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WINNERS’ Circle
Technology is Still MissionCritical for Your Dealership

PA Independent Office Basics
Celebrates 25th Anniversary

Every year since we started publishing
INDEPENDENT DEALER in January
2007, our March cover story has
focused on technology and it’s not real
hard to see why.

In Boothwyn, Pennsylvania, just outside of Philadelphia, congratulations are in order for John Leighton and his team at Office Basics, which this year celebrates its 25th year of continuous service
to the business community.
The dealership has come a long way from the day John’s father,
Rich, left a successful sales management career with IBM to follow his own entrepreneurial dream.
From the 20,000 sq. ft. facility Rich started out in, the business
has grown steadily and today some 160 hard-working industry
professionals operate out of a 100,000 sq. ft. distribution center
and four additional branch locations.
Even with the downturn, business has been very good, reports
John, due in part to the boost last year’s acquisition of
Moorestown, New Jersey-based BF Molz gave to its office furniture capabilities.
“Before we added BF Molz to our business, a lot of our existing
customers never really saw us as an office furniture company,”
says John. “Even if the office furniture market overall may still not
be booming, we now have the ability to make the most of the opportunities that are out there.”

Putting it simply, there are few other
areas of a dealer’s operations today
that are as critical to success.
It’s hard to get it right, it’s always too expensive and just when
you think you’re where you need to be, some brand new tool,
application or upgrade comes along and it’s time to get out the
checkbook again.
Sure, it’s a pain but the smartest dealers today are the ones
who recognize they have no choice but to do whatever it takes
to keep their technology current to ensure their long-term
growth and prosperity.
The good news, though, is that more and more dealers seem
to be getting it right on the technology front.
It’s a real pleasure to be able to highlight independents with online sales that represent 60-70% of their business or more.

Also adding to both the top and bottom line are an aggressive
new business development effort and a steadily broadening product offering.

And the same holds true for those who are using CRM and/or
sales intelligence solutions to drive sales growth and new business development or who have developed a focused social
media strategy that is generating valuable visibility on Facebook, LinkedIn and similar platforms.

“Our coffee business is basically out of control,” John reports
happily, “with sales in that category doubling every year over the
past five years.”

Hopefully, your dealership has got a good technology story of
its own to tell. If so, we’d love to hear about it and an e-mail
(simon@idealercentral.com) is always welcome.

In addition, he adds, the dealership is also finding solid growth in
industrial packaging and mailroom supplies and accessories.

If not, it’s way past time to do something about it. Effective deployment of technology is absolutely mission-critical to any independent’s future and if you’re not giving it the attention it
deserves, you’re putting your business at serious risk.

Sounds like John and his team have plenty to celebrate in addition
to an impressive landmark for the business. Congratulations and
here’s to the next 25 years!

OEC, Alabama Independent, Aims to Trump the
Competition with Innovative Sales Contest
At first glance, Tom Bramlett, president of Mobile, Alabama-based
independent OEC, looks about as unlike Donald Trump as it gets:
a soft-spoken southern gentleman with a normal-sized ego and
nary a combover in sight!
But there may be more of a resemblance than you might think, if

Just ask your customers, particularly the younger ones who
only want to order line because that’s where they do everything
else and who will expect you to talk to them via Facebook,
LinkedIn or Twitter because that’s what all their friends do.
If you’re not there for them and communicating the same way
they do, they’re going to go away. And sooner or later, so will you.
That’s all the reason you need—never mind the opportunity to run
your own business more productively and profitably—to make
technology a top priority today and for the foreseeable future.
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MARCH 2012

INDEPENDENT DEALER

PAGE 2

WINNERS CIRCLE

CONTINUED FROM PAGE 2

a recent, highly successful sales contest at
OEC offers any indication.
Under the direction of EVP Gerri KennedyHolland, OEC recently rolled out its own version of Le Donald’s Apprentice reality TV
show, splitting the sales force into two
teams (male and female) that competed for
bragging rights at the dealership and some
special prizes.
The contest started in January and is due to
run for six months. Here’s how it works:
Both teams are assigned the same new
product each month and tasked with developing a marketing plan and sales presentation for that product. The manufacturer
provides samples and sales literature and
also comes in to judge the presentations.
At the end of the contest, the winning team,
as judged by the manufacturers and OEC
management, receives an extra $100 a month
on their gas allowance for the next six
months, and the grand prize winner, the
salesperson who makes the best presentation
overall, earns a Caribbean cruise for two.
“We wanted to get our sales team thinking
outside the box and also offer a fun way to
provide some useful product knowledge
training,” explained Gerri. “It’s a true winwin-win that’s good for our manufacturers,
good for our salespeople and good for our
customers,” she says.
And if it helps to bring a few more sales dollars to the dealership at the same time,
that’s fine, too. Now if only Tom can work on
that combover!

Superior Business Products, NY
Dealer Garners Positive Local
Media Coverage

Case in point: Ray Seefeld and his team at
Ray Seefeld at Superior Business Products
in Schenectady, New York.
Ray does some advertising with a local talk
radio station. That led to an interview last
month in which Ray happened to mention
that despite all the generally negative news
on the economy, Superior has been doing
just fine as a locally owned and operated
business.
That interview prompted both the local
CBS-TV station to include Ray and his dealership is a new report they were doing on
local businesses and Ray’s Chamber magazine to interview him for a story they were
doing!
The result: a significant increase in local visibility for Ray’s dealership and a strong
boost to his team’s own morale.
“We were up 8% in 2010, up another 51/2% last year and looking for another 8%
gain in 2012,” Ray reports. “That’s good
news, particularly for a locally owned business, and we were happy to find an opportunity to get the word out.”
Not surprisingly, feedback from all the coverage has been overwhelmingly positive,
with Ray’s sales team and drivers reporting
some very nice comments from customers
and some equally positive postings on the
dealership’s Facebook and LinkedIn pages.
“The buy local message is very important for
us and we try and communicate it at every
opportunity,” Ray says. “Particularly in the
current economy, more and more people recognize the benefits of keeping dollars in the
community and it was nice to see our local
media helping the causel.”

In Memoriam:
Lisa Vaughn, Greenville Office
Supply Sales Manager
Lisa Archie Vaughn, sales manager at
Greenville Office Supply (GOS) in Greer,
South Carolina, died January 28 after a
courageous battle against cancer. She
was 40 years old.
Lisa joined GOS as its sales manager
some 5-1/2 years ago. She had previously served as sales manager for
Young Office Supply in Greenville.
“Lisa was a remarkable person and she
will be deeply missed and fondly remembered by all who knew her,” said
GOS president Charles Scales.
In addition to her parents, Lisa is survived by a brother, Michael Archie Jr.,
and his wife Sarah; two nephews, John
and Joe, as well as many aunts, uncles
and cousins.
Memorial contributions may be made to
the "Goodbye Earl and Eunice" team
who will be walking for Lisa at the American Cancer Society’s Relay for Life
fundraiser, May 18 in Roebuck, South
Carolina.
For more information or to donate, visit
http://main.acsevents.org/site/TR?pg=t
eam&fr_id=40251&team_id=1093977

Another Acquisition for AAA
Business Supplies & Interiors, San
Francisco Dealer

or send an e-mail to
For.The.Love.Of.Lisa.2012@gmail.com.

