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WINNERS’Circle
Like It or Not,
You Still Need
to Be Investing
in Technology!
Our cover story this month is long—about
twice as many pages as it usually gets—
but there’s a very good reason for that.

Left to right: John Wright and Lane Harper of GCOP, Jerry Kindle of the Red Cross and Mark Wright of GCOP at
a presentation ceremony for the funds raised by the dealership in support of Haiti disaster relief.

Gulf Coast Office Products, Pensacola Dealer, Enjoys
‘Best Sales Day Ever’ in Support of Haiti Relief
Last month, we reported on how Chicago
area dealer Feller Business Solutions moved
quickly to do its part to help victims of the
Haiti earthquake, by donating one day’s
profits from online sales to relief efforts.
Now, comes word from Pensacola,
Florida, of a similar effort by Mark and
John Wright and Lane Harper and their
team at Gulf Coast Office Products
(GCOP).
GCOP took a slightly different tack for their
fundraising. They picked a day last month

and committed to donate 2% of all purchases made that day to Haiti disaster relief.
“The response among our customers was
incredible and we ended up posting our
biggest office supplies sales day ever,” reports John.
The result: The GCOP team was able to
present their local Red Cross with a muchneeded check for $3,000 and provide yet
one more example of the independent
dealer’s ability to move quickly and with innovation in support of deserving causes.

Jennifer Smith, Twin Cities Dealer,
Named an ‘Enterprising Woman of the Year’
Congratulations are in order and then
some for Jennifer Smith, president of Innovative Office Solutions in Burnsville,
Minnesota, who later this month will be
feted at a special awards banquet by Enterprising Women magazine as one of its
2010 “Enterprising Women of the Year.”

Jennifer started IOS with 23 people in June
of 2001, just months before 9/11 hit and
sent the economy into a tailspin. Since
then, she and her team have taken the
dealership and turned it into a thriving organization, close to 60 people strong and
with annual sales in excess of $22 million.

Enterprising Women is the national magazine
for women business owners and Jennifer
was selected by the publication’s editorial
team from hundreds of nominations.

Jennifer was profiled recently by a Twin
Cities small business magazine and she
laid out her management style and philosophy for them. “For me it’s truly my whole
team,” she said. “We all work together.
When you all create something together,
that feeds on itself.”

Award winners were chosen on the basis
of outstanding business growth, mentoring
and supporting other women in business,
and leadership in their communities and
Jennifer certainly qualifies on all counts.
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Putting it simply, technology is right at the
top of the list of mission-critical issues for
today’s independents and if you aren’t
giving it the time, effort and yes, financial
resources it deserves, you’re putting your
dealership and its future at serious risk.
Nobody right now is exactly looking for
opportunities to spend money. But like it
or not, technology is one of those areas
where you don’t really have a whole lot of
choice.
Regardless of the state of the market or
the overall economy, you need a business
system that helps you maximize the productivity of your people at every opportunity.
You also need a web site that’s just as
good if not better than anything your big
box competition is currently putting out
there.
And you need tools to give you critical
business information—on your sales
team, on product trends and, most importantly, on what your customers are and
are not buying.
And, one last item for the list: You need
technology training and periodic visits
from consultants to make sure you’re
keeping up to speed and making the most
of your investment on an ongoing basis.
Is all this expensive? You bet! But ask
yourself this: What will it cost your business tomorrow if you don’t spend money
on the technology you need today? You
know the answer to that question as well
as I do. Do yourself and your business a
huge favor and act accordingly.

And if the past nine years offer any indication, the food’s been pretty darned tasty!
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THE ADVANTAGE BUSINESS CONFERENCE IS OPEN TO ALL
FIRST CALL INDEPENDENT DEALERS OF S.P. RICHARDS COMPANY

GO TO WWW.SPRICHARDS.COM FOR MORE INFORMATION ON THIS EXCITING PROGRAM
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Missouri Office Systems & Supplies Earns ‘Supplier
of the Year’ Honors from Local Minority Business
Development Council

Louisville Dealer Tricia Burke Recognized as Local
‘Leadership Connector’
Congratulations are also in order for Tricia Burke at Office Environment Company in Louisville, who last month was recognized
as one of just 128 “Leadership Connectors” in her community by
the Leadership Louisville Center, a local non-profit whose mission
is to help develop “a diverse group of leaders to serve as catalysts
for a stronger community.”
Tricia was selected from among 5,500 nominees submitted from
throughout Louisville and Southern Indiana to join what the Center
describes as “a dream team of existing and emerging leaders.”
Connectors, as defined by best-selling author Malcolm Gladwell
in his book “The Tipping Point”, are “people who make it possible
to bring great ideas into fruition through their ability to create and
impact change in their communities.”

Virgie Dillard of Missouri Office Systems & Supplies (center in white) receives
“Supplier of the Year” honors at a special awards ceremony.

In Kansas City, Missouri, Virgie Dillard and her team at Missouri Office Systems & Supplies (MOSS) are popping champagne after
earning recognition from the MidAmerica Minority Business Development Council as Supplier of the Year in the $1 million-$10 million
category.
The award recognizes certified minority suppliers who have distinguished themselves and their business by:
n Successfully demonstrating growth in sales and
employment while overcoming significant obstacles;
n Consistently providing high quality products and services
at competitive prices, offering innovative approaches, and
cost-saving ideas;

A self-confessed “avid networker,” Tricia certainly meets that definition and then some, with many years of support and involvement in local community organizations and business groups.
Tricia is immediate past president of the Louisville chapter of the
National Association of Women Business Owners (NAWBO), former board chair of her local Downtown YMCA and most recently,
took office as chair of the Louisville Metro Parks Foundation, a
non-profit organization charged with raising funds and resources
to support improvements to the city’s 120 parks and other recreation facilities.
In addition to all that, she also finds time for volunteer involvement
in her church and, on the national level, in industry organizations
like NOPA and TriMega, not to mention running one of the city’s
leading independent dealerships.

n MBE to MBE purchases; and
n Significantly contributing to the growth and development
of society in their community.
MOSS beat out stiff competition from other local minority-owned
companies to earn the honors, due, says Virgie, to an outstanding
team of hard-working, service-oriented professionals at the dealership.
“If it wasn’t for my people, we wouldn’t be anything like the business we are today,” she says. “My crew does a marvelous job of
taking care of our customers and creating a reputation for service
and value that’s second to none.”
Evidently, she’s not the only one who feels that way. In addition
to this latest honor, MOSS two years ago was tapped by a local
small business magazine as one of its Smart Companies to Watch
and Virgie herself has been named by the Kansas City Globe
newspaper as one of its 100 Most Influential in Business.
And how is business? “It’s been challenging for us just like everyone else,” Virgie admits candidly. “But we’ve got a great team in
place and some very strong strategic partners and we’re looking
for great things in 2010 and some solid growth.”

Stephen Fraga, President of Houston Dealer
Tejas Office Products, Named to Local Sports
Authority Board
For Stephen Fraga, president of Tejas Office Products in Houston,
the calendar has become just a little more crowded, after being
appointed to the board of the city’s local sports authority.
The organization is responsible for planning and developing local
sports and community facilities and counts among its previous
projects Minute Maid Park, home of Major League Baseball’s
Houston Astros; Reliant Stadium, which houses the NFL’s Houston
Texans, and Toyota Center, where the NBA’s Houston Rockets play.
“I have participated in sports since first grade and have a love for
competition and professional sports,” Stephen said. ”When I was
given this opportunity to serve my community by joining an organization that was responsible for building three professional sports
arenas, I jumped at it. I believe that to be considered a world-class
city, you need to have professional sports. The Harris-County
Houston Sports Authority had a tremendous hand in making that
happen and continues to promote sports in our great city.”
“The Harris County - Houston Sports Authority is pleased to welcome Stephen Fraga to the Board of Directors. His business excontinued on page 6
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WINNERʼS CIRCLE: continued from page 4
perience and dynamic leadership in the community will be an invaluable asset to the organization,” commented board chairman
J. Kent Friedman.

he says proudly. And, just like it is for so many hard-driving independents, the best looks like it’s still very much to come for Tom
and his team.

Stephen will serve a two-year term with the option for term renewal after that.

Michigan Independent Finds Chamber Deals Open
the Door to Business Opportunities

Universal Business Equipment,
CT Dealer, Celebrates 80th Anniversary

It’s unfortunate, to say the least, but all too often when it comes
to the U.S. Chamber of Commerce and its local affiliates, there’s
a disconnect between their much trumpeted support of small
business and their willingness to cut sweetheart deals with big
box competitors like Sam’s Club and Office Depot in exchange
for exclusive supplier “endorsements.”

In Bridgeport, Connecticut, Tom Kraebel and his team at Universal Business Equipment are also icing up the champagne as they
get ready to celebrate their dealership’s 80th anniversary this year.
In a market that’s fiercely competitive by any measure—all three
big boxes, plus W.B. Mason and several other independents are
all there out pounding the streets—that’s a particularly impressive
landmark and, says Tom, testimony to a proud tradition of superior service and community involvement.

In Lansing, Michigan, Steve Klaver and his team at DBI are doing
something about it, after cutting similar deals of their own with
the Lansing Regional Chamber and the Greater Jackson, Michigan Chamber about 40 miles down the road.
Chamber members get special discounts and a dedicated DBI
customer service rep, while the two chambers get rebates from
the dealership based on total purchases. In addition, DBI also
offers a similar benefit to members of the Michigan Osteopathic
Association.

And while the Universal team is justly proud of reaching the 80year landmark, the focus, Tom says, is very much on the future.
Even with the current state of the market, the dealership is getting
ready to open new satellite locations in nearby Hartford and Randolph, Massachusetts, with plans to pretty much double in size
over the next year or so.

But while the endorsements open the door to potential business
for the dealership, they’re not only about new sales opportunities,
says Steve.

“We’ve got a great team here and we’ve been showing a local independent can compete against the big boys quite successfully,”

continued on page 8

I.S. Connect is Image Star’s new service offering designed to
help you integrate in ways that can reduce your costs and
improve efficiency. Now you can transmit orders to Image Star.
Contact us to get your password and set us up on your system.

Phone:
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EARN CASH REWARDS

Announcing Fellowes Platinum Rewards Program
®

Put extra cash in YOUR pocket when you sell qualifying Fellowes products.
Earn cash rewards on any of the following Fellowes products you sell to your customers from
January 1 through December 31, 2010:
t,FZCPBSE5SBZT
t.POJUPSBOE-BQUPQ4VQQPSUT
t%PDVNFOU)PMEFST
t1SJWBDZ'JMUFST
t#BDLBOE'PPU4VQQPSUT

Start earning your cash rewards today!
Visit www.fellowesrewards.com to register and find additional information about qualifying products and
SFXBSET$POUBDUZPVS'FMMPXFT4BMFT3FQSFTFOUBUJWFGPSDPNQMFUF1MBUJOVN3FXBSETQSPHSBNEFUBJMT

QUALITY OFFICE PRODUCTS SINCE 1917
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“There’s a principal involved here,” he points out. “You can’t really
have any credibility as a supporter of local small businesses if you’re
out in the market promoting one of our big box competitors.”
Interested in exploring a similar deal with the local chamber in your
marketplace? “The key is to get involved in the community and in
chamber activities,” Steve advises. “We’ve always been very active
and supportive of the chamber’s own membership development efforts
and that makes it hard for them not to return the support,” he adds.
At the same time, though, Steve warns against getting expectations up too high. “If you really want to make it work, you have to
be persistent and make a point of letting chamber members know
you’re there for them and following up with new members,” he
says. “It’s nice to have the relationship with the chamber but there’s
still nothing automatic about getting the business.”

