual purchases from
Office Depot.

Gonzalez reported that testing and inter-
views conducted in connection with the
audit revealed that the city’s Office Depot
contract had been changed from Option 1
pricing under the U.S. Communities con-
tract to Option 2 in October 2007. “When
audit staff asked Office Depot to provide
proof in writing that the City authorized the
pricing change, Office Depot could provide
no such documentation,” Gonzalez said in
her memorandum.

Gonzalez told the Pembroke Pines com-
missioners and the city manager that audit
staff are recommending the city immedi-
ately request payment from Office Depot
for the overcharged invoices and also said

they should continue to
closely monitor the Office
Depot contract “to ensure
from this point forward the
City is invoiced according to
the specifications of the con-
tract.”

Pembroke Pines city and charter
school buyers spend on average
$387,000 a year with Office Depot,
Gonzalez reported. 

The Pembroke Pines auditor’s report fol-
lows similar findings of overcharges and
pricing irregularities related to Office
Depot’s state and local office supplies con-
tracts in several other states and local gov-
ernments across the country. They include:

CALIFORNIA: Office Depot repaid the
state $2.5 million after an audit found
overcharges and state lawmakers held
a three-hour hearing where they raised
concerns both about pricing issues
and whether or not the Office Depot
state contract actually helps any small
businesses, as was claimed when the
contract was awarded.

FLORIDA: The state’s attorney general
is currently conducting an investiga-
tion into alleged “bait and switch” tac-
tics by Office Depot in its office
supplies contract with state and local
government and auditors in Florida’s
Lee County found Office Depot over-
charged the county by almost
$60,000.

GEORGIA: The state terminated its of-
fice supplies contract with Office
Depot after state officials found found
mismarked items on the company’s
state ordering web site months after it
was notified there were problems.
“This supplier simply failed to per-
form,” a state official told the Atlanta
Constitution at the time the contract
was suspended.

MISSOURI: The state’s attorney gen-

eral sent a civil investigative demand
to Office Depot, and said he has infor-
mation that the company has engaged
in “deception, fraud, false promise,
misrepresentation, unfair practices,
and/or the concealment, suppression,
or omission of material facts in con-
nection with the sale of office products
to Missouri government entities and
nonprofit or charitable entities."

NEBRASKA: The state’s auditor
charged Office Depot with “playing
fast and loose with the privilege of
doing business with the State” after
uncovering problems with the state
contract “from the very first Office
Depot invoice to the present.”

NORTH CAROLINA: The state’s audi-
tor charged Office Depot violated the
terms of the statewide office supplies
term contract and overcharged state
agencies approximately $294,413.
“The vendor inflated retail prices for its
store brand products and failed to
offer the State the lowest available
prices as required by the contract,” the
auditor said.

Audits of Office Depot contracts are be-
lieved to be currently either underway or
under consideration in several other states,
including Alabama, Arizona, Arkansas, Illi-
nois, Mississippi, New York, Pennsylvania
and Texas.
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“I want to try to help the local economy,” Sharp told the local
Times-Journal newspaper. “I think buying from DeKalb County
would be great.”

That’s certainly nothing we’re going to argue with, particularly
since the newspaper said the County currently buys its office
supplies through a bid with the “National Association of
Counties” (Presumably, Office Depot’s U.S. Communities
contract).

Sharp told the newspaper if there are local vendors that can
meet the county’s needs, it just makes sense to buy locally.

“If local vendors can compete with the prices we are paying
now, I would rather buy from them,” Sharp said. 

“If we can help out the economy in our area, that’s what I think
we should do.” 

Want to find out more about how you can promote a strong
“Buy Local” message in your market? Visit the Buy Local
Central section of the www.idealercentral.com for a
customizable PowerPoint presentation you can download
and links to Buy Local research, dealer case studies and
related organizations.

Left to right: Incoming AOPD 
president Bill Jones, The Office

City; outgoing president Tim
McDermott, Skags Office
Products, and executive

director Bud Mundt.

AOPD Celebrates 
Sales Growth and
New Accounts at
Annual Meeting

Question: What do you
call an organization that
keeps growing sales
and adding major new
accounts despite some
of the worst business
conditions in living memory? 

If you’re in the office products industry, you might just call
it AOPD. The St. Charles, Illinois-based dealer marketing
group, which specializes in servicing national accounts
through independents, held its 31st annual meeting last
month in Palm Springs and despite all the trials and
tribulations of the current economy, AOPD dealers and their
business partners found plenty to celebrate.

“We have the resources and the knowledge to generate
solid growth while our big box competitors stumble,”
outgoing AOPD president Tim McDermott told the group.
The organization grew sales by 6% last year and added
over forty new regional and national accounts, McDermott
reported. “Despite the downturn, all AOPD metrics are up
and poised for continued growth,” he said defiantly.

This year’s program offered plenty of new ideas and
suggestions on opportunities to keep the group’s growth
curve moving in the right direction. 

In addition to three days of one-on-one sessions between
dealers and their business partners, the meeting 
featured presentations by industry consultant and
INDEPENDENT DEALER contributor Tom Buxton, GOPD’s
Rick Marlette and Peter Frost of the Proficiency Group.

AOPD members also heard from their fellow dealers on
AOPD contract success stories, opportunities in coffee and
janitorial products and ways to use the AOPD program and
the wholesalers’ drop-ship options for maximum value. 

Also on the program: an update on AOPD’s government
sales and a session from three of the group’s supplier
partners on best practices for selling solutions. 

AOPD members also elected new officers
at the meeting. They included:

n Bill Jones, 
The Office City, Redwood City,
California—president

n Tim McDermott, 
Skags Office Products, Miami—chairman

n Karen Bogart, 
Convenience Office Supply, Austin—vice
president

n Frank Fera, Bulldog Office Products, 
Pittsburgh—treasurer

n Melinda Schuur, AAA Business Supplies
& Interiors, San Francisco—secretary

n Mark Leazer, Forms & Supply, Charlotte,
North Carolina—director

n Jim Butterfield, Smith & Butterfield,
Evansville, Indiana—director

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.

The Dealer award went to Addison Jones of The Supply Room
Companies in Ashland, Virginia, while the Manufacturer award
went to Tom Sullivan of Smead.

MARCH 2009 INDEPENDENT DEALER Page 13

Industry News: continued from page 11

continued on page 15

http://www.idealercentral.com


http://www.aopd.com


“This was without a doubt one of our most successful
meetings ever,” commented AOPD executive director Bud
Mundt. “As independents, we are looking at an exceptional
window of opportunity, even with a very poor economy, and
our members are clearly focused and committed to making
the most of it all.” 

S.P. Richards Names 
Jack Reagan VP of
Merchandising

Industry veteran Jack Reagan
has joined S.P. Richards
Company as vice president,
merchandising. In his new
position, Reagan will assume
category management respon-
sibility for the company’s
office supplies and furniture
segments.  

Reagan was formerly executive vice president of
ActionEmco, and concurrently held the position of president
of Advantage Marketing Wholesalers. Prior to ActionEmco,

Reagan held senior merchandising and purchasing roles at
BT Office Products and Harry Strauss & Sons.

Senior vice president, merchandising Steve Lynn com-
mented, “We’re extremely pleased to have an executive of
the caliber of Jack Reagan join our team. He brings an
incredible amount of experience and talent to the role. Jack
has an in-depth understanding of our customers and is well
respected within the vendor community.”