San Francisco-based AA Business Supplies
& Interiors has acquired the commercial office products division of MBA Office Supply
in San Jose.
When it comes to public relations and generating positive coverage of their business
in local media, most dealers take the view
that they’re too small to attract any interest.
But sometimes, all it takes, is just a little
effort.

The deal, the eleventh acquisition for AAA in
recent years, expands its presence in the
Silicon Valley/South Bay market.
Key MBA commercial division employees will
be joining AAA and MBA Office Supply will
CONTINUED ON PAGE 6
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Local Service, Nationwide and Beyond

AOPD’s only purpose—
to develop national programs
with consistent,
competitive pricing, and
dedicated local service

AOPD customers enjoy the benefits of a national
purchasing program including competitive pricing,
extensive product selection, and accurate summary
invoicing and reporting. In addition, they enjoy the
advantages of working with a local committed distributor
including unparalleled levels of customer service, order
fulfillment, and problem resolution. All of AOPD’s locally
owned and operated dealers take an active role in their
business communities. When a customer purchases
their office products from an AOPD dealer, they know
that their dollars will stay local and help finance the
infrastructure of their community!

That’s us.
That’s AOPD.
AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com
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continue to operate and service federal government customers under its GSA contract.
“AAA has long been aware of the success
of MBA in the South Bay.” said AAA’s Steve
Danziger. “We are delighted to welcome
the highly experienced MBA professionals
to the AAA team and look forward to leveraging our combined experience and resources to further benefit our client base.”

Industry Veteran Mike Maggio
Joins VA Dealer The Supply
Room Company to Run Frank
Parsons Division

hunt” that not only provides a fun way to
check out what’s new but also comes with
three grand prizes for some lucky winners.
“Economy has been a single source supplier for the office since 1949 and our new
website combines our long-time tradition
of outstanding quality and competitive
pricing with state of the art technology to
create a buying and customer service
experience that’s designed for the 21st
century,” says Economy Office Supply
president Deborah King.
Customer response has been very positive,
reports VP of operations and marketing
Karla Veliz, with the new look generating a
healthy boost in web traffic.

Last Month on

Facebook

A look at some recent
postings from independents

Advanced Office Solutions in
Gainesville, Georgia
“Check us out on Manta. We fully support buying locally. Three times more of
your dollars are re-circulated in the local
economy when you buy local.
Why not support our local economy and
job market by keeping it close to home?
Do you think you'll pay more if you don't
buy from a big wholesale chain? Not
true. We have low overhead so are not
forced to increase prices. We give you
the lowest price up front. No bidding
wars, points or or rewards to redeem,
special plans or contracts.
At AOS we take the time to get to know
your needs and purchase accordingly.
Customer service is one of our best assets. When you work with AOS you'll see
why our customers are so loyal and have
been with us for years.”

Industry veteran Mike Maggio has joined
Ashland, Virginia-based TSRC, Inc., parent
company of The Supply Room Company,
as general manager of its Frank Parsons
division.

Cornettes Office Products,
Hopkinsville, Kentucky

Mike, who joins the TSR team from manufacturer Group Dekko, has over 30 years of
office products industry experience including 12 years as an independent dealer, 14+
years with S.P. Richards in various senior
management roles and 4+ years as president and CEO of ActionEmco.

“We have excellent customer service,
wonderful sales people, the lowest
prices in town and are the ONLY locally
owned and operated office product
business.
But we want to do more. Please let us
know what can we do here at Cornettes
to make us even better?”

Economy Office Supply, CA
Dealer, Uses Scavenger Hunt to
Launch Redesigned Website
In Glendale, California, Deborah King and
her team at Economy Office Supply have
come up with an innovative way to launch
their recently redesigned website.

As long as we can find them, we’ll feature each month some social media
postings designed to give other dealers
useful content ideas.

To celebrate the new look, the dealership
has hidden a few "Economy Office Truck
Images" in various sections of the site, to
offer visitors an entertaining “scavenger

If you’ve got any of your own you’d like
to share, just send them along
(simon@idealercentral.com) and we’ll
take it from there.
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Firmin’s
Office City
Texarkana, Texas

Four Generations and Going Strong
by Jim Rapp

It’s All About Our People

A fourth-generation family business is a
rarity today, especially one that is growing by leaps and bounds. Yet that’s exactly the way to describe Firmin’s Office
City in Texarkana, Texas.

To the question, “What’s your secret of
success?” Chuck’s quick response was,
“That’s easy. It’s our people. We try to
help them be the best they can be.
Training is very important here. In addition to our own individual and group
training, we use United Stationers and
manufacturer training programs.”

Now operated by fourth generation
Chuck Firmin, along with his wife Ruby
and sister Kathryn, the company has
grown from one location to four, with
branches in Mount Pleasant and
Carthage, Texas and most recently
through an alliance with a printing business in Tyler, Texas.
Chuck’s father, Charles Firmin, Jr., retired when he sold the business to his
son a few years ago, but at age 73, he
still makes regular calls on his favorite
customers.
Family involvement is rounded out by
Chuck and Ruby’s son Steven, who although still in high school, has helped
develop the company’s website.
When Chuck graduated from college, he
taught school for a while, but returned
to the family business when his folks
retired.
MARCH 2012

In addition to growth through acquisition, Firmin’s added copier sales and
service in 2004 and is now an authorized
Konica Minolta dealer.
More recently they’ve added managed
print services, an area which is growing
rapidly.
What does the future hold? “We’re expanding our geographic boundaries
while working to increase margins with
improved pricing practices and lowering
our cost of goods,” Chuck explains.
“Just like other dealers, we have to operate more efficiently while selling a
wider range of products and services to
current customers. We’re not waiting for
the economy to improve. We’re building
our business now.”
INDEPENDENT DEALER

“Will there be a fifth generation to take
over the business?” I asked. “I don’t
know,” was the response. I want my son
to do whatever makes him happy, and
at age 17 it’s too early to tell.”
As Firmin’s celebrates its 90th year in business, it’s nice to know that so many family
businesses are alive and well among the
independent dealer community.