Warehouse Direct, Chicago Area Dealer, Celebrates
20th Consecutive Record Sales Year
Congratulations to Kevin Johnson and his team at Chicago area
dealer Warehouse Direct Business Products & Services who last
month announced they recorded their 20th consecutive record
sales year in 2009.
Management at the dealership credits the organization’s success
to an entrepreneurial, empowered, and energetic staff and said
that so far in 2010, the company has continued its record sales

pace and plans to expand its customer base, capabilities, product
lines and workforce.
“Our staff should be proud of what they accomplished last year
as well as in the previous 19! I feel we have the best team in the
industry,” said Kevin, who serves as vice chairman at Warehouse
Direct. “Looking forward we believe that we, along with our vendor partners, have more opportunities for growth today than at
any time in our history.”
Warehouse Direct currently employs 260 people, including 85 account executives. The dealership is a member of AOPD and Pinnacle Affiliates.

Best Office Products, CA Dealer, Bucks the Trend
to Find New Growth
Southern California has hardly been the easiest place to do business in the past couple of years. Unemployment currently stands
at over 12% and is not expected to fall below double-digit levels
until 2012. At the same time, home prices have plummeted and
the state’s own seemingly endless budget crisis has led to sharp
cuts in local government spending.
Don’t tell any of that to Vic Gamboa and his team at Best Office
Products, though. Vic’s dealership, located in Pomona, just 30
miles east of Los Angeles, has been bucking the trend and growcontinued on page 10

Your design & image
begin with Gussco!
Custom Filing, Storage, Organizing
& Presentation Products

Quality Design Solutions
For Your Needs with Low Minimums,
Fast Turnaround and Great Service.
Call us Today 800-248-7726!

All inks used are Soy-based to help
protect the environment
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How can you help
erase cancer?

canswer.
MWV - MeadWestvaco is making an impact in the fight against
cancer and our product promotions benefiting City of Hope allow
us to do that. Through specially packaged items that support their
breast cancer programs, we have successfully connected our
business with City of Hope’s lifesaving mission.

David J. Williamson
General Manager of
MWV - MeadWestvaco’s
Office Products Group

Doing well is good business. Enhance your business through a
charitable sales promotion and help City of Hope’s National Office
Products Industry find the answers to cancer. Contact Matt Dodd
at 866-905-HOPE or visit cityofhope.org/CRM.

WINNERʼS CIRCLE: continued from page 8
ing very nicely thank you, driven by a strategy that combines a
focus on strong organic growth with aggressive acquisition moves
when the right opportunities come along.
Last year saw Vic bring two local competitors into the Best Office
Products fold, adding close to $2 million in new volume with the
promise of more to come.
An industry veteran who started out working part-time while still
at high school, Vic has been at the helm of Best since he bought
the dealership in 1992. It’s come a long way since then and despite all the gloom and doom in the headlines, his confidence
about keeping the business moving in the right direction comes
through loud and clear.
“These are tough times, but you have to keep a positive attitude
and take advantage of opportunities as they arise,” Vic contends.
“Our business started to pick up in the middle of last year and in
general has been doing quite well,” he reports.
And as for 2010? “We’re looking to grow organically by at least
10% this year and we’re also looking for additional acquisition
opportunities,” he says.

Acquisitions Help Fuel Sales Growth for
Source One Office Products, Illinois Dealer
In Elgin, Illinois, about 40 miles west of Chicago, Bill Hayden and
his team at Source One Office Products have also found a way
to keep growing, thanks to a couple of recent acquisitions that
have helped boost sales and open the door to new opportunities,
despite a market that, says Bill, was mostly flat at best last year.
In December, Source One acquired T&M Computer Supply, a
local dealer specializing in the government market. That deal was
quickly followed by another purchase, this time of the commercial
sales operation of Viking Office Supply in neighboring Geneva,
just 30 miles down the road.
“We’ve known Viking president Weldon Johnson for years and he
and his dealership have a great reputation for service and value,”
says Bill. “We’re excited to welcome Viking as part of our family
and looking forward to strong growth both in our commercial and
government business.”
The Viking deal will add about 30% to Source One’s volume, Bill
estimates, and with the company’s jan-san and computer supplies sales showing welcome signs of strength, there are plenty
of solid reasons to be optimistic about the coming year.

http://www.c-lineproducts.com/product_detail.php?product_id=5348

continued on page 12
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Savannah Dealer Office Services Opens New
Showroom, Celebrates 10th Anniversary

friendly Nature Core fiberboard as a design element in the showroom.
David and his team had even more reason to celebrate, as the
dealership marked its 10th anniversary of service to the Savannah
business community. Congratulations, and here’s to the next ten
years!

Kavanaugh’s Office City, Ohio Dealer, Moves to
New and Improved Location
In Springfield, Ohio, Bob Kavanaugh and his team at Kavanaugh’s
Office City have just about finished with the unpacking after moving into a new and far more efficient location.
Office Services’ David Culverhouse, assisted by Kay Halligan, cuts the ribbon on
the dealership’s new showroom, as local county commissioner David Gellatly
(left) and HON’s Ric Andersen lend their support.

The red carpet was out in fine fashion last month at Office Services in Savannah, Georgia, as David Culverhouse and his team
welcomed customers and prospects to the dealership’s sparkling
new showroom for a grand opening, complete with ribbon cutting
festivities and a luncheon and continuing education class for local
interior designers and architects.
The 7,500 sq. ft. facility highlighted furniture offerings from key
vendors HON and Inscape, among others, and featured a strong
“green” message, built around use of HON’s environmentally-

The move, says Bob, was bittersweet—the dealership was leaving a facility had called home for more than 50 years—but it
brings their offices and warehouse, which had been in separate
locations, under one roof and provides plenty of room for future
growth.
In addition to some 8,600 sq. ft. of warehouse space, Kavanaugh’s new home will also feature a 4,200 sq. ft. furniture
showroom highlighting the dealership’s primary furniture suppliers
such as Trendway and Global.
For various reasons, the move wasn’t exactly a trouble-free ride
for Bob and his team. To begin with, wrangling over the legal
continued on page 14
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better way to
supply custom
stamps?

Make custom stamps
in minutes.
Brand each stamp with
your own logo.
Compact design, plug
into any outlet.
Reduce errors
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boundaries of the new location resulted in
a six-week delay from the original move
date and once the dealership had made
the move, winter weather set in with a
vengeance, with a series of heavy snowstorms making business conditions challenging to say the least.
Despite all that, Bob and his team are excited about the new location and optimistic about the year ahead.
In addition to the expanded furniture effort,
he’s also gearing up to take advantage of
new ad specialty and national account
programs from his dealer group, TriMega,
and putting plans in place for an Open
House to introduce the new location to
customers and prospects—always assuming, of course, that warmer weather finally shows up one of these days!

Got News? Email Simon!
simon@idealercentral.com

in memoriam:
John E. Huguley, former NOPA Board President
Former NOPA Board president, John E. Huguley, of Charleston, South
Carolina, died February 15. He was 83.
A graduate of The Citadel who saw service in the U. S. Navy during
World War II, Huguley joined Legerton’s Office Supply in 1951 and
became president of the company in 1959. He purchased Legerton’s in
1969, renamed it and ultimately became its chairman of the board.
Huguley was a life member of the National Office Products Alliance
(NOPA) where he served as 1971-72 president. According to his son-inlaw Ed Horres, “Being the president of NOPA was one of the highlights
of John’s career.”
He is survived by Elizabeth Hanna Huguley, his wife of 62 years of
Charleston; his son John E. Huguley, Jr. and his wife Vivian Viles of
Charleston; his daughter Elizabeth Huguley Horres and her husband
Edward of Williamsburg, VA; four grandchildren and two greatgrandchildren.
Memorials may be made to The Citadel Development Foundation, 171
Moultrie Street, Charleston, SC 29403. Visit his guestbook at
www.postandcourier.com/deaths.

³$VDQLQGHSHQGHQWRIILFHSURGXFWVGHDOHU123$KDV
been a valuable business partner to Kennedy Office and
the independent office products and office furniture
industry of North Carolina.
Due to NOPA's continuous efforts and support, the 2008
North Carolina - 615A Office Products Contract was
awarded to four Independent Office Products Dealers.
NOPA's advocacy support in this arena is very visible
across the United States and NOPA is standing by to
assist your business, but you must take the first step and
become a member.
Please join NOPA and use the valuable tools and
UHVRXUFHVWKDWWKH\PDNHDYDLODEOHWR\RXUEXVLQHVV´
%LOO6LJPRQ*RY¶W6DOHV'LUHFWRU
Kennedy Office
Raleigh, NC
NOPA Member Since 2004

I AM
For membership information,
call 800.542.6672
or visit www.nopanet.org
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ISG Office Solutions, Inc.
North Wales (Philadelphia) Pennsylvania
n Joanne Santomauro, President & CEO
n Supplies, Furniture, Medical,
Customer Supply Management
n Founded: 1978
n Sales, $30 Million
n Employees: 30
n Partners: TriMega, United Stationers
n On-line sales: 40%
n Web: www.isgoff.com
www.ancillare.com

Moving in a New Direction
by Jim Rapp

Several years back, Joanne and Frank Santomauro took a hard look at their business and
decided that to continue to grow in what
seemed to be a slowing market, a new direction was needed.
With the help of their son, Jonathan, a student
in the MBA program at Cornell University at the
time, their own people and a variety of outside
experts, a new strategic plan was developed.
“This was no small undertaking,” Joanne explained. “We grew our existing teams by offering educational programs. We hired
experienced, best-in-the-field individuals and
consulted with and hired contractors who were
experts in supply chain management.”

Building On the Single Source Idea
Like many other progressive dealers, ISG was
already marketing a broad product and services mix that included supplies, furniture, interior design and space planning services,
janitorial, breakroom and technology products.
The new plan built further on the single source
idea, and included the creation of a new division called Ancillare.
MARCH 2010

Joanne describes Ancillare as leveraging the
company’s ability to manage customers’ supply chains and deliver globally, while offering increased value-added services.
“We can document customer savings of 35%
or more,” she explains. Ancillare has experienced double-digit growth in the last two years.
The division has broadened its product offering
even more, with the addition of ad specialties,
medical supplies and devices, food products
and exercise equipment, as well as enhanced
customer services, such as customer specific
inventory management programs, hazmat certifications and even cold storage capabilities.
The company serves many diverse and highly
specialized organizations, including the Mayo
and Cleveland Clinics, pharmaceutical and biomedical institutions, insurance and cable companies, and other large corporations.
ISG/Ancillare serves customers in South America, India, China, Russia and European Union
countries. They have even shipped goods to
Iraq and Afghanistan.

INDEPENDENT DEALER

Is This Our Future?
I asked Joanne Santomauro for her thoughts
on what their company is doing that would be
helpful to other independents. Here’s what she
had to say:
“Look within your company, diversify your offerings, become better at what you do, reach
out to experts in the field who can help you
leap rather than creep, utilize your supply chain
experts, observe what they do best and make
your offerings better. Embrace and understand
your areas of expertise and modify and enhance them to achieve added success. Look to
your customers and offer programs that will increase their overall efficiency and reduce their
bottom line costs.
Never become complacent or satisfied with
where you are in your business plan. Always remember that organic growth is one of the key
indicators of true success and above all…make
sure that the mantra of your management,
sales and customer service teams is, “The
price of a product is not the true cost…it is the
overall cost of the goods plus the internal operational structure that impacts our customers’
bottom lines!”
PAGE 15
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The beneﬁts of using
email to promote
your dealership
It may come as no surprise that email as a marketing medium is expected to increase in 2010. The
benefits of email marketing are tipping the scales in
its favor not only for its cost-effectiveness, but for its
relationship and brand building power as well.
Although there are many other digital avenues opening, email remains a strong marketing path.

Not just for Sales Building
Generating sales may be the first thing you think of when
you hear “email marketing.” But be careful not to barrage
your customers with promotion after promotion. Email
marketing allows you to do more than just sell products and
services; it allows you to reach a large audience with
targeted and useful information. Because of the faster
response time, you can gain a greater understanding of your
customers and more quickly adjust to their needs. So it’s
important to find the mix of sales and true marketing to
which your customer base responds the best.