Reagan added, “I’m very excited about being part of the
SPR team and working with our
vendors and customers on
joint initiatives to grow our
mutual sales.”

WorkPlace Furnishings
Dealer Group Names
New President and CEO

The WorkPlace Furnishings
dealer group (WPF) has
named Gregory A. Nemchick
as its new president and
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CEO. Nemchick joins WPF from
Richmond, VA-based Chasen’s
Business Interiors, where he served as
vice president of sales. He succeeds
former president Dennis J. Insogna,
who died in December 2007.

An industry veteran with over 20 years’
office furniture experience, Nemchick
was regional manager with Herman
Miller before joining Chasen’s. He has
also held senior sales and manage-
ment positions with OM Workspace
and Lesker Office Furniture. 

“We’re delighted to welcome someone
with the industry experience and
expertise that Greg Nemchick brings
to WorkPlace Furnishings,” commented
WPF chairman Bob Carlson of Marco
Office Products, St. Cloud, Minnesota. 

“Greg has an exceptional track record
of success in the contract furniture
industry, both on the dealer and
manufacturing side, and with his

leadership, we’re confident WPF is
poised to deliver even more value to
our dealer members and supplier
partners.”

Said Nemchick, “Like many in the
industry, I have watched with great
interest the path the WorkPlace
Furnishings organization has taken in
recent years and its evolution into a
truly unique resource for progressive
dealers today. 

“With a dealer membership base whose
quality is second to none and the
support provided by an outstanding
group of industry manufacturers, WPF
has an exceptional foundation to build
on as we move to the next level, and
I’m very much looking forward to
being part of the team to take us
there.”

BSA Sets Dates and 
Location for 2009 Forum

The Business Solutions Association
(BSA), the new industry association
formed by the merger of the Office
Products Wholesalers Association
(OPWA) and the Office Products
Representatives Association (OPRA),
has announced the dates and location
for its annual meeting. The BSA 2009
Forum is scheduled for October 5-9 at
the Ginn Reunion Resort in Orlando.

Program chair Mike Wilbur of
Shachihata said the location was
selected because of its convenience,
large number of competitive flights
and competitive airfares. “We also
selected the first week of October after
surveying our members and other
industry events,” he added. “Our goal
was to find an open period of time
where there were little or no conflicts,
and this set of dates satisfied the
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requirement.”

The Reunion Resort is within 25
minutes of the Orlando Airport and has
the facilities and accommodations for
a first class meeting with very
reasonable room rates for BSA
members and guests, Wilbur pointed
out. “If a company reserves a three-
bedroom villa and brings three people
to use each bedroom, the room rate is
less than $100 per night—an amazing
rate even given our economy,” Wilbur
said.

For more details, contact CJ Summers
at BSA (cjsummers@clemonsmgmt.com).

Executive Coach 
Krista Moore Launches New
Web Site for K.Coaching

Krista Moore, an industry consultant,
executive coach and regular contributor
to INDEPENDENT DEALER, has an-
nounced the launch of a newly

designed web site for her K.Coaching
training company. 

Located at www.kcoaching.com, the
new site is designed to be a resource
center for business owners, sales
leaders and sales reps, and offers free
articles, sales tips, videos and
networking forums. 

Features include easy access to
Moore’s coaching and consulting
programs, training, speaking topics
and products available for purchase.
The site also offers up-to-the minute
news, mini-learning video clips, and
online registration for K.Coaching’s
training programs and webinar series.

In addition, the site will soon feature
“on-demand” training modules that will
allow businesses to click and order
web-based interactive training when
they want it, rather than working around
a pre-set training schedule. With on-
demand training, K.Coaching’s clients

can receive Moore’s webinar training at
their convenience, the company said.

“We are pleased to make our full
collection of products and services
available as we celebrate our seventh
year in business,” said Moore. “Our
goal was to make readily available to
our current and potential clients the
resources, products and services that
will help them achieve their
organizational goals. The feedback
thus far, has been tremendous.”

New Reps for Kleer-Fax 
in Metro New York

Kleer-Fax, makers of filing and
indexing supplies and accessories
among other items, has announced
the appointment of the ADMA rep
organization to cover the New York
Metro area for the company. 
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New Reps for HPFI in 
Arizona and Southern Nevada

HPFI (High Point Furniture Industries) has appointed
Southwest Sales Associates, based in Avondale, Arizona, to
represent the company's products in Arizona and southern
Nevada. Daniel Guerrero, Ralph Green, Terry Van Lent and
James Wilber III will be covering this territory. 

"I am pleased to have this exceptionally professional sales
team as a part of the HPFI team," said Mike Wissman, HPFI’s
vice president of sales and marketing. “With their ability to
focus on the continually expanding HPFI product line,
Southwest Sales will be able to offer casegoods, seating and
healthcare expertise to the A&D community and our dealer
partners, as well as provide the outstanding customer
service for which HPFI has become known." 

Pyramid Technologies Names New Sales and
Marketing VP 

Time recording products manufacturer Pyramid
Technologies has hired Robert Lennon as vice president of
sales and marketing. 

Lennon brings to Pyramid 15 years experience in sales at

companies that include Nestle USA, Energizer USA, Primo
Water and Del Pharmaceuticals. Prior to joining Pyramid,
Lennon served as national sales manager for task lighting
manufacturer Bayco Products.

As part of his responsibilities, Lennon will oversee Pyramid’s
new relationship with The Highlands Group rep
organization.

Independents Outperform Chains over Holidays,
Survey Finds

Independent retailers outperformed many of their big box
competitors over the holiday season, according to a survey
by the Institute for Local Self-Reliance (ILSR).

While holiday sales at independent stores surveyed were
down an average of 5% from the same time period in 2007,
that still compared favorably to steeper declines posted by
chains such as Barnes & Noble (-7.7%), Best Buy (-6.5%),
Borders (-14.0%), JC Penney (-8.1%), Macy's (-7.5%), The
Gap (-14.0%), and Williams-Sonoma (-24.2%). 

For more information, visit
http://newrules.org/retail/news_slug.php?slugid=379.
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NOPA is perhaps best known for its fed-

eral government advocacy on behalf of in-

dependents. This advocacy agenda,

however, has grown dramatically in the

past few years with the addition of involve-

ment in several state government and

even local government and public univer-

sity contracting battles in concert with

dealer members. 

At the federal level – with a new Adminis-

tration and Congress in town – there are

significant new opportunities to push for a

long-overdue leveling of the contracting

playing field to allow competitive independ-

ents to sell more to the U.S. Government.

This year is shaping up to be a critical one

for independents in Washington, in several

state capitals and at the local government

level. 

NOPA is gearing up with this month’s Gov-

ernment Affairs Conference in Washington

that will address all of these issues, and

also provide participating members with a

timely opportunity to connect with their

U.S. representatives and senators to high-

light the industry’s federal legislative and

regulatory agenda. 

The federal agenda includes highlighting

the urgency of small business health insur-

ance reform, the need to eliminate small

business “fronts” and establish effective

congressional oversight of the JWOD/Abil-

ityOne purchasing preference program.

We will also be working to elevate the U.S.

Small Business Administration to Cabinet

status to help drive more effective small-

business initiatives. 

The just-enacted economic stimulus bill

includes provisions that will boost or rein-

vigorate federal, state and local govern-

ment, health care, and public education

spending this year and beyond. 