 Firmin’s Office City,
Texarkana, Texas
 Chuck Firmin, President;
Ruby Firmin, Vice President
 Supplies, furniture, equipment,
printing, MPS
 Founded: 1921
 Sales: $7.5 million
 Employees: 30
 Partners: Independent Stationers,
United Stationers
 Online Sales: 30%
 www.firmins.com
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If you have news to share - email it to
Simon@IDealerCentral.com

AOPD Annual Meeting Highlights Growth on Multiple Fronts

AOPD executive director Bud Mundt (right) with President’s Award winners
Mark Jendreski of Energizer and Lynette Read of Tejas Office Products.

With 51 new commercial accounts and a 14% sales gain last year, AOPD president Karen Bogart and executive director Bud Mundt had some good reasons
to be smiling at their annual meeting last month.
The office products industry may have spent much of the past few
years fighting a stubborn recession, but you wouldn’t have known
any of that from AOPD’s 2012 Annual Meeting in Palm Springs last
month.

recognition of their support for AOPD and the independent dealer
community.

The dealer national accounts marketing organization drew representatives from over 50 dealer members and some 30 business
partners to an event whose theme, “Focus on Growth,” was very
much reflected in the formal program and the traditional one-onone meetings between AOPD’s dealer members and their business
partners.

“Despite all the challenges of a weak economy, AOPD is growing
on just about all fronts and providing convincing evidence that independents today have the ability to go head to head with the big
box players for national account business and come out winners.”

On the growth front, AOPD president Karen Bogart of Austin-based
Convenience Office Supply reported the addition of seven new
dealer members and six new business partners to the organization
in 2011.
The group said it also signed 51 new commercial accounts last
year and posted a 14% sales gain in 2011 over the previous year.
Meeting highlights included an inspiring presentation by keynote
speaker Jim Miller, “The Corporate Coach,” who challenged AOPD’s
dealers to make 2012 “the Year of the Contract” by embracing a culture
of teamwork to build success, and an information-packed presentation
by marketing expert Sam Richter on making the most of Internet search
engines.
Also at the meeting, AOPD honored dealer representative Lynette
Read of Tejas Office Products and business partner representative
Mark Jendreski of Energizer with its annual President’s Award in

“This was AOPD’s 34th annual meeting and it brought together an
organization that is stronger than it’s ever been,” commented
AOPD executive director Bud Mundt.

Independent Stationers Announces 2011 Sales
Results, Launches New Websites
The Independent Stationers dealer group has announced its sales
results for 2011. Some of the highlights included:
 An increase in membership of 49 new dealers
 A 31% increase in RDC and non-RDC sales over the previous
year
 A 44% increase in furniture sales over the previous year
 Dealers’ sales to the federal government more than tripled under
the group-held GSA Schedule 75 and FSSI OS2 BPA.
The group also said its national account sales generated tens of
millions of dollars in consumer sales, servicing well over 100,000
CONTINUED ON PAGE 11
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end-users from over 3,200 public sector
agencies, healthcare facilities and banking,
as well as general commercial accounts.
In addition, the organization announced the
launch of both a redesigned and enhanced
general website and one specifically
designed for its federal government
customers.
The general website, under the new URL
www.independentstationers.coop, consists
of a public section and separate dashboards for dealer members and the group’s
vendors. The old website, isgroup.org, will
be shut down and will redirect to the new
location.
New features and functionality include an
easy-to-use navigation system, modern design, search capabilities, enhanced and redesigned Member Locator, RSS news feed,
improved document library for price files
and promotions, events calendars and
more.
IS said its new federal government sales
website, under the new URL http://fssi.in-

dependentstationers.coop, was created in
response to GSA’s desire to have all FSSI
OS2 BPA vendors have an online ordering
platform in addition to GSA Advantage and
DOD Emall.
IS also announced that it was recently recognized as an Outstanding AbilityOne distributor for 2011, a special honor given by
the Committee for Purchase From People
Who Are Blind or Severely Disabled.

TriMega Adds MPS Director
Following the
announcement
earlier this year
that TriMega has
joined
forces
with with INTEC
technology resellers buying
group, TriMega
announced last
month that Brian
Stevenson has joined the organization as di-

rector of managed print services.
Stevenson, the former president of LaserNetworks, a leading MPS provider recently
acquired by Xerox, will be tasked with the
job of developing a leading edge MPS
program for TriMega members, the organization said.
During his time at LaserNetworks, Stevenson more than doubled the business to become one of the largest independent MPS
providers in North America.
"We are excited to have an expert like Brian
lead our MPS effort to get independent dealers engaged in the rapidly growing MPS
arena,” said TriMega president Charlie Cleary.
“We agree with industry projections that
just five years from now, 50% of toner sales
will be through MPS, and as such are taking
a strategic and proactive approach to capturing our share of the MPS business on
behalf of our members.”

CONTINUED ON PAGE 13

Six varieties so good
you’ll question your sanity.
Cashews OFX-00050
15 oz tub of gourmet quality cashews. Easy to carry.
Great for meetings! Zero cholesterol & trans fat.

Pistachios OFX-00051
13 oz tub of gourmet quality, jumbo-size, shell-on pistachio nuts.
Easy to carry. Great for meetings! Zero cholesterol & trans fat.

Sesame Snax OFX-00052
13 oz tub of sesame stix and rice crackers,
blended to a perfect mix of crunch and taste.

Wasabi Party Mix OFX-00053
10 oz tub of zesty munchies to satisfy your hunger any time of day.
Tasty rice crackers, wasabi-coated peas & peanuts, sesame stix
and other crunchy bites will definitely kickstart your taste-buds.

Deluxe Mix OFX-00054
12 oz tub of gourmet quality cashews,
almonds, brazil nuts, hazelnuts, pecans &
macadamia nuts. Zero trans fat.

Happy Heart Mix OFX-00055
16 oz tub of love for your heart. Mix includes
cranberries, cashews, almonds, walnuts and
pumpkin kernals. Zero trans fat.

www.OfficeSnax.Us
“The Leading Provider of Food
Snax and Beverages to the
Office Products Industry”
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BPGI CEO Jim Preston Announces Retirement
Jim Preston, CEO of the BPGI
international dealer group consortium for the past ten years, is retiring to spend more time with his
wife and family. BPGI chairman
Claude Ackermann made the announcement last month.
“Jim has made an invaluable contribution to the growth and success
of BPGI,” said Ackermann. “We
have grown from 11 members in 9
countries to 22 members in 20
countries under his leadership. We
have seen the successful merger of
BPGI and Euro Buro in 2004, ongoing membership growth and in
2012 the addition of our newest members from two exciting emerging markets; Russia and South Africa.”
Ackermann said Preston formally retired March 2 but will remain
with the organization to provide administrative services while the
organization searches for a successor.
“I have just completed my 36th full time year in the industry and
10th year with BPGI,” commented Preston. “I have been blessed
to work with many talented people; both vendors and dealers. The
independent dealer community is enjoying a renaissance and I
hope that BPGI has played some role in that success. BPGI’s mem-








 