For Relationship Building
Customers’ perception of your business
may also be influenced by the content
you send via email. A study by Epsilon
and ROI Research reveals that consumers
had “a more positive impression” of a
business from which they received an
email. And 40% were “more likely to
make a future purchase from a company
that sent them email.” Email is a powerful
tool that can keep your brand fresh in
your customers’ minds when they are
ready to buy.
Most small businesses are valued for their
customer service, and email marketing
can help build relationships. For example,

sending an email to address customer feedback
assures customers that you are listening in a more
immediate sense than a direct mail response. To maintain
any relationship requires effort, and email marketing can
optimize your results.

For Analytical Data
The data gathered from email marketing is a valuable tool in
understanding your customers and evaluating your marketing strategies. When you send your e-marketing messages
through a customer relationship management (CRM)
program or service, it allows you to track data more quickly
and easily than direct mail. There are some limitations to the
data, some of which is untrackable, such as customers who
directly visit your website or make a purchase offline as a
result of your email message, but these only serve to
increase your return on investment.

For Marketing Success

If you haven’t already gotten your feet wet, AD-Links is the
perfect vehicle to test the waters and start
a simple email campaign. It offers
professionally designed sales flyers,
promotional offers, and newsletters that
are compatible with CRM programs, such
as Constant Contact, ACT!, and
E-marketing is
eMAP360. New to the customer relationa cost-effective
ship management field, eMAP360 offers
enhanced tracking features, such as
method to build
graphical statistics for each email
campaign. So whether you’re a beginner
and maintain
or more experienced, AD-Links and
relationships that
eMAP360 may be one of the easiest
lessons you’ll master on your e-marketing
result in sales
ride to success.
For more information about AD-Links™ or eMAP360,
email tcraig@opma.com or visit www.opma.com.

Office Depot Contract Problems Garner
National Attention; Company Takes to You
Tube Alleging ‘Misinformation Campaign’
Office Depot’s problems with state and
local government auditors and purchasing
officials are starting to garner nationwide
attention, if an article in a recent issue of
Fortune magazine offers any indication.
In the article, reporter Suzanne Kapner
said the company is “facing troubles that
go deeper than reduced demand for paper
and pens: namely, an investigation by the
SEC that's in the final stages of settlement
and a fresh round of probes into whether
the company overcharged government
customers.”
While noting Office Depot CEO Steve Odland’s explanation that the price discrepancies are due to a few rogue employees
and his claim that the company is the victim of a smear campaign by former employee David Sherwin, Kapner said
investigations sparked by the former employee’s allegations and government audits have started to verify Sherwin’s
claims.

“Office Depot has since repaid several municipalities, from Lee County, Fla.
($121,000), to the state of California ($2.5
million),” Kapner pointed out, adding that
in December, San Francisco released audit
results that showed $5.75 million in overcharges.
Meanwhile, Office Depot is turning to
Web-based social networking platforms to
counter the negative publicity it has received.
Business Solutions Division president
Steve Schmidt last month posted a video
message on You Tube the company said
was designed to “set the record straight
regarding government contracts.”
Schmidt spent most of his six-minute
presentation lambasting Sherwin and affirming his own company’s integrity.
While attacking Sherwin, Schmidt did not
address in any detail the numerous allegations of overcharges and other irregularities in states where Sherwin did not work.

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

Moreover, while thanking customers who
“resisted the pressure to turn run of the
mill contract questions into allegations of
fraud,” he was equally silent on the reasons that led Office Depot to make multiple payments totaling in excess of $3
million over the past two years to various
state and local government agencies after
those allegations.
The most recent reports of such payments
came last month, as the Naples News in
Florida disclosed a local school district received a $102,362 check last December,
bringing the total amount of money it received from Office Depot in relation to
contract discrepancies cited by local officials to just under $200,000.
For more on Office Depot’s problems with
its state and local government contracts,
visit the Depot State Contract Watch section of the INDEPENDENT DEALER web
site: www.idealercentral.com/id_watch.html.

New Study Shows Damage Done to City Neighborhoods by Wal-Mart Stores
Wal-Mart claims its urban stores can reinvigorate city neighborhoods and recapture
retail spending leaking to the suburbs. But
a new study by researchers at Chicago’s
Loyola University researchers, who tracked
the impact of a Wal-Mart store that opened
in Chicago in 2006, found otherwise.
Within two years, 25% of the businesses
within a four-mile radius of the store had
closed, according to the study, which was
MARCH 2010

first reported to us by the New Rules Project’s Hometown Advantage Bulletin
(www.newrules.org).
Loyola researchers estimate Wal-Mart’s
opening resulted in the loss of about 300
full-time equivalent jobs in its own and
nearby zip codes, a loss about equal to
Wal-Mart’s own addition to employment in
the area.
These estimates support the contention
INDEPENDENT DEALER

that large-city Wal-Marts absorb retail
sales from other city stores without significantly expanding the market, researchers
note.
The study also analyzed the impact of the
Wal-Mart store opening on sales tax data.
For the six quarters before and after WalMart opened, researchers found a significant decline in sales in the Wal-Mart store
continued on page 19
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Add Your Voice to the

Chorus of Hope
In honor of of this year’s Spirit of Life Award Winner for the
City of Hope, David Williamson of MeadWestvaco, Paul
Ventimiglia and Martin Clemente of Shachihata are continuing
their unique fundraising efforts to buy musical instruments to
help make life easier for the patients who come to the City of
Hope for cancer treatment each year.
David’s theme of “Sharing Hope….Uniting the Body and Soul”
reflects the important role music plays in the healing process.
It enhances relaxation, encourages positive thoughts, decreases
muscle tension and stress, while increasing the body’s production of
endorphins. It also helps reduce the anxiety, depression, anger and fatigue
associated with cancer treatment.
That’s why your support of Paul and Martin’s efforts is so important.
Thanks to your generosity, the Piano Fund, as it has come to be known, has
already provided the City of Hope with a baby grand piano and two portable
pianos, but much more still is needed.
Please see the link below for the Sheri and Les Biller Patient and Family
Resource Center where the music therapy and art therapy rooms will be
housed and join Paul and Martin in supporting this noble cause.
www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx
Any dollar amount is welcomed. Please make your checks
payable to “City of Hope in care of the Art & Music Therapy Fund” and send to the address listed below:
Shachihata, Inc.
Attn: Chris Wiederkehr,
Sr. Trade Mktg Mgr
1661 W. 240th Street
Harbor City, California 90710-1310

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

INDUSTRY NEWS: continued from page 17
zip code. For this same period, two neigh- BSA Looks to the Next Decade;
boring zip codes also showed a significant ‘The Challenge of Change . . . the
Next Decade’ is 2010 Meeting
negative trend.
Theme
Overall, researchers conclude, the weight
of evidence suggests that the Wal-Mart
opening led to the displacement of a range
of businesses. There is no evidence, they
contend, that Wal-Mart sparked any significant net growth in economic activity or
employment in the area.

It’s still a ways off, but now’s the time to
block out the dates on your calendar for
the 2010 Business Solutions Association
(BSA) Forum in Scottsdale, Arizona, October 25-28 at the Intercontinental Montelucia Resort.

“Under the circumstances, claims that the
Chicago Wal-Mart has led to significant
economic development in nearby areas
must be considered skeptically,” they
warn.

“The Challenge of Change . . . the Next
Decade” is the theme of the forum, reflected in a logo, designed by Office Products Marketing and Advertising, that
depicts two travelers walking the steps of
the coming years.

For more information, visit:
www.luc.edu/curl/pdfs/Projects/WalMartReport2009122.doc.
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“We are dealing with change at all levels
within the industry,” said BSA vice president and program chair Mike Wilbur of
Shachihata USA. “With continuing economic uncertainty, we know that there will
be many challenges in the ways we conduct our business. Our goal is to explore
and discuss how things may change for all
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of us. The program committee is busy setting up panel discussions and other educational offerings so that BSA can provide
an outstanding value and investment for
its members.”
A highlight of the meeting is the panel discussions in which industry people participate in lively and active conversations.
Three panel discussions are planned:
n E-Commerce—Featuring a discussion of new online innovations that will
continued on page 21
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impact electronic funds transfers, transaction processing, inventory management and marketing.

Baumgarten’s President Launches
‘Donations for Haiti’ Industry Fundraiser

n End Users/Consumers—Several prominent end users and
consumers will discuss how they outsource their business
products. Emphasis will center on strategies of channel selection and selection of sources. Buying behavior and patterns will be explored.

In response to the devastation of the Haiti earthquake, Baumgarten’s president David Baumgarten has launched an industrywide “Donations for Haiti” fundraising effort.

n The Future—A repeat of last year’s panel in which panelists
forecast their outlook for the next 24 months. Topics include
the economy, increased government regulations, marketing
techniques, e-commerce, strategic partnerships and product
development.
The 2010 Forum will also feature the bedrock interviews in which
parties schedule one-on-one meetings using the suites of the
Montelucia Resort.
“There are still times when face-to-face meetings represent the
best opportunity for productive engagement. This year’s BSA
meeting holds so much promise for all of us as stakeholders in
the success of the independent dealer community,” says Jim
O’Brien of S.P. Richards Company, BSA Program Committee.
To register or for more information, contact Stacey Johnson at BSA
(PH: 410-933-3453; staceyj@businesssolutionsassociation.com).

Office Snax Rainforest Certified Coffee:
• Regular - (63) 1.75 oz pkts
• DECAF - (63) 1.75 oz pkts
Chock full o' Nuts Original Coffee:
• (6) 39 oz cans/case
• (42) 1.75 oz pkts/case
Hills Bros Coffee:
• (42) 1.75 oz pkts/case (K)
• (6) 39 oz cans/case (K)
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EXACT Nutrasweet:
• Pink Sweetener - 2000 pcs/case
• Blue Sweetener - 2000 pcs/case
• Yellow Sweetener - 2000 pcs/case
Packets:
• Equal - (12) 100 pc boxes/case (K)
• Splenda - (12) 100 pc boxes/case (K)
• Sweet ‘N Low - (4) 400 pc boxes/case (K)

Baumgarten is calling on U.S. manufacturers and dealers of
school and office supplies to donate complete school back-packs
for 20,000 kids and 1,000 teachers and supplies to rebuild 30
public schools in Haiti.
All goods would be shipped to Atlanta, containerized and then
shipped safely to Haiti via the Haitian Alliance, an Atlanta-based
non-profit recognized by the IRS as a 501-C-3 charitable organization.
“In Port-au-Prince, there were 30 public schools totally demolished and many others badly damaged,” David said. “There is the
immediate need for supplies of any kind to help these children
and the thousand teachers. Even before the earthquake, fewer
than 30% of Haitian children reached the 6th grade.”
“Donations for Haiti” needs school supplies, office supplies, craft
supplies, chairs, desks, blackboards, bulletin boards, paper and
all those items in our own schools that we take for granted.
They’re not looking for money (but they’ll take it). They’re looking
primarily for materials and goods.
continued on page 22

Canisters:
• Sugar - (24) 20 oz can/case (K)
• Non-Dairy Creamer - (24) 12 oz can/ case (K)
Sugar:
• Packets - 1200 pcs/case (K)
• Sugar in the Raw - (2) 200 pk boxes/case (K)
• EXACT Natural Cane Sugar - 2000 pcs/case
Coffee Stir Sticks 5":
• (10) 1K pc boxes/case (K)
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The organization is not asking everyone to send 21,000 items.
“Send what you can!” David urged. “Check your warehouses for
obsolete stock or excess inventory. It may be excess or obsolete
to you, but to 21,000 Haitian children, it could mean the difference
between nothing and having the wherewithal to get an education.”
To make a donation or contribution, please contact:
Donations for Haiti
144 Ottley Dr., Atlanta, GA 30324
PH: 404.931.7761; Fax: 267.295.1273
E-mail: david@donationsforhaiti.org
www.donationsforhaiti.org

AOPD Partners with Dealer Pricing Service
American Office Products Distributors (AOPD) has inked a new
agreement with Dealer Pricing Services, LLC, to provide AOPD’s
dealer members with state-of-the-art contract RFP and pricing
services. AOPD executive director Bud Mundt, made the announcement.
Micheal Mathews, president of Dealer Pricing Services, brings to
AOPD thirty years of industry experience in contract and bid pricing analysis for regional and national accounts. In the past, he
has worked for BT Office Products, Corporate Express, and various AOPD member companies.