New sales opportunities ahead
Large companies in all industries are posi-

tioning themselves to benefit from this new

spending, and so should independents.

NOPA and its members will be tracking

these developments and the new sales

opportunities they will offer in the months

ahead.

At the state and local levels, there also is

much to be encouraged about this year:

North and South Carolina have awarded

most or all of their new state office sup-

plies contracts to independents, Georgia

is evaluating strong bids from independent

dealers on its contract now and California

and Texas are showing serious, renewed

interest in working with NOPA and its

members on their state contracts. 

Several hundred million dollars in state

government purchasing are at stake in

these states alone over the next few years,

and this business is now – realistically – up

for grabs for committed dealers and their

business partners to capture. 

Other states will follow as political recog-

nition of the substantial positive economic

multiplier effects of a “buy local” govern-

ment purchasing approach spreads.

One of the most exciting developments in

the advocacy sphere is now playing out at

the state and local levels as a result of a

truly herculean effort by a former Office

Depot employee (David Sherwin) who is

now a protected ‘whistle-blower’ in Florida.

Three states (Florida, Missouri and North

Carolina) are investigating allegations of

serious pricing abuses under the national

U.S. Communities contract on which Of-

fice Depot is the sole-source supplier. 

NOPA has helped ensure nationwide cov-

erage of these investigations as well as the

previous state contract audits that docu-

mented these practices in five states. In-

dependents can readily download key

public documents they can use to stimu-

late a fundamental rethinking of ‘strategic’

sole-source contracting in their own states

and local market areas through the NOPA

web site (www.nopanet.org) and this pub-

lication’s (www.idealercentral.com), 

In short, there has never been a better time

to consider how your company can partic-

ipate in government business opportunities

– broadly defined – and to become active

in NOPA as a means to learn from other

successful dealers who are active in these

markets today. Contact Chris Bates, NOPA

president (cbates@nopanet.org; Tel:

703/549-9040, x 100) for more information.

MARCH 2009 INDEPENDENT DEALER Page 20

NOPAnews
NOPA’s Government Affairs Agenda – 
Will 2009 Be a Year of Big Victories?

http://www.nopanet.org
http://www.idealercentral.com
mailto:cbates@nopanet.org


Inspiring Life

Join esteemed members of the National Office

Products Industry for the annual Bob Parker 

Memorial Golf Outing commemorating former 

City of Hope Spirit of Life® honoree and National

Office Products chairman, Bob Parker.  

His legacy and your generous support continue 

to help City of Hope save more lives.

To register, visit www.cityofhope.org/nopi,

contact Cathleen Tighe at 866-905-HOPE or 

e-mail ctighe@coh.org

The Bob Parker 
Memorial Golf 
Outing at Pinehurst

May 11 to 12, 2009
Pinehurst Resort, Pinehurst, NC

Bob Parker, former Spirit of
Life® honoree and National
Office Products Industry
chairman

http://www.cityofhope.org/nopi
mailto:ctighe@coh.org


MARCH 2009 INDEPENDENT DEALER Page 22

continued on page 23

Independents Reap the Rewards of the Latest Technology

Let’s talk technology. It’s impossible to conduct business

today without it and remain competitive. And good news

for independents, there’s a wealth of technology providers

to choose from, depending on what you want to

accomplish or what part of your business you want to

automate. Recently, we talked to a dozen different dealers

and asked them how they’re using technology to grow

sales and/or operate more efficiently. Here’s what they had

to say.



Reliant and DDMS: 
Making the Most of the Most Technology
The more technology Reliant Business Products in Houston
brings into its operation, the better its business processes. For
the past 17 years Reliant has been using the DDMS Business
Management System from ECi, and as far as information systems
manager Steven Woodall is concerned, DDMS has the most

robust feature set and is the most cost-effective solution
available.   

“We use just about everything that a single dealer location
would use,” says Woodall. About the only thing Reliant
doesn’t use DDMS for is payroll since that function is
outsourced. 

The DDMS Business Management System automates
product distribution, sales and service, and management
of project-oriented sales that may require tracking
multiple delivery dates as well as other related
information. It combines back-office functionality (order
entry, purchasing, inventory control, accounting, etc.) with
specialized features.

Woodall is a big fan of the system’s Bill Complete feature,
which is ideal for government accounts and organizations
that pay via credit card. 

“If I have five tickets on back order, which is rare,”
Woodall explains, “Bill Complete will merge all tickets
under one and bill the customer for one invoice rather

than five separate invoices once the file ticket is complete.”

Reliant also uses ECi’s RouteTrak hand-held signature capture
and proof of delivery device, as well as the RoutePerfect delivery
routing and management solution. “Those two products save us
roughly about 4.5 man-hours each day,” reveals Woodall.  

RouteTrak provides Reliant with Fedex or UPS-like technology
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capabilities. The driver collects the signature on the RouteTrak
device, and when he comes back in the evening those captured
signatures flow into the DDMS system for immediate retrieval the
following day. 

Now when a customer calls claiming they didn’t receive their
order, Reliant’s customer service personnel can pull up the order
from the DDMS system and notify the customer when the
products were delivered, how many pieces were delivered, and
who signed for it. If the customer requests a copy of the signature,
customer service staff can simply access that on the system and
e-mail it to them directly from their computers. 

RouteTrak also helps Reliant collect piece counts each morning,
scanning them as they’re loaded into Reliant’s delivery each
morning. When drivers make their deliveries, they scan the pieces
again to make sure that they are pulling the same amount of
pieces off the truck that were loaded on earlier in the day. 

“Trucks used to come back all the time where they had two or
three deliveries they left off, or they left one box off of a five box
delivery,” notes Woodall. “We don’t have that problem anymore.”

Meanwhile, RoutePerfect allows Reliant to meet the needs of
customers who request deliveries at a specific time of day. At the

same time, the system identifies the most efficient routes around
those pre-identified delivery times. On one route, RoutePerfect
saved Reliant nearly 100 miles a day in drive time. 

But that’s not all. Last November Reliant went live with the
ECinteractive web storefront, making it a lot easier for customers
to place orders online.

“Customers can find products much easier and there’s definitely
a lot more detail using United Stationers’ SmartSearch
capabilities,” says Woodall. “It’s made my customers a lot
happier, I can tell you that.” 

Most e-commerce systems Woodall looked at allowed you to filter
and limit somebody to a contract list or what ECi calls a laundry
list, but it wasn’t searchable. With ECinteractive, customers can
search their contracts and the system responds with only those
products that are on contract. This feature has helped Reliant win
three new accounts because its competitor couldn’t offer the
same search capabilities, Woodall reports.

“The combination of DDMS and ECinteractive allow me to meet
customer’s needs and gain new accounts,” states Woodall.
“That’s a big plus, especially in this new economy and it’s going
to be a feature we’re going to be using more and more often.”
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NuCycle and Britannia: 
Evolving with Technology
NuCycle Technologies is a shining example of how technology
can help a business grow. When a new owner took over the
company in 2007, a decision was made to bring the company’s
technology into the 21st century. The first order of business: a
new web site for electronic commerce. 

Britannia’s Business Management System and its BritLink
integrated web storefront were chosen as a cost-effective means
to achieve that goal. Implementing BritLink allowed NuCycle to
effectively partner with wholesaler S.P. Richards with almost

immediate benefits. Sales grew 12% in the final quarter
of 2007 after experiencing declining or flat sales for the
previous three years. In 2008, NuCycle Technologies’
business grew by more than 10%.  