BSA to Honor Smead’s Sharon Avent with its
2012 Leadership Award
The Business Solutions
Association
(BSA) has announced
it will present Sharon
Hoffman Avent, president and CEO of
Smead Maufacturing,
with its 2012 Leadership Award, the
association’s highest
BSA’s 2012 Leadership Award Sharon Avent of
Smead (left) was recognized last year by the honor. The Leadership
Women's Business Development Center as its 25th Award, now in its 16th
Anniversary Entrepreneurial Woman of the Year.
year, recognizes dedication to the industry and longevity. Award winners must also have
business acumen, be forthright, have the highest integrity and a cooperative spirit.
“This year’s winner of this prestigious award truly represents leadership in every sense of the word,” said BSA president Mike Wilbur
of Cosco Industries.
CONTINUED ON PAGE 14




 
 

bership has never been stronger and we have very capable and
knowledgeable staff in Wilma van Hal and Charles Volkman.”
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make a fortune. It takes Hyperion.
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Avent has been dedicated not only to the
continuing success of her company, but
also to her community. She has served on
the boards of the Minnesota Historical Society, Regina Healthcare, Shattuck-St.
Mary’s School, where was recently named
Trustee Emeritus, and is president of the
Hastings Public Schools Foundation.
Of her many awards, she says she is most
proud of receiving the prestigious “Spirit of
Life” Award from the National Office Products Industry for her support of the City of
Hope cancer research and treatment center. Avent was the first woman to receive
this honor in the office products industry.

ECi Software Solutions Reports
Record Results for 2011,
Launches ECiCloud for DDMS
Dealer technology provider ECi Software
Solutions has reported it achieved a 25%
growth rate in 2011 over the previous year.
ECi said more than 670 new companies
joined its customer base during the year,

including 150 new ECi Acsellerate customers.
ECi highlighted its 2011 Connect Conference for systems users as a major success.
“Everyone involved in the conference
benefitted,” said ECi president and CEO
Ron Books “Plans are already in the works
for our next national meeting in 2013 as
well as our regional meetings for this year.”
ECi also made two major acquisitions in
2011: FMAudit and Digital Gateway.

OPWIL Hosts Networking
Event at PaperWorld

Separately, ECi announced the launch of
ECiCloud for DDMS.
“The cloud is where ERP technology is
headed, and we are committed to keeping
our customers on the cutting edge of this
technology to help them improve efficiency
and increase profitability,” commented Tom
Gerrity, senior vice president of operations
for ECi. “Cloud computing opens up a
range of possibilities in regards to
information sharing and mobile use and we
are very excited to introduce this to our
customers.”

OPWIL’s networking event at this year’s PaperWorld show drew some 50 women executives
from all industry channels to share ideas and
information.
The Office Products Women in Leadership
group (OPWIL) recently held a special networking event at the 2012 PaperWorld
show in Frankfurt, Germany.
The event drew about 50 women from
across all industry channels and provided
an opportunity for attendees to share ideas
and information on common concerns.

WORLD PREMIERE
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DURAFRAME® SELF-ADHESIVE MAGNETIC FRAME
B YYEE-BYE
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DURABLE’s DURAFRAME®—

AND
AND

THUMBTACKS
HUMBTACKS!

a contemporary self-adhering display sign with hinged magnetic front to create
professional-looking signage/displays quickly and easily. Bid farewell to tape,
thumbtacks, etc. DURAFRAME® offers a simple, stylish yet efﬁcient way to
organize, display and update important information.

Features
t Adheres to any smooth, solid surface—simply peel, stick, done!
t Special adhesive allows for repositioning from one location to another*
t Sturdy lens cover pulls back effortlessly, allowing for speedy insert updates
t Magnetic seal holds inserts securely in place
t Can be read from both sides when afﬁxed to transparent surfaces, such as glass
t Available
v
in tabloid, letter and half letter sizes

Item#

Description

Size

DBL4877-01
DBL4878-01

Letter
Half-Letter

81⁄2" x 11"h
51⁄2" x 81⁄2"h

DBL4876-01

Taabloid

11" x 17"h

Visitit us on the web
Vis
to learn more about
DURAFRAME
D
URAFRAME®
DURABLEOFFICEPRODUCTS.COM

*Non-removable on wallpaper,
painted surfaces and wood.

DBL312-2011LN
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“This was our first event in Europe and it went really well,” reported
OPWIL board member Janet Bell of OPI magazine. “It was a great
way to grow the membership and help OP women to network.”
Bell said similar events are planned for upcoming tradeshows in
the U.S. and she encouraged all women in the office products industry to join the OPWIL LinkedIn group to receive updates on future networking events.

JumpTech Announces MBS DEV Integration
Jump Technologies last month announced the integration of its
JumpTrack proof-of-delivery system that captures signatures for
delivery confirmation purposes with MBS DEV.
“Our customers require a mobile proof-of-delivery system that is
easy-to-use, affordable, and seamlessly compatible across multiple operating systems,” said T.J. Crayne, vice president of sales
and business development for MBS DEV.
“JumpTech’s JumpTrack solution meets those requirements, and
we are pleased that MBS DEV customers are able to take advantage of a mobile proof-of-delivery system that offers iOS and Android compatibility across smartphones, tablets, and secure cloud
services.”

United Stationers Publishes White Paper on Mobile
Worker Purchasing Practices, Introduces CoBranded Innovera Toner Program
Wholesaler United Stationers last month released “TechnologyEnabled Mobile Workers,” a new white paper that details the office
products purchasing behavior of mobile and work-from-home
workers outside the scope of company-controlled buying
departments.
“The growing proportion of mobile and work-from-home employees, coupled with a comparatively low proportion of corporate buying departments’ influence over the purchasing behavior of those
workers, is a beacon of opportunity for informed resellers,” says
Carol O’Hern, United Stationers director of research, analytics and
sustainability.
The white paper outlines the purchasing considerations and
behaviors of mobile and work-from home workers that resellers
can leverage to effectively market their products and services to
this growing demographic.
Findings include the most frequently purchased office product
categories by mobile and work–from-home workers, annual spending averages, the leading attributes linked to purchase selection,
CONTINUED ON PAGE 16
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Legal Size Poly Document Holders
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shopping paths, online activity and supplier perceptions and
preferences.
The white paper is available for immediate download at
http://www.ussco.com/.
Separately, United announced the launch of Innovera Prime, a new
co-branded toner program that gives dealers an opportunity to
have their logo and contact information on boxes of Innovera
toner. More than more than 300 Innovera toner SKUs are eligible
for co-branding under a program that can ship via ground in as
little as three to five business days from order receipt.
“Innovera Prime is the latest development in our steadfast strategy
to build dealer brands and increase customer retention by
resellers,” said Brian Werth, Innovera brand manager at United
Stationers. “The new program not only serves as an additional
branding touch point for resellers, but allows for ease of-reordering
by customers and ultimately diminishes the importance of price
competition.”
For more information, contact your United Stationers account
manager.