“We are extremely pleased to offer such a valuable resource for
AOPD and our dealers,” said Bud. “This is a very critical segment
in the large regional and national accounts, contract selling cycle.”

United Stationers Acquires
MBS Dev, Appoints New VP of
E-Commerce
United Stationers has acquired dealer
technology provider MBS Dev in a
move it says is intended “to employ
MBS Dev as a solution to capitalize on
key trends and to develop marketing
and merchandising best practices on
behalf of all resellers and technology providers.”
“Acquiring MBS Dev is consistent with our long-term goal of assisting resellers with their technology needs,” said S. David Bent,
United Stationers’ senior vice president of eBusiness services and
corporate CIO.
“Most recently, this effort has focused on developing rich product
content for resellers’ web sites, offering United Smart Search as
a search engine tool, and creating email campaigns to drive traffic
to reseller web sites,” Bent said.
continued on page 23

#93067

Introduces the
Perfect for long-term storage of files, collectible literature, memorabilia and seasonal items; these
stable, locking storage containers can be stacked high without fear of collapse because they are
made out of 22 gauge recycled steel. The Stacking File Vault will keep dirt and dust off all your
long-term storage items, and is the perfect size to hold manila file folders. Heavy-duty handles
with rubber grips make transport easy and comfortable. These textured steel containers resist
scratches and easily wipe clean. Available in 4 great colors Silver (-3), Black (-4), Platinum and
Blue (-B), so you can color-code your storage area for easy organization! Custom colors are available for order of 50 or more. Can be shipped via UPS, no assembly required!

Heavy-duty latch can be fitted
with a padlock for additional
security. * lock not included

The Stacking File Vault comes
with a large removable label
card for easy organization.

The #93067 Stacking File Vault is available only through Buddy Products direct.
Contact your sales rep, call Buddy Products customer service at 1.800.886.8688 or visit our website www.buddyproducts.com
MARCH 2010
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“While these efforts will continue, United Stationers is committed
to playing an even stronger role in supporting independent reseller
technology, which we plan to accomplish through investments designed to accelerate the creation of additional eMarketing and
eMerchandising solutions,” he continued.” Our investment in MBS
Dev is an important step toward achieving that.”

line marketing, advertising, sales and product management to
United Stationers. Most recently, he served as director of eCommerce operations and product marketing at Follett Corporation,
the nation's largest operator of college bookstores. Before Follet,
Mark managed the Quill.com Internet Marketing and Catalog
Media Group at Quill Corporation.

Added Bent, “As we have in the past, we expect to continue to
work with other technology providers to solve common challenges. No one technology solution will satisfy all resellers. We
believe that choice is good for independent resellers.”

“The enablement of our eBusiness initiative is a key growth strategy and a service differentiator for United Stationers,” said Bent.
“By expanding our core, catalog-based expertise into new online
capabilities, we provide more eBusiness competencies to our resellers and to our suppliers. We are pleased to add Mark to our
team, as he brings a wealth of eCommerce experience that will
help our resellers be successful through expanded online offerings.”

“The acquisition of MBS Dev will enable our existing customers
to leverage United Stationers’ extensive knowledge base and additional resources,” said Laura Guillaume, business development
manager for MBS Dev. “In particular, access to United’s eMarketing and eMerchandising capabilities will help our customers continue to grow and succeed.”
MBS Dev will continue to serve customers’ needs under its current management team of Steve and Laura Guillaume, and will
operate as a separate business unit within United, United said.
Separately, United announced the appointment of Mark Hammerschick as vice president of eCommerce. In this newly created role,
Hammerschick will be responsible for developing and delivering
new eBusiness capabilities, deployed through United Stationers’
resellers to their end consumers.

ECi Launches Offsite Server Backup Service
Dealer technology provider ECi Software Solutions (ECi) has
launched a remote server backup service to provide protection
against business interruption as the result of data loss.
Remote Server Backup saves data to an off-site server daily, so
that in the event of an emergency, a company can restore files to
their machine through a simple Web interface. If a single file needs
to be replaced, business can continue on the server while the
download takes place.

Hammerschick brings 25 years of experience in eCommerce, on-

100% Recycled Products
100% Post-Consumer Fiber
Made in the USA

continued on page 24

This year House of Doolittle is offering our FREE/NO CHARGE
imprinted flyers in support of United and/or S.P. Richards.
All flyers feature list prices, are full color, and have an imprint
area of approximately 2.5”H x 7.5”W that you can personalize
with your company information.

UDGF Flyer

1751 Nicholas Blvd.
Elk Grove Village IL 60007
800.621.9546
Fax: 888.621.6660
E-mail: sales@houseofdoolittle.com
MARCH 2010
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Service is subscription based and offered at three levels:
n Database Service which includes daily back up of databases, with back-ups kept for 30 days, and monthly for 18
months;
n Full OS Service includes everything in Database Service
plus daily back up of entire business operating system, and
n Full Disaster Recovery which includes everything in Level 2
plus 7 years of data retention, plus an optional hosting service which would reduce downtime due to a disaster to a matter of hours rather than days.

staffing requirements and developing quality contracts that are
profitable.
For more information, visit www.suppliesnetwork.com/carbonsix,
call 800-775-5056 or e-mail carbonsixPSG@suppliesnetwork.com.

Quality Park Sponsors ‘Curling for a Cure’
Fundraiser for City of Hope

ECi launched the new service January 1 for Lumber/Build Materials/Hardware customers running its Advantage software. The
company said the service is currently in beta testing and will soon
be available to customers using any ECi software platform.

AOS Ware Launches Block and Sub Feature
for JWOD/Ability One Items
Dealer technology provider AOS Ware has released a new
JWOD/Ability One item block and substitute feature on its OP
Commander 3.0 e-commerce platform.
For dealers with federal government accounts, OP Commander
can be set up to handle automatic substitutions of JWOD/Ability
One items. The new feature functions as a "hard sub," meaning
that all SKUs which have a corresponding JWOD/Ability One substitute SKU will automatically be blocked from ordering on the
site. Instead, the user will only see the JWOD/Ability One items.
The substitution occurs throughout every section of the site where
a user may search or purchase a product and is available both
for United Stationers and S.P. Richards dealers.
A dealer may also choose to provide their own custom block and
substitute SKU list to use on the web site. Once the feature is activated, it can be applied to every company currently ordering
through the dealer’s web site, or to a select group of customers
specified by the dealer.
For a demo or for more information, please e-mail sales@aosware.com
or call 888.310.9964.

Supplies Network’s CARBON SiX MPS
Introduces Professional Services
The CARBON SiX program from Supplies Network has introduced
an offering of professional services it says is designed for “resellers who would like to accelerate the timeframe to sell and
close a managed print services (MPS) contract with their largest
customers.”
The new Professional Services Group (PSG) provides an experienced team to work in tandem with resellers and their customers
every step of the sales cycle, Supplies Network said.
This program is designed to help resellers achieve two important
goals. The first goal is to provide an efficient, effective sales cycle,
securing MPS contracts with top customers before a competitor
does. The second goal is to lower financial risk by minimizing
MARCH 2010

Quality Park president Steve Kouroupas (right) presents City of Hope’s Matt Dodd
with a check for over $12,000 at last month’s “Curling for a Cure” fundraiser.

They may not have quite made it to the Winter Olympics, but the
curling teams at last month’s “Curling for a Cure" tournament, sponsored by Quality Park, still posted some pretty impressive numbers
in support of the City of Hope.
Twelve teams participated, including Smead Manufacturing, PrintWare, FC Meyer, Walter G. Anderson, Sun Chemical, Litin Paper,
Pregis Packaging, Sealed Air, and Quality Park employees and
spouses.
After some no holds barred competition, the winners turned out to
be the dedicated City of Hope staff t and their patients, as the event
raised over $12,500 to support research into cancer and other
deadly diseases.
“Curling for a Cure” was part of a year-long effort to raise funds for
the City of Hope in honor of David Williamson of MWV-MeadWestvaco, recipient of this year’s City of Hope’s Spirit of Life Award. For
more information please e-mail City of Hope’s Matt Dodd
(mdodd@coh.org) or visit www.cityofhope.org/nopi.

Clover Issues First Annual Sustainability Report,
Hires Industry Veteran Scott Odom
Imaging supplies maker Clover Technologies Group has issued
its first annual sustainability report, outlining the major environmental impacts of its North American business operations last
year.
According to Clover, the report examines the entire life cycle of
the products the company collects and manufactures, reviews
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2009 goals and achievements and establishes 2010 objectives.
Among the report’s findings:
• Clover collected 47 million cartridges, reused over 29 million
cartridges and recycled over 2,000 tons.
• Clover’s cartridges use 91% less virgin materials than OEM
cartridges and have an 89% smaller carbon footprint than
OEM cartridges.
• Clover reduced its waste generation by 6% despite a production growth of 244%.

The AlphaBetter Desk, designed by Tim Skiba of Wisconsinbased Sunway, will be featured under the “Simplicity” theme,
which highlights designers who strive to simplify production
processes and lower materials usage.

HON Introduces Huddle,
NEW Multi-Purpose Table Line

• Conservation efforts preserved 65,308 cubic meters of green
space.
• Clover purchased enough renewable energy credits to offset
the electricity consumption of all its North American facilities.
“A huge part of Clover’s business is remanufacturing—restoring
used products to new condition,” commented Clover Holdings
CEO Jim Cerkleski. “Preserving the environment is inherent in our
company's processes and success. We are excited to share our
business model and document our goals and progress so we can
continue to enhance our environmental sustainability.”
Separately, Clover announced Scott Odom, former chief commercial officer for XPS b.v., Venray, Netherlands, has joined the company as vice president, strategic accounts. A 25-year veteran of
the office products industry, Odom will be based in Clover’s Hoffman Estates, Illinois corporate headquarters.

Safco Classroom Desk Heading to the Smithsonian
Safco’s AlphaBetter classroom desk is scheduled to go on display
at the Smithsonian’s Cooper-Hewitt National Design Museum in
New York City as part of the museum’s “Why Design Now?” exhibit, which will run May 14, 2010 - January 9, 2011.
The exhibition examines why design is an essential tool for solving some of today’s most urgent problems, with items presented
through eight different design themes.

The HON Company has introduced Huddle, a new collection of
multi-purpose tables designed to address new work styles and
the trend for meetings and work to happen throughout a facility,
including impromptu meeting spots.
“Huddle tables provide the perfect platform for training, meetings
and collaboration by allowing you to use the same space for a
variety of purposes,” said Fred Colony, vice president of products
for The HON Company. “Arrange tables in rows for training in the
morning, and then reconfigure them into a presentation-friendly
‘u-shape’ just a few hours later. Or pull one into an office for a
spontaneous meeting with a coworker, then push it against the
wall to display items for a new business meeting. The possibilities
are virtually endless.”
The line offers a variety of accessories to tailor the tables for specific uses, including optional ganging hardware that allows the tables to be locked into place and optional wire management trays
and USB grommets.

The Highlands Group Adds
New York Account Manager
The Highlands Group National, LLC has announced the addition
of Nick Rafael as account manager, based in New York. The company described Rafael as “the latest link in The Highlands Group
national coverage model,” and said he will manage the New York
and New Jersey markets.
Rafael joins the Highlands Group with 30 years of office products
experience, most recently as general manager of S.P. Richards’
Middletown, NY facility.

MARCH 2010

INDEPENDENT DEALER

PAGE 25

NOPAnews

NOPA Members in Pennsylvania Host Rep. Sestak;
Grassroots Advocacy at its Best
Best

their commitment to educating Rep. Sestak and his staff about
our industry, their businesses, and NOPA’s priority issues.
Rep. Sestak recently introduced legislation (H.R. 4420 – the Small
Business Contracting Protection Act of 2010) to curb the use of
small business “pass-throughs” in federal government contract
bids by big box companies.
In January, AOPD, is.group, TriMega and NOPA sent a joint letter
to Rep. Sestak thanking him for his leadership in introducing this
bill and confirming their strong support for his legislation.
NOPA will be helping Rep. Sestak gain additional co-sponsors of
the bill and also is working to get similar legislation introduced
and advancing in the U.S. Senate.