“We were looking for a certain price point for our volume,”
explains COO Robert Menard in discussing the reasons
for their choice of technology partner. “There were less
expensive systems with a lot less features and
tremendously more expensive systems with more
features. We decided on a happy medium. We felt
Britannia was the most robust and offered the best
value.” 

Initially, the company simply wanted an operational web
site. Since the site is hosted by Britannia, NuCycle
wouldn’t have to worry about any administrative issues
related to the site. Menard and his team also liked
BritLink’s ability to generate coupons and its powerful
wholesaler connection.

“By integrating with S.P. Richards, we now have a pre-
priced catalog whereas before a customer had to call and ask
what their price was,” explains Menard. “We provide quotes much
faster than in the past,” he beams. “Quotes are made in real time,
rather than our old system of telling callers, ‘We’ll have a sales
person get back to you.’”

“Taking advantage of Britannia’s CCR (Competitive Cross
Reference) program that compares Staples and Office Depot
retail prices has allowed us to set a very nice basis of pricing for
a tremendous number of items and show value to clients who
wanted to move from just purchasing toner cartridges to buying
all of their office supplies from us,” Menard added.



Flatt Stationers and SSI: 
Managing Multiple Locations With Flair
Doug Flatt and his team at Flatt Stationers, a 70+ year-old, family-
owned business with locations in Mexia and Fairfield, Texas,
recently took a giant step into the 21st century when they went
live with the SSI system.

The decision to switch to SSI wasn’t a knee-jerk reaction,
with Flatt searching far and wide for an affordable
business management solution and feature-rich front end.

“SSI has turned out to be a good fit for us,” he says. The
ability to manage Flatt’s separate locations has been the
biggest advantage of SSI. Those locations are operated
almost like separate entities. 

“The software has allowed us in a relatively easy way to
consolidate all of those operations,” says Flatt. “We were
able to consolidate accounts receivable, accounts
payable and payroll. It wasn’t a difficult process, but we
can still run financial statements by location.”

From an internal perspective, SSI has made it a lot easier
for Flatt to order from their primary supplier, United
Stationers. He’s also bullish on the system’s reporting
capabilities. More than anything, SSI has enhanced Flatt’s
image with customers.

“With SSI, the way that customers perceive us has
changed dramatically,” Flatt reports. “They see that we’re

making big strides and even though it sounds simple, just being
able to offer an online solution for them to order supplies is
something that they really appreciate.”

SSI has also had a dramatic impact on the company’s internal
operations. “SSI has helped us get our ducks in a row
organizationally and structurally and put us in a position this year
to focus on sales and grow the business,” concludes Flatt. 
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Allen Impact and MBS Dev: 
Making the Most of a Flexible Solution
When Allen Impact Services LLC, a combined services company
operating out of Beltsville, Maryland, was looking to improve its

business processes and encourage more customers to
order online, they turned to MBS Dev and its Office
Products Vertical Extension (OPVE) for Microsoft
Dynamics AX.

The company supplies services to two local dealerships,
Impact Office Products and George W. Allen Co. Both
companies were searching for a system that could help
them grow, leverage the various aspects of their
business, provide increased functionality and enhance
communication with sales reps, customers, and internal
users. They were also looking for a solution to help raise
online orders to 80%. 

For Bill Ratcliffe, president of Allen Impact Services, the MBS
Dev system provided a compelling solution. “It’s no longer a
one-size-fits-all world,” says Ratcliffe. “Every customer has
specific requirements and we can deal with those
requirements much quicker and easier.”

Tim Flynn, president of Impact Office Products, is
impressed by the system’s content management

capabilities, particularly the way it integrates the information
provided by Impact’s wholesalers.
“The wholesalers have dramatically improved their content

BF Molz and BMI: 
The Appeal of Instant Analysis
For Norma Anthony, COO of BF Molz in Moorestown, New Jersey,
one of the most important requirements of operating in a fiercely
competitive industry like office products is the ability to analyze
detailed business data sooner rather than later. That was one key
reason, she says, why the dealership moved to the OP Revelation
system from Business Management International (BMI). 

“Our new system is a Microsoft product so everything flows easily
into a Microsoft spreadsheet. You just click a button.” In addition,
Anthony went with BMI because it was a complete system. 

“We used different packages before, but this time we
wanted a one-source solution, just as we are a one-source
solution as an independent dealer,” states Anthony.

“We wanted a contact management system, web site, and
financial program all in one package. We didn’t want to use
Quickbooks or GoldMine or another [company’s product for
our] web site. That’s one of the biggest reasons we chose
OP Revelation. We found a lot of the solution providers out
there couldn’t give you the whole package.” 

Adds Anthony, “I wanted software that would give me the
information I needed. If I wanted to know how many widgets
we sold or find out that we weren’t selling enough of one
commodity over the next, I could analyze my data without
having to depend on some other software product to come
in and give me the information I needed.”

BF Molz is also leveraging their new site’s marketing and
promotional capabilities, which has been instrumental in
increasing average order size. The new site also provides
the company with greater control, especially on first-in-

search capabilities for customer product searches.

Customers also seem enamored with the site’s search capabilities
and the budget tools, Anthony reports. “As an independent, you
come up against price every single day,” she says. “It’s what’s
foremost in everybody’s mind, especially with this economy. What
people don’t realize is that you can buy 1,000 pens for .50 cents,
but if your company is buying too many of them, it really doesn’t
matter what you’re paying. That’s why the budget tools are
important. It takes price out of the loop and starts to make the
company realize, ‘I’m in control of what I’m spending….so why
not put a limit on what everybody can spend?’”
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SunDANCE and Red Cheetah: 
A More Efficient Storefront
At SunDANCE Office Supply in Broken Arrow
Oklahoma, Red Cheetah’s Office Front V2 e-
commerce solution has been helping to grow
sales and provide superior customer service
since October 2005. The results have been
impressive. SunDANCE has grown its online
business from 26% back then to 40% today. 

The system’s ease of use has been a huge
asset, says SunDANCE general manager Allen
Saunders. “It’s just so easy for a customer to go
in and save an order, create a favorites list, and
do similar things that are pretty far advanced in
terms of technology but still easy for them,” says
Saunders.

Saunders also finds the search options today

much more user
friendly. “We can
make the site look a
lot more like the big
box stores in the way
that the system
searches for items
using key words and
things like that,” says
Saunders. 

The ability to custo-
mize pricing for each
customer is another
asset. “It’s nice [when]
the wholesalers come
out with a matrix-type
catalog, but some-
times you need
pricing that you can
customize for your
situation,” explains

Saunders. “It’s easy to go in and make changes
with Red Cheetah.”

Red Cheetah’s back-end support is another
benefit. “They listen to us if we don’t like the
way something is done in the system,” says
Saunders, who can identify several changes
made to the system as a result of his
suggestions. For example, Sundance wanted to
change the way a customer’s phone number
was displayed when an order was entered. 

“Previously you needed to leave that screen and
go to a different screen to look up that phone
number,” notes Saunders. “It seems like a tiny
detail, but it was a nuisance for us and we made
a pitch to them and within a couple of weeks
they had it implemented.”

management and this system
can take advantage of that very
easily,” says Flynn.