West Point Launches Axess Service and Tech
Support
West Point Products has announced the official launch of the Axess
Service and Tech Support portal.
The company said the portal is designed to allow Axess dealers to
pursue and support nation-wide service contracts by leveraging
trusted third-party services technicians and complements West
Point Products’ existing Axess products and services offering.
“Our strategy with the Axess suite of products and services has
always been to make our dealers as competitive in their markets
as possible by providing the tools they need to manage their MPS
contracts more effectively,” said Ray Loisel, senior vice president
of managed print services, “The Axess Service and Tech Support
Portal is the next stage in Axess’s’ evolution, and will allow our
dealers to pursue contracts that they may have had to back away
from in the past due simply to the size of the deal.”
The Axess Service and Tech Support portal provides dealers with
access to more than 7,000 certified service technicians as well as
nationwide service call dispatch and field support.
The system works on a simple to use ticketing system with options
to contact Axess Service and Tech Support by phone, e-mail, or
online at www.axesssupport.com.
CONTINUED ON PAGE 17
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Diversified Computer Supplies Opens New West
Coast Distribution and Sales Facility
Imaging products wholesaler Diversified Computer Supplies has
announced the opening of a new west coast distribution and sales
center in Las Vegas.
The new DC will provide enhanced ground next-day service to
California, parts of Nevada, Utah and Arizona. Second day ground
service regions will include Colorado, Utah, Nevada, Wyoming,
Arizona, as well as parts of Washington, Oregon, and Idaho.

The site also includes enhanced cross-referencing links to make it
simple for purchasers to review package options and select coordinating accessories, as well as quick links to AmpliVox’s Facebook
page, Twitter account and the AmpliVox YouTube channel.

Victor Technology Announces Licensing Agreement
with John Wiley & Sons
Calculator manufacturer Victor Technology
has announced an agreement with publishers John Wiley & Sons to manufacture and
distribute the Personal Financial Calculator
for Dummies.

AmpliVox Launches Enhanced Website
AmpliVox Sound Systems has unveiled a redesigned website it
says is designed to deliver a seamless, efficient online experience
to its customers.
The new site contains expanded image options of over 200 products offered by AmpliVox, along with additional resources to assist
customers with product selection.

The company said the new product is
designed to help people take charge of
their personal finances. Victor’s 10-digit
calculator's keys are clearly labeled with
words, not abbreviations, and are color coded for ease-of-use. In
addition, complicated and rarely used financial functions are left out.

The new features, available at www.ampli.com, offer easy access
to the company’s products, including portable sound systems,
computer cart workstations, multimedia podiums, lecterns, electronic accessories and more.
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Disaster Protection

that’s World Class
Phoenix introduces the features
you want, the styles you prefer
and the toughness you expect

Business owners can
experience the futurre
of ﬁrre and water
protection todayy, as
Phoenix is currrently
e
accepting orders from
independent dealers for
Wo
orld Class Files.

“World Class ﬁles
combine every exceptional
element we offer into one
product that’s going to
revolutionize the records
protection industry”
-Jeff McQueen, President
Phoenix Safe International, LLC

Phoenix has had a terriﬁc
decade. But with the
introduction of the Wo
orld
Class line, Phoenix is just
getting started!

Phoenix Safe International,
International,
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theft for paper
We
media and valuables. W
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have more
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e
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shipping with installation
delivery..
and delivery
For information about
Phoenix Safe International,
contact Sharon Maish at
smaish@phoenixsafeusa.com.
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orld Class Line.”
World

www.phoenixsafeusa.com
800-636-0778
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features you want
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effective
files come standard
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NOPAnews
NOPA Plans Capitol Hill Day Sessions on March 27
On Tuesday, March 27, NOPA will host a Legislative Briefing and
organize congressional meetings on Capitol Hill for association
members, including board directors attending the spring board
meeting the following day.
This event offers a unique and important opportunity for all NOPA
members to meet with their elected officials and senior policyadvisors on matters that directly impact our industry.
NOPA president Chris Bates and federal advocate Paul Miller will
co-host the program, which includes a lunch, advocacy briefing
and pre-scheduled meetings with elected officials and top staff
on Capitol Hill.
The event wraps up with an evening reception at the Hyatt
Regency Crystal City Hotel in Arlington, VA, where the luncheon
and briefing also will be held.
Since this is an election year, legislative activity will be
concentrated during the first half of 2012, so NOPA is working to
ensure that U.S. representatives and senators are well briefed on
the independent channel’s key legislative and regulatory issues.
NOPA will focus the program and advocacy meetings with
senators and representatives on two priority topics:

 Federal Strategic Sourcing Initiative (FSSI). With
congressional support, NOPA is continuing to press the Obama
administration, most notably the Office of Federal Procurement
Policy (OFPP) and the General Services Administration (GSA), to
be more inclusive of proven federal contractors as it implements
FSSI in the office products sector.
NOPA has pointed to a recent GAO report to Congress, which
raised questions about the degree of savings GSA has attributed
to the FSSI program.
It also has urged GSA and OFPP to embrace dealer teaming
arrangements more widely in collaboration with FSSI small business prime contractors, without a requirement that authorized
participating dealers give up use of their existing GSA Schedule
75 contracts.

agencies to implement FSSI and most are doing so on a
mandatory basis.
With only 15 blanket purchase agreements (BPAs) awarded,
hundreds of GSA Schedule contractors have seen a major
erosion if not outright loss of federal business opportunities since
FSSI was adopted in June 2010.
The FSSI share of total federal spending continues to rise along
with the total dollar volume flowing through this program, which
now exceeds $200 million annually.

 Small Business Pass-Throughs. NOPA also has been
working closely with law makers on new legislation to require the
Small Business Administration (SBA) to provide Congress with a
specific plan to address the small business pass-through (also
known as “fronts”) program that has become widespread in
federal contracting.
This problem has been especially serious in the office products
industry and also occurs to a significant degree in state
contracting.
NOPA anticipates that by creating a strong SBA rule to ensure
that federal contracting aimed at small business actually is
awarded to and fulfilled by small business, rather than by large
companies that improperly partner with them, it can create a
stronger set of ground rules that also can be marketed at the
state level.
Senate as well as House interest in such legislation is rising, but
a strong spring 2012 push is needed to move appropriations,
general procurement reform or other legislation that can include
NOPA-supported amendments to require SBA action this year.
Independents are invited to join NOPA on March 27 for a welltimed and critically important industry event.

Please contact NOPA president Chris Bates (e-mail:
cbates@nopanet.org; Tel: 703-549-9040, ext. 100) for more information.