Above: Rep. Joe Sestak, who is running in the Pennsylvania Democratic Senate
primary, met last month with two dealers in his state on the problems facing
small business from big box “pass-throughs.” Below: Rep Stepak discusses the
issue with William Bell of Lititz Office Products. Right: He meets with the team
at D&D Office Plus (Left to right: Frank A. Dittig, Angela Moffatt, Rep. Sestak,
Frank W. Dittig and William Shay).

Rep. Sestak’s visits to Lititz Office Products and D&D Office Plus
were a prompt follow-up to dealer organizations’ joint letter and
provided a mutually beneficial platform for expanding media
awareness of NOPA’s key advocacy issues and the candidate’s
commitment to ensuring a level playing field for small businesses
in the federal procurement arena.
H.R. 4420 would require the U.S. Small Business Administration
to launch and complete NOPA-recommended rulemaking within
six months to halt abusive “pass-through” practices in the office
products and other affected industries.
A recent GAO report highlighted the harm that pass-through businesses cause to legitimate small government contractors in a
number of industries.

Last month, two NOPA members in Pennsylvania, Lititz Office
Products in Lititz and D&D Office Plus in North Versailles, hosted
visits from Rep. Joe Sestak (D-PA), who is running in the Democratic Senate primary race this year.
By serving as hosts, these two members demonstrated the central role that individual grassroots advocacy plays in gaining and
sustaining support on industry issues from key legislators. NOPA
applauds the willingness and energy of these two dealers and

NOPA Pushes for Small Business Participation in
Army, FAA and GSA Procurements
Meanwhile, dealers’ grassroots advocacy is also helping NOPA
ensure equitable small business participation in a planned new
Army blanket purchase agreement (BPA) contract for office products.
It also is proving to be critical in NOPA’s current uphill battle to
generate sufficient congressional support to persuade the Federal
continued on page 27
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Aviation Administration (FAA) to amend its
new solicitation guidelines to encourage
independent dealer bidding and potential
participation in one or more future contracts.
Members’ calls and e-mails to their
elected officials in Congress and to the
U.S. Army are having the desired impact
and promoting changes in its RFP (request
for proposal) guidelines so that small businesses can equitably bid on that BPA opportunity.
Multiple awards—including contracts with
small business—are now contemplated
and the U.S. Army is expanding its emphasis on inclusion of competitive small
independents in contract awards.
Dealers’ early, full and sustained engagement with federal agencies—backed by
Congress as necessary—is proving to be
effective in building positive agency relationships and better recognition of independents’ capabilities to serve large,

demanding federal customers.
As an example, NOPA—with broad, ongoing dealer support—also is involved in a
constructive dialog with the General Services Administration (GSA) as it develops a
new multi-agency Federal Strategic
Sourcing Initiative RFP.
By positioning independents as a valuable
technical resource as well as a group of
highly competitive vendors, NOPA’s advocacy programs are gaining increased respect and traction at the federal level.

Don’t Forget State and Local
Government Market Advocacy
While state and local government contracting environments often are significantly different from federal contracting,
industry grassroots advocacy at these levels also is proving to be helpful in gaining
increased awareness, credibility and success for independents in those markets.

Local dealer commitment and unity with
NOPA political guidance and coordination
are elevating the independent channel’s
visibility and creating opportunities for an
improved dialog and office supplies contracts with state and local governments
around the country.
Dealers in California, Florida, Georgia, New
Jersey, North Carolina and Texas have
been most active over the past few years.
In addition, NOPA is working with interested dealers around the country to develop model RFP provisions that are small
business-friendly and can be proactively
used by dealers in discussions with state
and local government purchasing officials.
Contact
Chris
Bates
at
NOPA
(cbates@nopanet.org; tel: 703/549-9040,
x 100) for more information and become
more active as an advocate for the independent channel on its key issues.

³&RQYHQLHQFH2IILFH6XSSO\DQG,QWHULRUVKDVEHHQD
member of NOPA for many years and is now a member of
OFDA. NOPA provides a rallying point for independent
dealers throughout the United States regardless of buying
group affiliation, wholesaler affiliation or region.
123$¶VKHOSZLWKWKH6WDWHRI7H[DV5)3KDVEHHQ
LQYDOXDEOH123$¶VVWDIIKDVPDLQWDLQHGFRQVWDQW
communication with the purchasing people in Austin
allowing the independents to stay up to date. It would have
been impossible for us to be this organized without NOPA.

I AM

Karen Bogart, President
Convenience Office Supply
Austin, TX
NOPA Member Since 1998

For membership information,
call 800.542.6672
or visit www.nopanet.org
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Cover Story:

Update
By Scott Cullen

If use of the latest technology isn’t a given in your dealership, it
ought to be. After all, how can anyone remain competitive if they
aren’t keeping track of the latest business management, e-commerce, CRM and sales intelligence solutions available to the average and not-so-average office products dealership? With that
in mind we’re presenting a look at 14 dealer-specific solutions,
through the eyes of some of the dealers who use them on a daily
basis.
Just about all of these technology providers should be on your
radar screen, though that doesn’t, of course, make them all a
good fit for your dealership. Only you can determine that.
However, these are the technology providers and technologies
that independents across the country are using to enhance their
own business operations and you owe it to your own company
to know who they are and what they might be able to do for you.
continued on page 30
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Acsellerate Solutions
www.acsellerate.net
“Knowledge is power and I immediately
saw the value in that,” maintains Betsy
Hughes, vice president of sales at Friends
Business Source in Findlay Ohio, recalling
the first time she saw a demonstration of
Acsellerate.
That was three years ago. Today, Acsellerate serves as an important tool within the
dealership. With Acsellerate, sales reps
have information about customers, invoices, and margins at their fingertips anytime of the day.
“Acsellerate allows us to retrieve information much quicker than we did before,”
adds Laura Wagner, margin manager and
sales assistant to one of Friends Business
Source’s top sales reps. “We used to do a
manual business review and the business
review portion is one of the tools we use
and we’re using it very successfully.”
“Previously you had to wait for someone

to run you a report out of the system,”
notes Hughes. “Just being able to go in
and grab it, you can get back to your customers faster, and can also catch errors on
a ticket quicker.”
Asked about recent enhancements to the
technology, Hughes mentions the added
functionality to the business review feature.
“There are different ways of filtering information now, such as the number of items
it shows,” she says.
“A lot of our larger customers want to see
their top 50 items and you can go in and
easily adjust for that,” explains Hughes.
“We can filter out the machines and furniture and just show the office supplies portion, providing them with accurate
information.”
The system also allows Friends Business
Source to specify goals by sales rep and
region under the “Managers” tab, so different reps or regions can see where
they’re at as a percentage of their goals.

“We also look at our contracts and customer price plans and keep an eye on
those through our ‘Top Performer’,” says
Hughes. “With that screen, you can see
who is up or down in a second, view by
customer price plans or the margins
they’re yielding. It’s just a great plus to be
able to see that information.”
Acsellerate also keeps the dealership’s inside sales team informed about product
categories their customers aren’t buying.
It even provides alerts about accounts that
haven’t ordered in 30 or 60 days.
Ease of use is another thing that Hughes
and Wagner like about Acsellerate. The
dealership has been hiring a lot of new
sales reps of late and Wagner is responsible for getting them reps up to speed.
“They’ve been catching on quickly and
most of the items they need to use are on
the front screen, which makes it easy to
remember where that information is,” she
says.
continued on page 32

THE INDUSTRY’S MOST POWERFUL
ANALYTICAL TOOL NOW HAS CRM!
Acsellerate® now combines the power of web-based analytics
and advanced customer reporting, with the benefits of
sophisticated CRM! We leverage the power of information to
help sales professionals, managers and executives easily
understand the effectiveness of their customer relationships
and turn that insight into bottom-line results.

9Identify and manage margin improvement potential
9Recognize cross-selling and up-selling opportunities
9Benchmark your customers, sales reps and product
segments against each other or prior periods

9Easily implement and track sales performance, contests
and manufacturer incentives

Call now to learn more: (571) 266-6420
WWW.ACSELLERATE.NET SALES@ACSELLERATE.NET
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Activant Solutions
www.activant.com
Office Supply Services in Concord, North
Carolina, has found Activant essential for improving its backroom support. The technology has been particularly handy for
processing order entries and handling inventories. President and owner Garry Vreugdenhil has a unique take on working with
Activant, a company whose product is the
de facto standard in the auto parts industry.
“We use their services as an ASP or
hosted system, which is nothing unique to
them,” acknowledges Vreugdenhil, “but I
think it’s a real plus that they have that
available to office products dealers. I don’t
need to have any hardware per se in our
establishment—we’re basically just using
DSL lines.”
He also likes the pedigree of the company.
“Because they’re not just focused on the
office products industry, they have access
to other ways of doing things,” states
Vreugdenhil. “I think that’s better for us because they’re moving some of the capabilities from the automotive industry to
office products, which means there’s more
information available.”
Office Supply Services started using Activant in 2002 after their previous technology provider was purchased by Activant.
Despite the change in ownership, Office
Supply Services still interacts with many of
the same support people they were working with before.
“Some of those support people have been
in this industry a long time,” says Vreugdenhil. “They know our business. You
don’t have to explain what you’re trying to
do. They’ve been there and done that and
that’s a strong point.”
Adds Vreugdenhil, “When you look at the
automotive side, they’re tracking thousands of parts, and here on the office
products side, we’re doing the same thing.
“Whether you’re tracking a pen or spark
plug—doesn’t make any difference. I think
they have more history and background of

what can be done in the field and that sets
them apart from many of the other software
vendors.”

AOS Ware
www.aosware.com
Paul Thomas, owner of National Office
Store in Broadway, North Carolina, has
been using OP Commander for just over
three months now. “What attracted me was
that it is more user friendly and the graphics
are aesthetically pleasing,” he says.
A good portion of National Office Store’s
customers are schools who use their own
e-procurement program. That means they
can’t place orders with the dealership from
start to finish online, but that doesn’t matter to Thomas as long as they’re ordering.
“Our web site is used more as a reference
tool for those customers where they can
log on, see the products, the prices and
the numbers and then go into their own eprocurement system and plug it in there,”
he explains.
Thomas is still ramping up his online marketing efforts and concedes that National
Office Store hasn’t been pushing online
procurement to customers as much as
they should.
That said, they’ve picked up a couple of
additional online customers since making
the switch to OP Commander.
Meanwhile they’ve been visiting existing
customers, letting them know that they’ve
put the old site to rest and are inviting
them to revisit the new site and try it out.
“From a consumer standpoint, they can
deal with an independent office supply
dealer and they don’t give up any functionality as far as the web site goes,” says
Thomas.
“We have to have something that’s going
to compete with the big boys,” concludes
Thomas. “Short of going out and spending
$50,000 on a product, this is the best
equivalent,” he contends.