He also finds the ability to
make updates and customize
the site to Impact’s customers
much easier. “Because this
solution is so flexible and
comes with so many toggle
switches that you can use to
turn features on and off at the
end user level, it was much
more appealing to customers,”
says Ratcliffe.

Allen Impact looks to set every
new customer up on the
Customer Connect e-com-
merce system, whether commercial
or government, as soon as
they sign on, so they can
immediately start ordering
online. Prior to implementing
OPVE, 32-35 percent of the
company’s orders were coming
in online. That number is now
in the low sixties. 

The system’s flexibility has also
enhanced the approval process at
the customer end, which can go
three deep or more if a customer
prefers. Another advantage is OPVE’s
sales portal, Sales Rep Connect,
which allows Impact’s sales staff to
access detailed customer information
from their laptops. 

“They can pull an enormous
amount of customer information
[from the Sales Rep Connect
system] and immediately pass
that along to the customer,” notes
Flynn. “It also allows them to
update their customers’ account
profiles and pricing structures.

But that’s not all. OPVE is
helping Impact meet its goal of
generating 90% of its bills
electronically. In December
2007 when they first went live
with the system it was at zero,
today it’s well over 50%. 

“Customers love it because
they can electronically take our
billing and incorporate it into
their system so they don’t have
to do detailed processing,”
says Ratcliffe. “That’s been
one of the biggest gains and
methods of payback for our
investment in the system.”
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Wallenbrock
Office Supply
and IBA: 
Sprucing Up
Their Image
Gleyn Wallenbrock III
of Wallenbrock Office
Supply in Ft. Myers,
Florida. doesn’t kiss
and tell. Otherwise,
he’d be a lot more
forthcoming about
how he’s using IBA’s
ImagePlus+ back-
office system and its



Innovative and Thalerus: 
Faster Ordering = Quicker Deliveries
At Burnsville, Minnesota-based Innovative Office Solutions, fully
70% of its $16 million business is generated online. That kind of
volume and a nationwide customer base requires advanced
technology to ensure that Innovative Office Solutions meets its
customers’ daily office supplies and furniture needs. 

After outgrowing its proprietary online ordering system several
years ago, the decision was made to implement a more robust
system. At first Innovative attempted to combine another vendor’s
back-end system with the Vendere standalone web storefront
system from Thalerus. 

Inevitably, the problems associated with trying to work off

different systems from different solutions providers
created stumbling blocks and the decision was made to
use Thalerus for both the front and back end. 

Turns out it was the ideal system for what the company
wanted to accomplish and a big hit with customers. 

“Customers like the system,” reports Jason Player, vice
president of marketing and sales support. “It’s simple,
has good functionality and it’s quick.”

For Player the biggest benefits of Vendere are its speed
and flexibility.   “Speed is always a priority with our
customers, and the flexibility fits well with our business
model” he says. 

Thalerus also provides hosting capabilities, enabling
Innovative to focus on selling. In addition to Vendere,
Innovative also uses Thalerus’ Vibe business

management software as its back-end system. 

Vibe is an Internet-based GUI application that covers all of
Innovative’s back-end functions, including order entry, customer
service, purchasing, price maintenance, and transmitting
information to the company’s wholesalers. 

There’s a reason that Innovative is doing $16 million in business
a year. Although they can’t give all the credit to Thalerus, Player
acknowledges that partnering with the right technology company
allows Innovative to do what it does best—sell more office
supplies and office furniture while keeping its customers
satisfied.   

e-commerce ordering system. He will say this, though:  “Although
we are one of their smaller customers, we are probably their
oldest and I believe the one with the most custom modifications.”

Wallenbrock keeps things close to the vest primarily because he
doesn’t want his competitors to find out how a small dealer can
look so big. IBA’s ImagePlus+ has allowed him to do that because
IBA doesn’t hesitate to take Wallenbrock’s suggestions and work
them into the system. Whatever they’re doing it’s working. 

“Because of their system, we can easily handle well over $4
million in sales with just three non-driver employees and me,”
explains Wallenbrock. 

“Our sales rep’s primary sales tool is our web site. Over 90% of
our sales dollars come in through the web site and that means
our two CSRs’ primary responsibilities are product expertise and
customer service.”

Wallenbrock rattles off the elements of his web site: Mega store

pricing to compare against; mini catalog search engines,
including a permanent sale catalog; color coding of permanent
sale items; one-year history (updated daily) of the customer’s (or
company’s cost center) purchases, provided in a quick list that
they can use to place orders and that they can drill down using
categories with the most recent shown first; a page and line
lookup that allows customers who prefer to use the catalog rather
than a search engine to see current pricing in the exact format as
the catalog; the ability for a large customer to customize the web
site after login. 

“The Mega stores spend millions updating their web sites and
independent dealers can’t afford to do that,” Wallenbrock points
out. “Presently we are spending less than one-third of what most
similar sized companies are spending on their front- and back-
end systems, and according to my customers, we have a much
better web site than the Mega stores.”
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Superior and Longbow: 
Mining the Web for E-Mail Superiority
Thanks to technology, anything the big boxes can do,
independent dealers can do just as well and maybe even better.
That’s what Superior Business Products in Albany, New York, has
found thanks in large part to the GoldMine CRM package from

Longbow Consulting. 

Superior leverages all the capabilities of the package, but
where it reaps the biggest rewards is in e-mail marketing.
This capability has changed the way the company
touches its customer base, says president Ray Seefeld.

Combining GoldMine with the Constant Contact e-mail
broadcast service, Superior can now e-mail up to 1,500
customers and prospects in the blink of an eye. And
those e-mails look every bit as professional as the ones
from Superior’s larger competitors and include full-color
illustrations touting the company’s latest promotions. 

Campaigns can even be targeted to specific customers.
For example, when running a promotion for a specific toner
cartridge, Superior can identify everyone on their e-mail
list who uses that cartridge and then send promotional e-
mails only to them. 

Customer feedback validates GoldMine’s power. “The
feedback we get the most is how professional it is and they’re
surprised that we, as a small, local company, can do things like
this,” says Seefeld. 

“In the grand scheme of things, it really doesn’t matter what the
industry is,” he contends. “Staples is doing things like this, but
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so is Target and Best Buy, so it kind of elevates us into the
discussion with Fortune 500-type companies.”

Superior’s staff enjoys the benefits of GoldMine too. All sales reps
coordinate their schedules through GoldMine and the program
provides them and customer service staff with easy access to
critical customer information. 

“You’re never more than a couple of clicks away from whatever

kind of information you want—whether it’s what you talked about
on the last visit, who your competition is, when your contact’s
birthday is, or the name of the contact’s kids,” says Seefeld. 

One feature Superior has found particularly helpful is the ability to
download all the activity that transpired during the day from the
DDMS system into GoldMine. 

“It gives us instant communication and we’re acting on pertinent
information as opposed to something that happened last
month or last quarter, or last year,” Seefeld says. 

Still, when asked to identify the biggest benefit of
GoldMine, Seefeld goes back to its e-mail capabilities. “It
provides a systematic approach to touch your customers
and uses today’s technology to be more efficient,
productive, and profitable,” he says. 

“Technology has vastly improved and become vastly
more important. Regardless of the economy, you have to
move forward and stay on top of things. It’s all about
efficiency in your processes and simplifying tasks.” 