Contrary to its original statements, the administration continues
to encourage major federal departments and independent
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21st Century

TOOLS
of theTRADE
for independents
Even in the 21st century, successful office products dealers still rely on old-fashioned selling and
outstanding customer service to win and maintain
customers.
However, today’s dealer has more technology
tools at their disposal than ever before to help
them win business and foster a fruitful customer
experience. For our annual dealer technology review, we spoke with a variety of independents about
the programs and services that are helping them
transform their businesses and compete effectively
with the national big box players. Here’s what they had
to say.

BMI
www.bmiusa.com
Back in 2008, Bernie Garvey and his team at Garvey’s Office Products in Niles,
Illinois were looking for one key requirement when they went searching for a
new e-commerce system: instant gratification.
Garvey says they found that and more with BMI and its OP Revelation platform.
“The web features put us on a par with the big boxes and our internal controls
are much tighter than they’ve ever been,” he says. “We were able to close out
2011 by February 2 and the accountant was out of here in three days, where
before, they used to spend a week or more.”
BMI has also improved Garvey’s online business, he says.
“We’ve gone from about 50% of orders coming in over the web to more than
70%,” reports Garvey. “It took some getting used to doing things different in
the warehouse, but from an overall operational situation everyone is a lot
calmer.”
Asked what life would be like at Garvey’s without BMI’s e-commerce solution,
Garvey serves up a worse-case scenario.
“We’d probably be out of business,” he says.

CONTINUED ON PAGE 23
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Show No Mercy, Slay the Competition with BMI’s OP Revelation™
At BMI, we have always taken care of the underdog, the independent office products dealer. This is why we
developed an e-commerce and back-office solution that arms independent office product dealers with the right
slingshot and ammunition needed to slay Goliath, or as you know them, the Power Channel.

Ready to Conquer The Power Channel?

Contact us today to get an in-depth look at
your battle strategies with BMI OP Revelation™
Call us at (888).580.8382 or visit www.bmiusa.com/conquer.

BMI’s OP Revelation™ E-commerce solution, powered
by Microsoft Technology, levels the online playing field,
offering more than just an ordering platform, it also:
•

Drives Higher Margin Sales Through Dealer Preferred
Product Positioning.

•

Delivers Cross-Sell, Up-sell and Accessories Opportunities
Automatically.

•

Wholesaler Independent – Optimized For United and SPR.

•

Choice of Advanced Search Engine and Content.

Business Management International
529 West 42nd Street, Floor 4, Suite L, New York, NY 10036
www.bmiusa.com

Call us at (888).580.8382
www.bmiusa.com/conquer
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ECi Acsellerate
www.acsellerate.net
Dulles, Virginia-based Guernsey Office
Products was introduced to Acsellerate
back in 2003 but it took nearly eight years
before the dealership was ready to pull the
trigger on the Internet-based sales intelligence solution.
Back in 2003, Guernsey made the decision
to develop their own in-house system—a
basic reporting tool geared to their specific
needs. But over time those needs changed
and a more sophisticated system was
needed.
“I’d been monitoring Acsellerate for the past
eight years and we finally decided to take a
real hard look at it last year, realizing that we
either had to have major upgrades to our existing system or move on and I liked what I
saw,” states Guernsey’s Gordon Thrall.
What Thrall likes about the program is its
simplicity.
“At first people think it’s a little daunting because it offers so many perspectives but
once you understand some of the basic
tools—the filters, the alerts, and some of
the ways you can cut the information—it
makes a lot of sense. You can dive as
deeply as possible into any aspect of the
sales transaction.”
It’s only been a year but Acsellerate has had a
dramatic effect on Guernsey’s business.
“This has really become an age of information and selling is about understanding your
customer, their needs and what they’re
doing,” explains Thrall. “From contract
management to reviewing purchases to understanding what’s up and what’s down as
well as the movement of your customers,
Acsellerate pretty much provides it all.”
The program has also enhanced communications between management and staff at
the dealership.
“It allows you to create alerts so management can direct information via e-mail to
staff in a timely manner,” says Thrall.
Thrall appreciates the tweaks Acsellerate
has been making to the CRM component
of the program. He expects the impact of
CXintelligence, a new module that allows
end users to access their purchasing information through interactive dashboards and
reports, will be huge.
MARCH 2012

“We’ve already deployed it with customers
and integrated it into our proposal package,”
reports Thrall. “It takes the relationship with
your customer from sort of a cat and mouse
game to far more of a partnering relationship.
The transparency is huge and very important
to our largest customers.”
What would life be like at Guernsey without
Acsellerate?
“We’d be less informed for sure,” says
Thrall. “We had some reporting before with
our old program, but not on the same level.
I shudder to think what would be going on
in this marketplace without this information.
It’s a game changer.”

ECi Britannia
www.ecisolutions.com/products/systems/britannia/default.htm
At Jackson Data in Ridgeland, Mississippi,
president Charlie Walley and his team have
been using ECi’s Britannia business management system since 2009.
For him, one of the primary benefits is its
ability to level the online playing field.
“If we don’t have an online presence that’s
as good as any of our big box competitors,
then we’re going to have a big problem on
our hands,” he says bluntly. “More and
more buyers view ordering online as just a
routine part of the business and we have to
offer them a web storefront that’s just as
good as any of the big boxes if we’re going
to continue to compete.”
For Walley, the Britannia system provides
all that and more.
“Britannia gives you a ready-made platform
by which you can market to customers that
would otherwise be doing business with the
Office Depots and the Staples of this world
and that’s very important at a time when the
industry is changing so dramatically.”
The system also delivers for the dealership
as a productivity tool, says customer service rep Loretta Jordan. “With Britannia,
once you have keyed in business information it flows through the system and you
don’t need to enter it two or three different
times. That’s a big time saver.”

ECi-DDMS
www.ecisolutions.com/products/systems/ddms/default.htm
John Hauptstueck, president of Rosa’s Office Plus in Richmond, Indiana has been involved with DDMS in every capacity
imaginable—from his initial foray into the
office products business, to operating as a
consultant in the industry, to working with
DDMS on special projects, and now running a dealership of his own.
Yes he’s biased, but, he says, if the program didn’t work he certainly wouldn’t be
using it to drive his business today.
“One of the things I tell people about DDMS
is that because it’s been around since the
1980’s, what’s inside the package is just
massive as far as the capabilities go,” he
says. “It’s grown so much and they continue to grow it. I look at our DDMS system
as a key employee that has been integral to
our success,” says Hauptstueck.
“Automation is the key to getting the most out
of the DDMS system and if you stay openminded to the new tools and committed to
putting them to work, you’ll find they can help
you run your dealership far more efficiently.”
DDMS has changed business for Rosa’s
primarily because it has automated so
many of their business processes.
Some of the tools within the system that
stand out for Hauptstueck are the Report
Writer and Procedure File (Proc File) functionality which helps automate work that
would otherwise be time-consuming and
labor intensive.
“We have one client, for example, who needs
a specific report on the 24th of each month,”
Hauptstueck explains. “The system automatically runs that report and e-mails it to the customer without any human intervention.”
Rosa’s has also embraced the Planet Press
automated invoice printing and delivery
system from DDMS, so that today, virtually
all customers receive their invoices and
statements via e-mail.