Business Management
International
www.bmiusa.com
It was 15 years ago when Vic Diaso, president of World Class Business Products in
Long Island City, New York, switched to BMI
and, he says, he hasn’t looked back since.
Since then, they’ve been providing Diaso
with the kind of technology and support that
keeps his business up and running and requires a minimal investment of his time.
“One advantage that I love is their general
ledger package,” says Diaso. “It’s excellent and allows me to operate without a
comptroller.”
Diaso spends two hours at the end of the
month pulling his numbers out of the system, then passing those to his accountant
who handles the rest.
What’s made the relationship with BMI so
fruitful is their ability to respond to Diaso’s
special requests. If he needs something,
they provide it. For example, when he had
specific order entry needs, they tweaked
the system so that it could accommodate
those needs.
“Every dealer thinks that they do it the best
and BMI has been able to handle my idiosyncrasies,” states Diaso.
“With the latest upgrade I was able to reduce my warehouse staff by two people
because of the new functionality they gave
me,” says Diaso.
How so?
“A lot had to do with the alignment of the
trucks every morning. I usually run 10
trucks every day, but some days I have a
truck that’s out or I may want to hold one
back because business isn’t as good as it
is on other days. I can easily move the orders from one truck to another, print out a
new manifest and give it to the drivers so
they know what needs to be pulled off the
floor, delivered, and signed for.”
He also likes the system’s flexibility for
handling commissions and billing.
continued on page 33
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“We now do our invoicing every day and I don’t have 60% of my
billing going out in the last week of the month and that’s a good
thing,” he says.
Diaso is so bullish on BMI that he’s even recommended it to other
dealers.
“The system functions well and I have no problems with it,” he
says. “I started this business 16 years ago from scratch and in
the second year I put the system in. Now I’m going to close this
year with close to $22 million.”

ECi Britannia
www.ecisolutions.com/products/systems/britannia/default.htm
Bill Martin, CEO and owner of Buffalo Business Products, in Fort
Worth, sure likes Britannia. After acquiring a company that was
using a proprietary system that wasn’t working well and was difficult to manage, he switched to Britannia in 2008.
“I chose Britannia because I had nine locations and Britannia
could handle nine different inventories,” recalls Martin.
Martin can’t say enough about the system’s ability to handle multiple inventories. “That was key for me. And the fact that it was
hosted meant I didn’t have to worry about our people learning a
new system or worry about maintenance.”
Asked what the biggest change in his business has been since
making the transition, Martin doesn’t hesitate. “It gave me the opportunity to manage margins and manage my customer base,”
he says. “It also incorporates easily into Acsellerate, which gives
me detailed information on my business on a daily basis.”
Buffalo Business Products pretty much made the transition to Britannia overnight. At least that’s how Martin remembers it.
“It was an easy move for our IT manager and our operational people. It was easy to understand and methodical in its approach,”
he recalls.
Martin also gives kudos to the customer support he received from
Britannia during the conversion period. Meanwhile, he’s looking
forward to the latest version of Britannia.
“Based on our initial look at it, we think it’s going to be state of
the art and will be far superior to anything else we’ve seen on the
market once it’s fully implemented,” he says.
“The people at Britannia are easy to deal with as well,” he notes.
“That’s what makes it nice for me as an owner. I can reach the
people I need quickly and they’re very accommodating. They provide the answers I need and understand the functions that I perform within the company.”

ECi DDMS
www.ddms.com
Steven Woodall, information systems manager at Reliant Business Products in Houston, swears by DDMS. Reliant has used it
to automate virtually every aspect of the organization.
Woodall is particularly enamored with the system’s inventory
management capabilities. “Just the way it ties in with the wholesalers’ products and also allows us to have our own merchandise
is a big plus,” he explains. “When entering orders, it knows what
to pull from our stock and what to source from our wholesalers. I
know other systems have features like that, but DDMS just seems
to be better for the way we do things.”
Woodall also likes the fact that that it’s an integrated front- and
back-end system, and integrates with the Acsellerate program.
Reliant also uses DDMS’s RouteTrak electronic delivery system
for collecting electronic signatures. “That saves us from having
to file delivery paperwork and saves the client from having to
make a telephone call. They can just go on our web site and get
the information for themselves,” notes Woodall.
Pricing is another area where the DDMS system shines, according
to Woodall. “We’ve always used contracts, but never used pricemodeling. Recent enhancements mean it’s a lot easier now for
our sales reps and our vice president to manipulate data to find
out when we’re making money, when we’re not making money,
and how we can increase margins on accounts,” he reports.
Reliant has been using DDMS for at least 16 years—as long as
Woodall has been with the company—and even though he’s been
tempted to switch technology providers, he ultimately realized
that DDMS and Reliant remain a good match.
“A few years back we looked at other systems to see if it was
possible to replace it, but the others just didn’t have the flexibility
we have with DDMS,” concludes Woodall.

GoldMine from Longbow Consulting
www.longbowcg.com
Fain Enterprises in Winston-Salem, North Carolina, began using
GoldMine in the fall of 2001 and was able to more than double
their sales from the prior year. Sales and marketing manager Mike
Klinetobe directly attributes that surge in business to GoldMine.
Prior to installing the system, Fain Enterprises sales reps kept
customer contact information on business cards that were kept
in drawers and rotary card files.
“GoldMine just seemed to put everything together and give us
genuine contact management,” notes Klinetobe.
“We open it up in the morning and it pretty much drives the entire
day. It is a central point on the computer for making contact with
continued on page 34
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customers, and prospects, looking at sales from the previous day,
and last orders, because everything is synced up from our DDMS
business software system to GoldMine,” states Klinetobe.

valuable customer information leave with the departing sales person. That’s another tremendous benefit.”

Last summer Fain Enterprises upgraded to GoldMine Premium
8.5 from Longbow Consulting. The upgrade has an enhanced
user interface and a host of new features, including a Universal
Search function, which Klinetobe says is similar to a Google
search.

GOPD

One feature that has been particularly helpful is a reporting function that sends an e-mail to all sales people every morning. The
report recaps the prior day such as calls made and contacts
made.
Like any independent, competition for Fain comes from every
which way—the big boxes, other independents and the Internet.
Customer information is dare we say it, like gold, but because
GoldMine resides on Fain’s network, all that precious data is available for all employees who have access rights within the dealership .
And, even better, it stays there! “If one of our sales associates decides they’re going to work somewhere else, all the information
they put into GoldMine is still on our system, so if they leave the
company, we still have it,” says Klinetobe. “It’s always there for
us, whereas companies who don’t have GoldMine risk seeing
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www.gopd.com
Valley Office Supply in Grand Junction, Colorado, is perched
squarely at the upper end of the GOPD technology curve, holding
the distinction of being GOPD’s first customer. The 30-year-old
dealership, which was acquired by Teresa Kareus and her husband David in 2004, has found GOPD’s OP24-7 Web Store just
the ticket.
“I was the purchasing agent and when I saw how much time I was
spending and how much time our bookkeeper was spending,
working seven days a week to maintain our previous system, I
knew I needed to find another option,” recalls Kareus. “We also
needed something more automated, less expensive, and that offered a web site with a shopping cart.”
After looking at various other options, Kareus settled on GOPD.
“Two things pushed me to GOPD,” says Kareus. “At that time
GOPD was the only one with a live stock check that the customer
could see, not just the dealer and that meant fewer steps for me

INDEPENDENT DEALER
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and the ability to reduce back orders,”
notes Kareus.
“Second was GOPD president Donna
Snyder. She is so attentive and informative. She and her partner would take my
calls at 6 in the morning or 9 at night. It
didn’t matter when, they’d return my call.
The fact that they were always available
was really comforting.”

Not only does Kareus hold the distinction
of being GOPD’s first customer, she’s also
one of the company’s biggest advocates.
“GOPD has allowed us to take the business away from retail in a commercial direction, build the business with fewer
employees and given us a much better
bottom line than we had before,” she says.

Oh yes, and there’s another thing that has
swayed things in GOPD’s favor—the automation.

Innovative Business
Associates

“Once the customer locks in the order, it is
so fully automated that it basically allows
two of us to do the work that four were
doing before for a fraction of the price,”
she reports happily.

Lorick Office Products in Columbia, South
Carolina, has been using IBA since early
2000. For Bill Stowe, Lorick’s information
technology manager, the reasons why IBA
stands out from the pack come down to
its personnel, the system and the size of
the company.

Valley Office Supply has gained a host of
other benefits too. For example, Kareus
can run more reports in different ways than
before and she claims that the reporting
functions on the QuickBooks side are
amazing.
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www.ibainc.net

“They’re a good fit for us,” says Stowe.
“We’re not really huge; they’re not really
huge.” Stowe gives IBA high marks for its
service and support and says its Web

INDEPENDENT DEALER

storefront meets the needs of Lorick’s customers.
“It’s all business to business and there’s
no clutter as far as what my clients see,”
says Stowe. “As far as what we present to
the clients, it’s very straightforward.”
Stowe also likes the simplicity of the system and its adaptability. For customers
who have specific report requests, IBA is
extremely helpful in making sure Lorick’s
customers get what they want, he says.
“Our larger clients need special reports
and want them to look a certain way and
IBA is very adaptable,” says Stowe. “If I
need something for a customer, I call IBA
and they do it. They’re calm and collected
and they get back to us in a reasonable
amount of time.”
Ultimately, it’s the simplicity of the site that
Stowe feels gives Lorick an advantage
against his more well-heeled competitors
from the Big Box world.
continued on page 36
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“It’s no secret we’re out here fighting the superstores every day,”
he says. “When you go to their web sites they purposely want to
direct you in other directions. Our clients want to get on the web
site, go to the products they want, place an order and get out. That
what happns with our web site. It’s simple, neat and effective.”

MBS Dev
www.mbsdev.com
SmartXpress in Palatine, Illinois, is a relatively new dealership.
The company opened its doors in April 2009 and with the help of
MBS Dev has been watching its online business grow ever since.
SmartXpress selected MBS Dev primarily for its Internet capabilities, reports Steve Schwarz, one of the principals in the company.
Unlike other systems that the company evaluated, MBS Dev allowed the dealership to link its Internet site and back-end office
together in real time, notes Schwarz.
“Very often those systems handshake and talk to one another, but
there’s delays in uploading and downloading information and the
ability to communicate in real time offers SmartXpress some real
advantages,” says Schwarz.
“From a customer service standpoint, it’s a real plus, because we
can get a real time view of everything’s that’s happening on the

Internet and be able to respond effectively to customer questions
or inquiries,” he says.
Schwarz also likes the way the MBS Dev system allows you to
add a walk-on customer.
“So many independent dealers, for example, don’t subscribe to
walk-on customers,” notes Schwarz. “By that I mean somebody
who wants to get on your site, engage, set up an account via the
Internet and then start shopping. Most independent dealer sites
require you to have the account established on the back end first
and then you can open it up to the customer.”
He also likes the system’s strengths when it comes to handling
coupons. “This was important to us from a promotional standpoint,” says Schwartz. “The system allows us to provide customers with coupon codes for discounts either by line item or by
order.”
The ability to customize the landing page was another plus for
SmartXpress. “We can completely customize our landing page to
look however we want it to look,” says Schwarz.
“We also co-brand our sites with customers and do it ourselves
without technical support. It’s been an excellent system to us
from a start-up standpoint,” he states.
continued on page 37
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Red Cheetah

reasons for the change to a new system, but after a couple of
months they’re seeing the light.

www.redcheetah.com
Midwest Office Supply in Springfield, Illinois, starting using Red
Cheetah in October of last year, so the company is still feeling its
way around the system. Still, Jeff DeMarco, a partner with Midwest, is feeling good about how the technology has improved the
look and feel of its web site.
Midwest Office Supply made the transition to Red Cheetah last
fall based on the strength of its e-commerce platform. What DeMarco likes most about that is its ease of use and speed.
“We believe e-commerce should be intuitive, the customer should
be able to log in, there shouldn’t have to be a tutorial, and they
should never have to pick up the phone and ask, ‘What do I do
next?’” explains DeMarco. “If you’re customer-centric you have
to think of their best interests, which is why we selected Red
Cheetah.”
Customers seem to like it and Midwest has won back some ecommerce accounts that, although they didn’t leave Midwest,
had stopped using their previous ordering platform because it
was too slow.
“We told them to give this a try and we have some of those back,”
states DeMarco. “The latest metric I pulled showed our e-commerce lines entered is about the same as it’s always been. We’ve
been getting favorable responses from customers.”
When we spoke with DeMarco he was on his way to a Red Cheetah user meeting and looking forward to hearing about enhancements to the system.