Office Advantage and Acsellerate: 
Making the Most of Critical 
Sales Intelligence 
Office Advantage co-owners Steve Jewett and Rod
Manson know a good technology tool when they see one.
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Midwest and sales-i: 
Knowledge is Power
In a business built on relationships, success
and failure often hinges on how well you
know your customers and their buying
habits. The difference for Midwest Office
Supply in Springfield, Illinois, at least since
last October, has been sales-i, a sales
support service that monitors customer
behavior and purchasing patterns,
identifying when, why, where, and how they 

buy their products and services. 

No longer do Midwest sales reps have to wait
until the end of the month to gauge customer
buying patterns. That information shows up
every Monday morning on their smart phones
via text and e-mail alerts from sales-i. This
information allows them to better connect
with customers while identifying cross and
up-selling opportunities.

“We try to give our sales people as much
information as we can so they can be
successful in the field,” says Steve
DeMarco, managing partner. “Sales-i
provides a real in-depth account snapshot.”

Not only does sales-i provide sales reps
with critical sales information, it’s also
become an important part of Midwest’s
marketing efforts. The program pinpoints
inactive accounts or accounts that haven’t
ordered specific products from Midwest
for some time, so that these accounts can
then be targeted with e-mails and special
incentives to get them back on board. 

Midwest’s sales reps have learned that
knowledge is power and sales-i provides
them with an extensive array of
knowledge, which has been particularly
useful when conducting customer reviews.

“Using the information from sales-i, we’re
able to sit down with each customer, and
try to get more business and market
share,” says DeMarco. “In these
challenging times, you really need to stay
on top of what’s going on in the market.”

This is their second go around in the independent dealer arena
after serving time in the power channel. 

They brought in Acsellerate a year and a half ago in response to
a growing need for their sales reps to access a wide range of
customer information from Office Advantage’s back-end
computer system in an understandable format. 

Acsellerate, they report, was a refreshing change from what
they’d been accustomed to while working in the big box world. 

“The tools that the power channel had weren’t nearly as
sophisticated or relevant,” says Jewett. “Acsellerate is a superior
product because it’s web-based, easily accessible, and relevant
to a salesperson in our industry,” states Jewett. 

Acsellerate provides Jewett, Manson and their sales reps with the
information they need to be successful. “Sales reps want to know
who ordered yesterday, what they ordered, what they paid for it,
what the gross margin was, and if there are any problems with
the order,” says Manson.

Acsellerate also shows sales reps where they are against their
quota on a daily basis without the need to run reports. Sales reps
can even look up returns and immediately find out why something
was returned, then take that information and use it to reduce

future returns. This easy access to information enables Office
Advantage’s sales personnel to be more proactive. 

“When they run that customer business review and see that they
didn’t order janitorial and break room supplies, or toner, they now
have an opportunity to open up a conversation with that
customer,” says Jewett.

“Acsellerate’s budgeting tools allows owners and sales managers
to instantly know if we’re hitting our goals,” adds Manson. “Every
day I can see where we are trending. I might map in a goal that
says we’re going to grow by 33%, then on a daily basis, I know
whether or not we’re achieving it.”

Implementing new technology can be frustrating and challenging,
but Office Advantage’s sales reps didn’t balk when introduced to
Acsellerate.

“I’ve never had a system before that salespeople actively and
willingly used on a daily basis without some kind of prior
coercion,” says Manson. “I can see that they log in, they’re
checking what’s going on, and I think that’s a testament to
Acsellerate’s relevance.”

MARCH 2009 INDEPENDENT DEALER Page 31

Cover: continued from page 30



The First Network of Independent Installation Companies

Installation made easy.  Anywhere.

Over 250 service providers offering trouble-free office furniture 
installation services throughout North America.

A network of installation professionals

24/7 access to real-time project status 
information

Online Quotes, national capability and 
experience

Consistent performance and service excellence 
nationwide

A one-stop solution for multi-location projects

Moves, reconfigs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com

Minton Jones and GOPD:
A Perfect Match
Minton Jones, an office products and office furniture dealership
based in Norcross, Georgia, has been serving customers for 46 years
and is proof positive that you can teach an old dog new tricks. 

Not content to simply conduct business as usual, the company 

leverages the best that its DDMS system has to offer, as
well as GOPD’s web-based technology and its 411 Web
Tools, which provide real-time information to sales reps
and customers, enabling Minton Jones to match or beat
competitors’ prices.

During the past six months the company has been
converting customers to a new and improved site whose
foundation is GOPD’s OP24-7 Shopping Cart. 

“We’ve got about 95% of our online customers on it now
and it’s really been good,” notes Chip Jones, president.
“Customers are giving it great reviews.”

The biggest benefit to date has been an influx of larger
orders with the average order size rising from an average
of $137 to nearly $180. “We’re up as far as our
percentage of Internet orders too—about 50% from
37%,” adds Jones. 

Another benefit is GOPD’s Match or Beat program, which allows
Minton Jones to match or beat pricing from Staples, Office Depot
and OfficeMax. The company is also winning customers back
from those competitors because they like Minton Jones’ new site
better, Jones reports.
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Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry consultant, writer, and speaker with over 35 years of industry experience. He
consults with dealer principals and their management teams in areas of strategic planning, leadership and organizational development, marketing,
financial management, valuation and merger/acquisition. For more information, contact Bill by phone 303-322-8233, fax 303-331-9032, or e-mail:
BillKuhn1@cs.com.

I may sound like a broken record quoting Peter
Drucker as often as I do, but it bears repeating
once again in today’s economy: “In turbulent
times, the balance sheet becomes more impor-
tant than the income statement…liquidity is
more important than earnings.” 

I repeat this sage—albeit all too obvious—ad-
vice because the majority of dealers today still
focus much more on the income statement than
the balance sheet. 

Your financial strength is based upon your bal-
ance sheet. The dealers of today who are in a
precarious position typically got there because
of a lack of liquidity. Survival is heavily depend-
ent upon cash availability.

I propose ten action items that should become
absolute requirements in managing and running
your dealership if you plan to survive, grow, and
prosper. 

The first four are the subject of this column,
managing the asset side of your balance sheet.
The remaining six action items will be covered
in next month’s column.

1. Assess your current performance against mean-
ingful benchmarks of liquidity and leverage. Your
current ratio (that is, current assets divided by
current liabilities) measures the extent to which
your fairly liquid assets exceed your current
debt. Ideally, this ratio should be around 1.8:1 to
2:1. Anything below 1.5:1 should be of serious
concern. 

A key liquidity figure is net working capital (cur-
rent assets minus current liabilities), which is a
measure of your capacity to pay off current ob-
ligations when due. That number will vary based
upon volume and performance, but it should be
at least one-half of your current liabilities.

Your average collection period (days receivable
outstanding) should not exceed 40 days, and 35
days is preferable. 

Inventory turn will vary depending upon whether
you have a stock or stockless system; however,
in today’s economy, a higher turn is often a
dealer goal in order to shorten the working cap-
ital cycle (as explained in point #2 below).  

Your debt-to-equity ratio, i.e. leverage, should
be no greater than 1.5 to 1. Our entire econ-
omy—driven by both businesses and individu-
als—has operated far too long on too much
credit and excessive risk.

2. Focus on asset turn and reducing your working
capital requirements. The greater your assets, the
greater the cost of maintaining those assets,
such as handling, paperwork, insurance, collec-
tion, and interest. Slow collections and over-in-
ventory create cash dilution. In contrast, greater
turnover can lower costs and improve cash flow,
which favorably affects both your balance sheet
and your income statement! 