And what would life be like at Jackson Data
without Britannia?

“It’s reduced our cost of postage by $10,000
a month,” boasts Hauptstueck. And what
would life be like at Rosa’s without DDMS?
“Chaotic,” concludes Hauptstueck.

“We’d be back in the 19th century,” sighs
Jordan. “We’d be doing triple typing
whereas now we only do it once.”

CONTINUED ON PAGE 25
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The #1 Software Provider for the Office Products Industry

Stay a

Step Ahead
with ECi technology

Rob Mallin, Village Office Supply
ECi DDMS customer since 2005

Only ECi gives you the tools to stay a step ahead:
• Business systems designed to meet YOUR needs—whether you are a
start-up or a multi-location company
• Manage multiple product lines and verticals using one business system
• Integrated solutions to cover all of your business needs—including
credit card processing, managed print services, business
analytics and CRM
• Best-in-class e-commerce that allows you to compete against
the big box stores

Stay a step ahead! Contact ECi today.

www.ECiSolutions.com/Ahead
Member of

866.374.3221 • www.ecisolutions.com • info@ecisolutions.com
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Evolution
www.evolution-ecommerce.net
Ink4All in Van Nuys, California, switched to
the Evolution e-commerce storefront last
August and so far, reports CFO Michael
Stone, the system has delivered as promised and then some.

“We’re looking forward to running some advertising that way to increase our exposure.
That’s something we haven’t delved into
yet but we’re planning to.”

“I didn’t want a company that could focus
on only one thing and I didn’t want a
company that wasn’t familiar with the office
products industry,” she says.

And what would life be like at Ink4All without Evolution?

“Fortune Web Marketing is diverse enough
and understands how everything fits together
in the domain of ezofficeproducts.com,” notes
Molz.

“We were impressed by the Evolution demo
and even though it was a little bit more expensive than what we were paying, we
have found out since switching that it’s
been worth the cost difference,” he says.

“We’d have at least 60 or 70 fewer orders,”
states Stone. “We’re getting really good
feedback from our customers about having
a user-friendly website and that’s very positive and is really going to help grow our online presence.

“It’s much more user friendly for the end
user, which is important to us,” says Stone.

Fortune Web Marketing

“Also it has given us visibility on the Internet
that we did not have before. We probably
got four or five new customers who were
looking up a particular item and who found
our site and that never happened before we
switched. Evolution has been invaluable in
that sense.”
Looking ahead, Stone is hoping to take advantage of the interface Evolution has with
sites like Google and Nextag.

www.fortunewebmarketing.com
When EZ Office Products in Madison,
Wisconsin, needed to get more social with
their customer base they called in Fortune
Web Marketing, an online marketing
agency specializing in search engine marketing, SEO, PPC, social media, analytics,
and e-mail marketing. And six months later
they couldn’t be happier with the results.
Rose Molz, president of EZOP, did her
homework before selecting Fortune Web.

She’s also enamored with Fortune Web’s
founder Jennifer Schulman.
“Jennifer always has her A game on and is
very much hands-on and involved in her
own company,” says Molz.
Fortune Web Marketing’s ability to stay on
top of the daily changes taking place in the
social media realm is another reason she
likes them.
“It changes every single day and they keep
up on that. If Facebook changes their wall,
the coding, or something like that, they’re
on it right away and know what’s going on.
There’s no way that we could be able to
stay on top of it all.”
Response time is another plus. “I’ll e-mail
CONTINUED ON PAGE 26

Elevated.

MARCH 2012

INDEPENDENT DEALER

PAGE 25

COVER

CONTINUED FROM PAGE 25

Jennifer at midnight and she’ll write back at
2 a.m.” says Molz. “They always respond
immediately when there’s an issue.”

What would life be like at EZ Office
Products without the assistance of Fortune
Web Marketing?

Says Molz, one of the biggest things
Fortune Web has brought to EZ Office
Products is consistency in their online presence—from the website to social media
channels and live chat. The whole effort has
changed the way customers communicate
with the dealership.

“I wouldn’t be as active on the social channels because I wouldn’t have time or be
able to teach somebody else what needed
to be done,” responds Molz.

“Interaction with our customers has
changed significantly in the past six
months,” says Molz. “The only time we
seem to get a phone call is when people
can’t find something, and even now those
calls are dwindling. We still have a few
customers who call to place an order, but
overall, it’s changed the way we do business. They’ll chat with us online or respond
to something on Facebook and ask us to
write back via chat.”

GoldMine from Longbow
www.longbowcg.com
Last year Village Office Supply in Somerset,
New Jersey upgraded to GoldMine
Premium Edition 9.0, the latest release of
the CRM software.
“It’s a one-stop shop for our sales reps to look
at the account, update the account, and bring
all that information into our backend system,”
notes Sanjay Soni, IT manager.
Village Office Supply initially selected GoldMine in 2001 because it was one of the few
CRM systems on the market that could
communicate with DDMS, their backend
system. Plus it allowed for a certain amount
of customization.

“We write our own automated processes to
suit our requirements,” notes Soni.
Like any new business process change,
getting sales reps to accept it was a
challenge, but Soni says they eventually
embraced the program. “It’s the way they
do business now,” says Soni.
Soni appreciates the recent upgrades,
particularly the amount of information each
record can now hold.
“It’s very robust, the integration has been
amazing, the automated processes work
seamlessly, and just like any other software
enhancements, they’ve fixed some holes
and bugs.”
What would life at Village Office Supply be
like without GoldMine?
“We
wouldn’t
have
standardized
processes,” responds Soni. “And now if a
salesman leaves the company, the information on their accounts remains accessible
to whoever takes over that business.”

CONTINUED ON PAGE 27
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GOPD
www.gopd.com
GOPD’s OP24-7 is an e-commerce Web
platform designed for dealers like Martin’s
Office Supply in Granbury, Texas, who put
a heavy premium on the value of competitive intelligence.
The OP24-7 Web Store is integrated with
GOPD’s competitive intelligence database
and provides Martin’s with the ability to match
or beat competitor’s pricing in real time.
Martin’s switched to GOPD in 2003 once
they realized they had outgrown their previous DOS-based program.
“When I started evaluating other software,
flexibility and the ability to do customization
was important to me,” recalls Cody Martin,
vice president. Martin was also attracted to
the program’s Match and Beat pricing
“We have always got a lot of pressure from
our customers to match big box pricing and
having that feature in GOPD has been a big
benefit to us,” he says. “We can now basically say, ‘Put in whatever you want us to
beat, then plug that feature into our pricing

programs. It gives customers the confidence they’re getting a competitive price.”
One recent enhancement to the program that
Martin likes is the new shopping cart, particularly the enhanced graphics and functionality.
“It’s nice looking and I’m pleased with the
work they’ve done on it,” he says.
He also likes the way the program allows
him to customize the site for particular customers and groups of customers.
“We can have one offering for our school
districts and another for our commercial
accounts, for example. I can tweak it for
one customer, a group of customers, or
globally for every customer.”