“We’ve really had better results through sales-i,” says Firmin.
A recent promotion targeted accounts who had never ordered advertising specialties from Firmin’s before. The promotion had just
started when we spoke, so Firmin was in no position to gauge its
success, but if past promotions are any indicator he’s expecting
solid results. Those alerts are also a great way to educate customers.
“There were a lot of people who didn’t know, for example, that
we did janitorial,” explains Firmin. “They were telling us, ‘I would
have been buying that a long time ago if I’d known it. It breaks
your heart to hear that.’”
It wasn’t all that challenging getting up to speed on sales-i. Within
a couple of weeks Firmin was creating alerts and he says that
now it’s “a piece of cake.” He mostly uses sales-i’s default alerts,
but since Firmin’s sells printing, and machines in addition to office
supplies, the company has created custom alerts for those categories too.
“We did four alerts in December and just did our second alert in
January and for every one we’ve done, we’ve had incredible results,” states Firmin. “We just did one to our top accounts who
haven’t bought storage boxes and had record-breaking sales in
storage boxes right after we did the sales-i alert.”
“We have an alert-a-week scheduled for all of 2010 and next we’ll
be looking at all the other things it can do,” concludes Firmin.

SSI
sales-i

www.ssiinc.ca

www.sales-i.com

Current Office Solutions in Bryan, Ohio, converted to SSI in October 2008, mostly because the price was right. But there was a lot
more to it than just a competitive price.

Firmin’s Office City with locations in Texarcana, Mt. Pleasant, and
Carthage, Texas, has been using sales-i for the past three
months. It’s still early, but president Chuck Firmin says that the
biggest benefit to date has been the ability to target specific customers with specific promotions.
Every week Firmin’s Office City promotes a different product category. For example, one week they may target customers buying
supplies who aren’t buying janitorial. Customers within that niche
receive a sales-i alert and Firmin’s sales people follow up.
The first sales-i alerts, sent out in early December, went to buyers
among the dealership’s top 1,000 customers who hadn’t purchased their 2010 calendars. The result: the dealership had a
record-breaking December in that category.
Firmin’s has seven sales people and three customer service reps
using sales-i on a daily basis. As might be expected some veteran
sales reps didn’t immediately see the opportunity or understand

“We can completely customize the system for how we want to
use it,” says Nicki Cogswell, accounting manager. She also likes
that anytime Current Office Solutions requires specific functionality, SSI will get it done.
“There’s been at least three modifications done just for our company in the past year,” says Cogswell. “When we need something,
they listen to our concerns and bend over backwards to meet
them.”
Cogswell also says the sales analysis provided by SSI is helpful
for growing revenues. “It’s allowed us to analyze our sales and
our customers and increase our margins by looking at what customers are buying,” says Cogswell. “We’ve seen a big increase
in our margins because we’ve been able to analyze [buying patterns] so much better now.”
continued on page 38
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One of the new enhancements that works well at Current Office
Solutions is GC Contracts.
“It’s a more detailed contract assignment tool for assigning pricing structure to customers,” explains Cogswell. “That’s something
that was very important to us. When we first started it was more
generic and all your customers were either Level 1, 2 or 3. Now
we’re able to assign pricing structures to our customers in a more
sophisticated manner and that increases our margins quite a bit.”

Thalerus
www.thalerus.com
Collins Office Supply in Charleston, South Carolina, began using
Thalerus’ Vendere Aim and Vibe in February 2008. One of the primary factors for selecting the system was its status as a hosted
solution.
“We’re a small company with 13 employees and I’m the IT department and I don’t know anything,” laughs Ray Dickinson, general manager at Collins Office Supply.

an invoice,” he cites as one example. “Back then, we’d have to
find it, make a copy, fax it or scan it and e-mail it. Now it’s like
three clicks and we can have the invoice e-mailed to the account.”
“With our old system, once the month was closed, it was closed,”
notes Dickinson “You couldn’t go back to that period of time and
do anything. Now if I want to go back and see what our sales person’s commission was in May of last year, I can set the parameters from May 1 to May 30 and boom, that’s the same report I got
back last May and I love that.”
Dickinson also gives kudos to the e-commerce side of the system. “It’s very easy to find something, it’s not scrolling page to
page,” says Dickinson. “You can type in a very long description
of something…if you want a white binder that’s one inch and a
D-ring on it, put that in and it brings up five or six different items
to select from. Customers like that part of it.”
He also likes the system’s ease of use. Collins’ supplies sales reps
usually can sit down with a customer and get them up and ordering in a matter of minutes,” he reports.

Dickinson says the change has made life a whole lot easier at the
dealership.

Scott Cullen has been writing about the office products, office furniture, and office equipment industries since 1986.

“We get numerous calls a day from customers wanting a copy of
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“We landed a very large account we could not have done it without
Thalerus’ Vendere webstore. Our new customer loves it.”
Ray Dickinson, Collins Office Supply
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CORE COMPETENCE:

Your
Competitive
Edge
By Bill Kuhn

What Core Competence Is and
Isn’t
A dealer often mistakenly associates core
competencies with the laundry list of
dealer strengths, thinking back to the traditional SWOT planning tool (Strengths,
Weaknesses, Opportunities, and Threats).
Dealers have erroneously included core
competencies such as a well-defined vision, experienced personnel, a productive
sales force, strong product lines, customer
relationships or financial stability. However,
a specific strength or discrete skill does
not by itself constitute a core competency.
By Hamel and Prahalad’s definition, a core
competence is a bundle of skills and technologies that enables a company to provide a particular (unique) benefit to
customers.
An example of a core competence could
be unparalleled delivery systems. This
competence would be based upon a
dealer’s ability to inform and communicate
with customers in real time; a highly competent, experienced and well trained staff;

accurate, complete and timely deliveries;
the integration of varied skills and technologies, and indicators that measure
quick, efficient and on-time performance.
Another core competence might be fierce
customer loyalty to dealer brand (the
“dealer mystique”). This competence
would require an integration of specific elements such as company-wide training
and understanding of customer needs and
priorities, value propositions, consultative
selling, partnering, CRM (customer relationship management), and marketing and
communicating your brand and differentiated value.
In our consulting engagements, other
client examples of core competencies
have included unprecedented fast cycle
time, customer intimacy and mindshare,
technological leadership and innovation,
unique product and service selection that
closely mirrors specific customer needs,
strong alliances within all levels of the distribution chain, unique value-added solutions for every major customer and a
continued on page 40
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culture that embraces change and technology.
Each of these competencies is built upon
the integration of several discrete skills
and technologies.
The above competencies do not constitute a checklist. Core competencies differ
among dealers, just as the internal corporate culture is different for every organization. Every dealership is unique, with its
own set of competencies.
A dealer should have at least one outstanding core competence. Unfortunately,
many dealers have none—which, of
course, is only manageable if that’s the
case for your competition!

An Approach for Developing
Your Core Competence
Where do you start?
n Bring your key players together to
discuss and explore the core
competencies that may exist in your
dealership.
n Devote the time necessary to
probe deeply, question and
challenge whether any competency
mentioned by the group really exists
within your dealership and/or falls
under the true definition of a core
competence.
According to Hamel and Prahalad, there
are three tests for a core competence:
1. Customer value. A core
competence must make a
disproportionate contribution to
customer-perceived value. Hamel
and Prahalad caution that one of
the biggest pitfalls in attempting to
identify a core competence is in
failing to apply the test of
customer-perceived value.
2. Competitor differentiation. To
qualify as a core competence, a
capability must be competitively
unique and difficult for
competitors to imitate.
MARCH 2010

3. Extendability. A core competence
must have extendability; a
competence cannot be a core
competence if there is no way of
imagining an array of new
products or services resulting from
the competence.
In helping to determine the core competencies that your dealership may have, ask
your team to respond to the following
questions:
n What does our dealership do that
is unique?
n What is most valuable to our customers?
n If we can only have one core competence, what should it be?

Core Competencies
Must Be Ongoing
Once you’ve identified and developed
your dealership’s core competencies, success will also be based upon identifying
those competencies that will be needed in
the future to build and protect your market.
Ask yourself:
Are there skills that we don’t currently possess whose absence could undermine the
competencies we do have? The latest issues both of INDEPENDENT DEALER and
OFDealer, our sister publication on the office furniture side of the industry
(www.ofdealer.com), have emphasized the
importance of improving the talent in your
dealership using training and education.
How can we improve our market position
by better leveraging our existing core
competencies? For office products dealers, this is particularly relevant considering
the opportunities for capturing market
share I discussed in my January 2010 column, “The Year of the Possible Big Box
Implosion—It’s Time for a Pre-emptive
Strike.”

or recombining our current core competencies? In office products, successful
dealers have added entire new products
lines such as jan/san, break room products, coffee and water services, promotional materials and green products. In
furniture, added services have proved to
be a lifeline for many dealers. Going a step
further, as sales of cubicles decline, what
product lines will be taking their place?
Anticipating the markets of the future,
what new competencies should we add?
Which ones will be needed to build and
protect our market? For furniture and office products dealers, this is particularly
relevant thinking about markets such as
healthcare, government and education.
Have we distinguished between our core
competencies and less critical skills and
functions that can be outsourced? There
is a limit to how much a dealer can undertake. No one dealer can be or perform
everything. Focus on your core competencies and identify which less critical skills
and functions—ones that require too
much investment in time, money, and expertise—might possibly be outsourced.
The core competencies of an organization
are the roots of competitive strength and
the gateway to future opportunities. They
lie at the very heart of the strategic thinking
process. Have you taken the steps necessary to develop your competitive edge?

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 303-3319032, or e-mail: BillKuhn1@cs.com.

What do we know that can be transferred
to new opportunities? What new products
or services could we create by deploying
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Generating Leads

with Your Web Site
By Jason Kirby

Do you know how many people visit your web site in a month? Do you
know how they found you? Do you know what they are doing on your
web site?

Google Analytics. If you aren’t currently using Google Analytics, click
here www.google.com/analytics/sign_up.html and follow the instructions
to sign up. Start tracking the data now.

If you can answer these questions, then you make up the estimated 20%
of NOPA members that are using Google Analytics. If you are among the
other 80% who do not currently use Google Analytics, you are depriving
yourself of valuable information about your customers.

n TIP: Don’t worry about interpreting the data until you have accumulated 2-3 months worth.

Analytical data is just the tip of the iceberg. Social Media Marketing and
Search Engine Marketing are two of the top buzzwords in the online
world today. But before you can even begin to think about spending a
dime on initiatives in those areas, you need to make sure your most important online asset—your web site—is ready and optimized to maximize
the return on your marketing investment.

By implementing the changes discussed above, you will convert more
of those prospects into genuine leads and helping to truly maximize the
potential of your web site.
Now it is on you to contact your web master or find someone else you
know can make these changes and make them fast. And always choose
quality over cost when it comes to the brand of your company.

Most independent dealers sell primarily at the local level and do little if
any business online with customers outside their primary trading area.
With that in mind, it is essential to make sure your web site is set up to
capture information from your visitors quickly and easily and ultimately
turn them into leads on which your sales people can act. In order to leverage your web site properly, you need the following:
Contact forms. Providing easy to find contact forms (Figure 1) is absolutely essential if you are looking to turn your web site in a lead generation machine. If you pay a web designer to update your site, it is worth
paying the fee to have them create a form on your web site—preferably
located on every page.
n TIP: The only information you really need to capture is the visitor’s
name, e-mail address and phone number. Initially, just focus on
those three pieces of information on the contact form because asking for more may deter a visitor from filling out the form.
Phone number on every page. People these days do not want to click
through dozens of tough to navigate pages if they can get the answer
they are looking for immediately by simply calling your phone number.
Therefore, make sure your phone number is easy to find on every single
page (Figure 2).
n TIP: Place your phone number either in the top corner of the page
or inside your logo. Most people look for phone numbers in these
two locations.
Credibility Builders. With so many online scams, it is vital that you have
some credibility builders on your web site to make your visitors feel at
ease. A perfect example would be the logos of some of your past clients
or even better would be the Better Business Bureau logo (Figure 3).
n TIP: Put some credibility builders on the homepage.