Financial management is not merely managing
dollars; it’s managing time. The working capital
cycle is the model by which to address time
management: the flow of funds from an initial
order through inventory, delivery, billing, and col-
lection. The faster the velocity (the greater the
revolutions) of the working capital cycle, the bet-
ter the cash flow for your business. 

Compute how many times your cycle revolves
each year. I’ve seen revolutions of seven to eight
times (roughly every 45 to 50 days) to as low as
three times a year (every four months). Carefully
analyze your cycle and identify lags and possible
areas for improvement.

3. Manage receivables. On average, 45% of 
assets are tied up in receivables. For dealers
with no retail stores, the average is over 50%.
Selling on credit is lending money to your cus-

tomers with you being their interest-free banker.
Begin by asking yourself, who controls your
cash: you or your customers? 

Managing receivables involves two compo-
nents: credit and collection. Establish credit lim-
its and terms in a carefully written and
well-communicated policy. Change limits as re-
quired; in today’s economy, things change very
quickly. Once written, communicate and enforce
your credit policies.

Managing collections means preparing a
monthly (or more frequent) aging report by cus-
tomer, then aggressively pursuing overdue ac-
counts. The best way to keep a receivable out
of the 90-day column is to keep it out of the 60-
day column; the best way to prevent this is to
keep it out of the 30-day past due column. 

Establish a collection program to ensure that
regular, persistent follow-up begins soon after
an account falls past due. And keep sales peo-
ple informed of their customers’ payment histo-
ries.

4. Understand inventory priorities—management
precedes control. Inventory management is a sen-
ior management responsibility; inventory control
can be delegated to lower organizational levels.
Inventory turn is as important as gross profit;
today, dealers cannot afford to be over-invento-
ried. 

Inventory is not merely a question of investment
(dollars); it’s a question of the items you carry,
which requires an item-by-item analysis. It’s also
a function of time (back to the all-important
working capital cycle). Get everyone to support
your inventory program, which includes training
sales people on what you want them to sell.

Next month’s column will cover the six remaining action
items, some of the more challenging, yet highly critical
aspects of managing liquidity and your balance sheet.

MARCH 2009 INDEPENDENT DEALER Page 33

Ten Essential Action Items for 
Managing Your Balance Sheet (part 1)

By Bill Kuhn

mailto:BillKuhn1@cs.com


Everyone knows the importance of establishing a
plan for business growth for 2009. But many
business owners and sales leaders find it
frustrating when their best laid plans are not
executed and fail to yield the expected and
anticipated results.

If you find yourself in this predicament, ask
yourself the following questions:

n Was your plan or idea well communicated,
both orally and in writing? 

n Did you delegate effectively? Did everyone
understand who was responsible for what?

n Does everyone know what needed to be done,
and within what time frame?

n Did you have a system to measure, monitor,
and hold people accountable?

n Are they feeling motivated and empowered?

Many independents are developing wonderful
ideas full of great intent, but their ability to execute
on these ideas is clearly the biggest challenge we
have seen them face. To address this, we would
like to share a best practice that K.Coaching has
created, and that many independents are now
using successfully. The best practice goes by the
acronym DOGOM: Description, Objective, Goal,
Owner, Measurement/Monitoring. DOGOM is a
planning format that helps you take your idea—
the “what to do”—and clearly communicate the
“why” and “how” to do it.

The following explains how to use DOGOM to put
some real meat on the bones of your great ideas,
and also includes examples of objectives, goals,
and means of measurement. Your own DOGOM,
of course, is more specifically shaped to your
subject. But we think that once you’ve embraced
this concept and completed a DOGOM for your

business, you won’t go back to any other method.

Description: Describe your idea in writing—the
“what to do.” This should be a one or two
paragraph statement of your strategy. At this
stage, you don’t need to include specific
objectives or goals; these will be defined in
upcoming steps. The description should simply
be a general statement of intent—clear, concise,
and easy to understand by anyone outside of your
company or industry.

Objective: Create bulleted items of what you want
to achieve. List in specific terms your intentions,
reasons, and expectations for the execution of
your strategy. For example:

n Introduce additional product categories into
current customer base

n Grow business along an unprofitable
delivery route

n Ensure customer retention and loyalty

Goal: Goals should be measurable, realistic, and
attainable. Your goals should be quantifiable: cite
specific numbers and dates for completion. For
example:

n 50 new furniture orders within current
customer base by August 30

n 100 new customers in Zip Code 27587
before December 30

n Grow customer retention rate from 80% to
90% in 2009

Owner: Identify a single individual who is
ultimately responsible for the success of the
strategy—the owner. This person should be
intimately involved in the strategy, as well as
leading the team and holding them accountable
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for meeting the specific goals and
objectives for which they’re responsible.

Measurement/Monitoring: This step
defines accountability for the different
aspects of strategy execution. It can be
tied to reports and metrics, but should
contain reward and recognition for
accomplishments. Your measurements
and monitoring should be clear and
consistent. For example:

n Create a contest and scoreboard
in the conference room and update
it weekly

n Sales funnel report, managing and
monitoring sales process with
targeted prospects in Zip Code
25787 

n Review retention rates and
communicate retention reports on
a quarterly basis

Create Company DOGOMs
DOGOMs should be used to clearly
define a specific strategy. Your DOGOM
should not try to address multiple
strategies, nor should it be complicated;

limit your DOGOM to one or two pages.
The DOGOM is a written format where
you can commit your creative ideas to
paper in order to share and collaborate
with others. 

But the DOGOM is not the kind of plan
you create on your own and then e-mail
to everyone as a set of instructions.
Hold team meetings around the
development of your DOGOM; express
your ideas, solicit input, delegate tasks,
and gain commitment. We have also
seen sales teams, once they have set
strategy, use the DOGOM to come up
with more tactical plans. Collaboration
builds camaraderie, allows everyone to
feel a part of the plan, and empowers
them to execute and make it happen.

Creating Individual DOGOMs
A sales rep can take this exact format
and build his own DOGOM. This gives a
rep the format to establish what they
know they need to do differently to grow
their business, and puts it in a tactical
form. For example, for a sales rep who
wants to start prospecting more, a

DOGOM gives him the framework for
specifically establishing goals and
objectives. The rep can define how
many new accounts he will open and in
what time frame. He can state
specifically how he intends to take
ownership, and measure and monitor
his progress.

One of the greatest advantages of using
the DOGOM lies in its ability to help
companies better communicate
expectations. The DOGOM provides a
concrete frame of reference and
accountability. In one brief, concise
document, you can establish the
specific ways and means for
characterizing your ideas, pursuing
them, creating responsible ownership,
and measuring success. 

K.Coaching hopes that you will embrace
this approach and share it throughout
your organization. As with so many other
independents we have worked with, let
the DOGOM become a part of your
culture and language: “Did you do a
DOGOM on that?”
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Why is it that most ideas designed to cut overhead or
raise profits cost money to implement? 

Whether it’s buying a GPS system to ensure that your
drivers are spending their time profitably or hiring a
consultant (ouch! This one hits a bit close to home),
cutting costs often involves a significant outlay of cash!

What if I told you that you were already in possession
(I hope) of an item that could cut your overhead and
keep your customers more loyal to you, while increas-
ing your profitability? 

And what if I also mentioned that increasing the use of
this tool need not cost you an extra dime and would
save you money from the first day you and your sales
reps introduced it to customers?

So, what is this magical talisman that can reduce your
overhead immediately? Drum roll, please! It is the In-
ternet ordering system that many of your customers
use to purchase from you right now!

However, unless you are receiving over 60% of your
orders through this medium, your company is not sav-
ing the money it could if you had it fully implemented.

But I can already hear the objections. “Tom,” you say,
“don’t you know that there are issues with Internet or-
dering including:

n My customers want to talk to a live per-
son.

n My reps must see their customers every
week or two to keep them loyal.

n Our web site isn’t as good as the “Big
Guys.”

Let me address these one at a time.

Your customers may want to talk to a live person, but
the larger companies (both publically and privately
held) have grown their market share faster than those
who use mostly phone and fax. 

Not using the Internet may have helped you retain a
few of your current customers, but the industry-leading
companies are taking market share every day from
those dealers that don’t force their reps to lead with
online options. 

They understand that as important as having a regular
contact might be to an end user, less time will be
wasted when social exchanges during the ordering
process are minimized. 

Ironically, if your customer wants to talk to their chosen
contact about something important without being sub-
jected to voicemail “hell,” the best thing you could do
to enable quick response from your customer service
team is to push more orders onto the web. 

In the last paragraph, I alluded to the biggest problem
that dealers have had growing their Internet ordering
percentage. Ownership and sales management have
been too afraid of their reps to force them to put cus-
tomers online. 

Many reps who have been in the business for over 10
years think that visiting their customer every week or
two is the key to account longevity. 
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These “Route Runners” visit their same
contacts week after week and month
after month in order to retain the rela-
tionship with the buyer and watch for
danger signals within their accounts.

There are just a few problems with this
strategy, however. Most reps don’t at-
tempt to penetrate the account much
past their contact and possibly that per-
son’s boss. 

Therefore, competitors often bypass the
contact (which is quite often a low level
person) and move towards management
or ownership. 

Managers, especially in this economy,
are looking for efficiencies and observ-
ing a rep coming in regularly to socialize
with her employees may not accomplish
that goal.

In their own defense, reps may state that
their company’s Internet offering is not
adequate, because it does not have the
bells and whistles of competing sys-
tems. 

They may be correct in this assertion
and the company certainly has a re-
sponsibility to push its provider to up-
grade its service or purchase another
back office system. 

However, as long as your online system
has a favorites list, your reps have the
capability needed to help their cus-
tomers become more efficient and fur-
ther insulate them from the competition. 

Most customers order numerous items
at least once a month, which should
make it easy for the rep to create a list.
Once trained on your system the cus-
tomer will only need to call the rep or

customer service with questions or ex-
ceptions. 

If this concept could work with even half
the customers your reps currently call
on, imagine all the extra time they might
have! 

They could get to know managers and
accounting folks during account reviews
with current customers. They might
even have some time (Heaven forbid) to
follow up on referrals or make a cold call
or two!

Do you see how all of this could save
you money and possibly expand your
business as well? To succeed in the dif-
ficult months ahead, we will need to
change the way we conduct our busi-
ness and your Internet system, used
correctly, is a major key to doing just
that. 
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Tom Buxton: continued from page 36

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. 

http://www.interbizgroup.com
http://www.interbizgroup.com


Dave is a true industry veteran—he’s

been selling office products at Superior

for twenty years and has become one

of the dealership’s top producers. But

even when he’s out pounding the streets

for Superior, Dave’s thoughts will still

move far away from office products—

would you believe maybe 10,000 feet

away?

Dave Bertrand is a skydiver and has been

for over 30 years. Back in 1976, he

jumped out of a plane for the first time—a

gift from a friend in return for a favor. That

first jump was relatively modest—just

3,500 ft. on a static line—but, says Dave,

it was a life-changing experience.

“You really can’t describe the feeling sky-

diving gives you,” he says. “But as most

skydivers will tell you, it’s when you really

find out why birds sing!”

That first jump left Dave ready for more

and some 3,000 dives later, he’s still out

there about three days a week during the

season—between April and November—

ready to throw himself and about 25 lbs.

of equipment out of an aircraft for an

adrenaline-surging 60 seconds of free-

falling excitement.

Oddly enough, he hasn’t had a great deal

of success passing on his love of the sport

to his friends and colleagues at Superior.

“Dave has asked me to go up with him

many times,” says Superior’s president

Ray Seefeld, “But even though he’s an

outstanding sales professional, I still like

the idea of keeping my own feet on the

ground!”

While the team at Superior may be a

tough sell, that hasn’t stopped Dave

from building up a nice skydiving busi-

ness of his own. In addition to his office

products career, Dave is a proud co-

owner of Mohawk Valley Skydiving

(www.mohawkvalleyskydiving.com), and

a licensed instructor for would-be sky-

divers. 

So next time a particularly demanding

customer gets you down or if you feel

like you’ve seen one big box Sunday in-

sert too many, give Dave a call. He’d be

more than happy to take you far away

from the stresses and pressures of the

office products world—for at least 60

seconds!
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The Other Side of 

Dave Bertrand 
of Superior Business Products

Ever have the kind of day that leaves you wishing you were a thousand 

miles away from anything remotely to do with office products?  Why not get in touch

with Dave Bertrand at Superior Business Products in Schenectady, NY? 

He might just have a suggestion for you!

http://www.mohawkvalleyskydiving.com


Open virtually any big box catalog today and you’ll find they
all take a similar approach to pricing: Buy 3, 6 or 12 of an
item instead of just one and you, the customer, get a nice
price break.

It’s called tier pricing and if the big boxes do it, why shouldn’t
independents give it a try?

This year, our dealership is doing just that. Working with S.P.
Richards, we have published our own Select catalog, featur-
ing tier-pricing on the top commodity items, and have been
distributing it since January.

It is not only keeping us competitive, but is also bringing in
new business and increasing our own productivity and prof-
itability. 

Our customers like being able to enjoy the same kind of price
breaks for ordering in quantity that they can get from our big
box friends. At the same time, the tier-priced book is increas-
ing our average order size, cutting down on the number of
trips we make to each customer and making us more effi-
cient in the warehouse. 

We are saving on repack boxes and it’s much easier for our
warehouse team to pull a shippable carton of 12 binders right

off the shelf instead of repacking smaller quantities.

The catalog is also proving very effective from a marketing
standpoint. We go into prospects and tell them we'll put
them on End Column Pricing for the first 120 days, no matter
what quantity they purchase. 

If they maintain $1,000 (or whatever the number) per month,
they stay on End Column regardless of quantity. If not, then
they need to meet the quantity breaks to get the lower price. 

The result: An approach that we find has worked very well
as a way to generate initial interest from potential new ac-
counts.

Obviously, a tier-priced approach is not for every dealer. But
Office Depot, Staples, Quill and W.B. Mason use it and pre-
sumably it works for them. Based on our own experience,
we believe it can work for independents, too.

In these challenging times, that’s particularly good news and
certainly something worth thinking about as you put your
own marketing plans together for the rest of the year. 

Questions or feedback? Please drop me an e-mail at
cfranco@amerprint.com.
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TheLASTword

By Chris Franco, President
American Printing & Office Supplies
Kingston, NY

Time for a Tier-Priced Dealer Catalog?

mailto:cfranco@amerprint.com