Jason Kirby is director of the office furniture marketing program at eBoost
Consulting, a digital marketing consultancy that has generated in excess of 20,000
leads for its clients in the office furniture Industry over the past four years. To learn

Value Offering. Give visitors a reason to contact you. The reason can be
as simple as offering a discount in return for submitting a contact form.
You could even provide them a free quote or consultation when they contact you.

more about eBoost Consulting and its office furniture marketing programs, visit
www.OfficeFurnitureMarketing.com or -mail Jason at Jason@eboostconsulting.com.

n TIP: Make the value offering visible on every page and preferably
near the contact form or phone number (Figure 4)
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LOVE
your
Wholesaler
By Tom Buxton

What would have happened if the two major
wholesalers had decided to focus only on
serving the big box channel during the last
20 years?
They would certainly have suffered, but independent dealers like you and my old company probably would have died.
Don’t worry, I’m not being paid by SP
Richards, United Stationers or any other
wholesaler to write this column, so I hope
you will judge the content on its own merits.
My point is simple: Doesn’t it make sense,
every once in a while, to take a little time to
consider who our real friends are?
I am aware that wholesalers make money by
selling to our channel and that they attempt
to improve their profitability over time. Is that
bad?

Look at the investments they make in marketing, infrastructure and sales support. I
hope the wholesalers will continue to be
profitable, because we need their support
now and in the future.
Speaking from my own personal experience, I know the dealership I owned and ran
back in the day could never have grown
quickly enough to become an acquisition
target without the private label offerings that
the wholesalers provided.
They also made me competitive enough
against the big boxes to retain customers at
a good margin and acquire new customers
where price wasn’t the only issue. A good
partner deserves to be profitable, don’t
they?
Notice that I used the word “partner” in the
last paragraph. Life is too short to work
closely with anyone you can’t trust or who
doesn’t provide expertise and resources
that help your business grow.
continued on page 43
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BUXTON: continued from page 42
If any of your current suppliers—including
your wholesalers—provide poor representation, lacks marketing support or still
worse, is someone you really don’t trust—
find an alternative. It’s that simple.
But if they are doing a good job in those
areas, don’t change partners just because
of a few lower prices or an upfront payment.
Speaking as a consultant who has seen
over 100 dealer profit and loss statements
in the past few years, I am convinced that
neither wholesaler is going to lower your
cost of goods so significantly that it will
save your business if it is already struggling.

There is no free lunch.
Haven’t you made the same point to your
own best customers when they are enticed by “prebate” offers from larger competitors?

MARCH 2010

If you believe, as I do, that prebates are
not in your customers’ best interests and
will be recaptured by price increases over
time, shouldn’t you be equally concerned
when you are promised up front money to
switch your wholesale allegiance?
Also, many folks use price comparison
software to select their lowest purchasing
cost. How do you feel when your customers do that to you?
Do you know what will happen if this practice continues? Prices will go up, not down
and other benefits that you can gain from
partnering with your wholesaler will disappear.
Isn’t it time we implemented “the Golden
Rule” with our wholesalers and review
pricing during account reviews rather than
every day? Isn’t that what we think our
customers should do for us?

tionship.
We will just have to agree to disagree, because S.P. Richards, United Stationers and
newer vendors like Image Star, Synnex
and Supplies Network have leveled the
playing field for independent dealers, both
large and small.
Today’s independents compete better
against the likes of Office Depot, OfficeMax and Staples than any time in the past
20 years and I, for one, am grateful for
that. How about thanking your partner tomorrow? You can always go back to beating them up the next day!

Tom Buxton is founder and CEO of InterBizGroup,
a consulting firm that works with independent
office products dealers to help increase sales and
profitability, For

more

information, visit

ww.interbizgroup.com.

I realize many of you may feel I may have
“crossed the line” by suggesting a partnership where you prefer an adversarial rela-
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Time to
Practice
Your
Vowels!
By John Chappelear
Well, here we are, the first quarter of 2010 is behind us.
How did you do? My father used to say: “If you can’t
sell something, at least learn something.” I hope that
this flat economy has been an opportunity for us to learn
more about our abilities, our strengths, our businesses
and the depth of our personal relationships. I think 2009
was a test, and since you’re still here…..clearly you
passed!
In my sales and productivity workshops, I have a pledge
I make all attendees take together right at the beginning.
I have them pledge: I will not whine about the economy.
It’s not about the economy. It’s never about the economy! I have them recite it three times! Then I remind
them that the only thing poor performers do well is make
good excuses.
The real issue is how easy is it for you to maintain your
energy, emotional balance and reduce your stress?
When you can do that, your success is assured.
I recently met a sales manager whose team faced a terrible year in 2009, but yet they were able to grow market
share by focusing on the sales program we call The
Vowels Approach.
Watch your Attitude, Energy/Effort, Intensity/Integrity,
Outlook, and Uniqueness to give you and your team
the chance to succeed every day.
These should be the benchmarks we use to monitor our
behavior constantly, so they become an integral part of
our lives, both personally and professionally. But it takes
a plan. Here’s one that works.

Attitude is “the emotional capacity for effective performance.” It’s not about what happens to you, it’s about
your reaction to what happens to you. Most people decide by the time they get out of the shower what kind of
day they are going to have. The plaque in my master
bath says simply “Each Day is a Gift—That’s Why it’s
Called the Present.” Start with that attitude, and your
day will be fantastic!
Energy and Effort, are critical. Energy “is the fundamental substance of everything in the universe.” Wow! If you
don’t focus your energy, nothing happens! Combine that
with effort—“the use of mental or physical effort to do
something”—and a powerful and necessary combo for
success is formed!
Intensity is “extreme in degree, strength or size.” It’s the
gas pedal in your car. You have to push down or ease
off depending on the curves ahead. Learn how and
when to be intense—you can’t do it all day long!
Integrity is a “steadfast adherence to a strict moral or
ethical code.” It’s your ethical road map and shapes
how others see you and judge you.
Outlook is “a habitual mental state that determines how
you interpret and respond to situations.” This is your
mental picture of the future and the part of your attitude
you share. Do those around you think you have a great
outlook? They’d better, or your personal and professional relationships will suffer!
Uniqueness is “standing alone; radically distinctive,
without equal.” Can you say that you are without equal?
No one has your distinct set of values, experiences, creativity, desires, hopes, dreams and passions. Can you
communicate your uniqueness? It’s the one and only
true advantage you have over your competition!
When I get sales people and owners to think in terms of
their vowels, I see dramatic changes almost immediately. Lifelong learning is the key to an active mind and
an active mind puts you ahead of the competition and
keeps you there!

A former independent office products dealer, John Chappelear is
an author, executive coach, and trainer whose company, Changing
the Focus, LLC, helps develop more positive, powerful, and
balanced individuals and more productive, creative, and profitable
organizations. For more information on how John can help you and
your organization, or to sign up for our free newsletter, visit
www.changingthefocus.com or send an e-mail to:
john@changingthefocus.com.
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The Other Side of

Bill Vendramin
GM, Kramer & Leonard

Going Through Hoops on the Ground and in the Air
If you’ve ever been to an air show, you might well have
seen an Extra EA-300 whizzing by. It’s just 1,400 lbs.
of welded aluminum, fiberglass and fabric but it
comes with a 300 hp engine and is the vehicle of
choice for many aerial acrobats.

ingly important part of Bill’s life, he hasn’t totally
turned his back on the aviation world.

Case in point: Bill Vendramin, general manager of
Kramer & Leonard. Bill joined the Chesterton, Indianabased dealership in 2004 and has played a key role in
helping to grow sales from some $13 million a year
back when he started to over $20 million today.

And as if all the ups and downs of the office products
world weren’t enough, there’s nothing Bill likes better
than to get behind the controls of one of those Extra300s.

His path to office products was not exactly a straight
line. But as someone with a strong technical background—Bill holds a degree in aeronautics and astronautics from Purdue University—he says he very
much appreciates the dealership’s own use of technology, a product mix that included computer products, networking services and high end business
machines and a business model that’s based on superior service and problem solving for customers,
rather than just low price.

Bill’s father was a mechanic in the Air Force, his
brother is a pilot too and Bill himself first took to the
air at the ripe old age of 17.

“It’s like a rollercoaster on steroids,” he says. “Only
you’re about 5,000 ft. above the ground, moving at up
to 200 mph and having to make your own decisions
about where you’re going and how, instead of relying
on a track that’s already laid down!”
Most independents, of course, think nothing of going
through whatever hoops it might take for their customers. But for Bill Vendramin, going through hoops
doesn’t stop there. He’s just as adept at negotiating
those hoops 5,000 ft up in the air as he is at ground
level. Dramamine, anyone?

But even as office products have become an increas-

MARCH 2010

INDEPENDENT DEALER

PAGE 46

THE LAST WORD

Promotional Products
Net Nearly $16 Billion
in Sales
There’s good reason why promotional products
are a nearly $16 billion industry.
Look around anyone’s office and you’re almost
certain to spot a few logoed items—everything
from the Obama bobblehead and drink koozie to
the almighty logoed pen or imprinted T-shirt.
In fact, it’s so easy to start a promotional products business that 5,000 companies joined the
industry in 2009 alone, despite a record recession. Even with 10% unemployment, nearly twice
as many new distributorships started in 2009
than in 2007. And for 2010, projections call for
6,000 new distributorships.
Promotional products or advertising specialties
include anything imprinted with a logo or advertising message and are given to customers as
premiums, prizes, commemorative products or
other incentives. They are powerful one-to-one
marketing tools that businesses continue to rely
on, due to their low cost and high impact.
Here’s why promotional products work:
Instant recall: 8 out of 10 business
professionals remember the advertiser
of a promotional product they have
received.
It’s all business: Most respondents to
ASI’s 2008 advertising impressions
survey (62%) say they have done
business with the advertiser after
receiving a promotional product.
Growing industry: Spending on
branded products was 83% greater than
radio advertising, 73% greater than
Internet ads and five times higher than
outdoor ads in 2008.
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Jarod Hock
ASI
Director/Distribuor Sales

According to ASI’s Counselor magazine, 95% of
all businesses buy promotional products, including (in order of market share): financial, manufacturing, health/medical/hospitals, consumer
products, education/schools/universities, and associations/clubs/civic groups.
Many small businesses—including independent
office product dealers who are TriMega or
is.group members—are adding promotional
products to boost sales and strengthen customer
relationships.
The advertising specialties business has a low
barrier to entry—it costs less than a cell phone
bill to get up and running—and they’re an easy
addition to your current services.
Since you already have a relationship with your
customers, it’s more comfortable for them to purchase an additional service—like promotional
products—from you rather than from a less familiar source.
Let’s say you’re ready to enter the ad specialty
business. Just how do you do it?
In part, through the simple, turnkey tools and
services offered via membership in the Advertising Specialty Institute (ASI).
New technologies make sourcing products and
promoting capabilities simple. ASI offers its revolutionary service, ESP, the most comprehensive
online database that allows you to find and
source every promotional product in the industry
from 3,500+ ASI suppliers.

More than 32,000 distributor salespeople, including 100% of Counselor magazine’s Top 40 distributors, already use ESP to manage their
businesses and increase sales and profit margins.
ASI also hosts free educational webinars and five
tradeshows a year in major markets across the
nation, bringing together the industry’s top suppliers and leading distributors.
In addition, ASI hosts the Advantages Roadshows, a traveling trade show visiting over 70
cities across North America each year. And, there
are plenty of free education sessions at all the
shows.
Once you join the promotional products industry,
how do you get started? Start with the clients/
contacts you already know. Let them know you
are now offering this new service. Set up a promotional products sample display and order marketing catalogs featuring thousands of imprinted
items. Actively promote your web site everywhere. The average order is about $1,000 and
promotional product customers typically buy
three times per year.
What are you waiting for? Contact ASI today at
MajorAccounts@asicentral.com and let them
know that you learned about this great new
opportunity to grow your business through
INDEPENDENT DEALER. ASI offers significantly
discounted package for TriMega and is.group
members so be sure to mention your membership in these organizations.

With ESP, you can create marketing programs,
develop customer presentations, design virtual
samples, generate purchase orders, manage
your clients’ projects and find new ideas.
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