IBA
www.ibainc.net/opdplus/index.htm
Accurate Office Supply in Carol Stream,
Illinois, has been a long-time user of IBA going
back at least 10 years. Brian Shannon, vice
president, recalls that the program was initially
selected because he liked what the “I” in the
company’s name implies: “Innovative.”
“We find that IBA will do whatever you can

dream up and that been a big plus,” he says.
Earlier in his career Shannon was a programmer and he says he recognizes a quality program and a quality software provider when
he sees one. What he likes most about IBA,
he says, is that they are extremely responsive
to his requests and needs. Among the recent
tweaks and enhancements IBA has made include the ability for Shannon to show his
customers what they’ve recently purchased
while they’re doing a search.
“It gives them a history and the ability to
find what they have been buying and suggest purchases based on that customer’s
buying patterns,” says Shannon.
It’s also been an easy system to learn.
Shannon describes it as “user friendly” and
requiring minimal training.
Asked what life would be like without IBA’s
software, Shannon’s answer is short,
sweet, and pointed.
“Miserable,” he says. “I can pick up the
phone, call IBA and immediately things
happen. Whatever I dream up they’ll accomplish. And they’re affordable.”
CONTINUED ON PAGE 28

Check-out what all the excitement is about.

GOPD is a company on the move, and our new, improved,
more intuitive Shopping Cart demonstrates the innovations
that we have planned for the future. “Check Out” the new
GOPD starting with our newly redesigned checkout system.
To learn more about how we can help your
business, please email sales@gopd.com or call 888-665-9593.

MARCH 2012

© 2011 GOPD

INDEPENDENT DEALER

PAGE 27

COVER

CONTINUED FROM PAGE 27

JumpTrack
www.jumptech.com
The Office City in Redwood City, California,
has found Jump Technologies’ JumpTrack
mobile proof-of-delivery system just the
ticket for keeping track of daily office supply deliveries. It’s technology that’s made
for the times, leveraging Android and Apple
iOS smartphones, and tablets along with
JumpTech’s cloud-based infrastructure.
The Office City selected JumpTrack eight
years ago because they wanted to automate the proof-of-delivery process and
eliminate the need for drivers to lug around
paper manifests. The biggest benefit, according to warehouse manager David
James, is being able to capture a customer’s signature immediately. It’s also
made the drivers more efficient, since whatever is loaded onto each driver’s truck in
the morning is tracked by the system.
“We can just look at the unit and know how
many pieces they have, and it’s all there for
them and saves them a lot of time in the
morning,” says James.

The simplicity of the system is a huge benefit, but Jerry Carroll, vice president of operations, says the biggest plus for
independent dealers is the low cost of entry
to automate this process.
“It’s easy and inexpensive to have it up and
running and we can integrate it directly into
our web-based interface so customers
have access to their proof of deliveries,”
Carroll reports.
“From an operations standpoint it cuts down
on a ton of time and a ton of costs because
it’s very streamlined and automated.”
James and Carroll couldn’t imagine doing
it any other way now.
“We’d have taken back a lot of steps and
would have had to add personnel to do a
lot of the things the technology provides
us,” says Carroll. “Lack of the system
would put us at a competitive disadvantage—the amount of time it takes to pull a
signature, scan it and e-mail it to a
customer. That wouldn’t make us look very
professional either, so from a sales side it
gives us a lot of credibility.”

MBS DEV
www.mbsdev.com
Perry Office Plus in Temple, Texas, made the
switch to MBS DEV last March and it has
changed the way the dealership does business, reports information officer Chris Carter.
“We’ve seen a lot of efficiencies in our
processes from order taking via the website
to order fulfillment in the warehouse to delivery because of the different processes we
enjoy on the system,” says Carter. “From a
technical perspective, maintenance, stability and reliability are outstanding.”
Carter gives the system particularly high
grades when it comes to the search capabilities and ease of use from a customer
perspective.
“About 70% of our orders come in online so
we knew if we wanted to grow we needed a
premier website that was comparable to what
people expect when shopping on the Internet,” adds Shelli Hellinghausen, COO.
“We’re now able to inform them of a backorder situation on the day they place the
order, suggest a substitute item and they’re
CONTINUED ON PAGE 30
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For the future of your business,
invest for the long-run.
MBS DEV provides software solutions to help independent
dealers compete against big-box chains and discount
e-tailers. With the smart use of technology, we empower
business suppliers to grow their businesses in their local
communities and beyond.
Whether you are a small reseller and need a platform for
growth, or a large distributor with complex operations and
supply chain challenges, we have proven, scalable solutions to support your company from back-end to front-end
and everywhere in between.
For more information about MBS DEV & a free
white paper titled “Empower Your Distribution
Business to Compete” go to reg.mbsdev.com/
ID.shtml and enter the code “Independent.”

What do you want to do?
s Win against the power channel?
s Grow online business?
s Improve the customer experience?
s Connect sales to real time customer data?
s Punch out to your customers’ ERP systems?
s Reduce operation costs?
s Market more effectively?

www.mbsdev.com
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still able to get their order the next day,”
states Carter.
It’s features like that which allow an independent dealership like Perry’s to provide
extraordinary customer service. Another
benefit of this system is the physical inventory system is integrated with the financial
component.
“When physical inventory was not tied in
any way to our financial system, it caused
numerous reconciliation issues,” laments
Hellinghausen. “Now, every inventory transaction has an immediate effect on our general ledger and that’s how it should be.”
The fact that the system is Microsoft based
also means it’s easier for internal training
and getting Perry employees comfortable
with the system. And now that they maintain their own website, Perry’s web designer
has been able to implement some analytics
that they weren’t able to do before.
“This enables us to market better because we
know how the website is performing and we
can market to what people are searching for
on the website,” explains Carter.

OP Commander
www.aosware.com/office-supply-dealersoftware/ecommerce/opcommander.php
Galaxy Business Equipment in Winfield,
Kansas, an office technology dealership
that also sells office furniture and office
supplies, has been using the latest version
of AOS Ware’s OP Commander e-commerce solution for the past two years.
“We selected it because we wanted a front
page, but didn’t need a back end and it was
easy to use,” explains Lindsay French, marketing coordinator for Galaxy.
AOS Ware has been extremely helpful for
ramping up office supply sales at a dealership
whose main source of revenue over the years
has been office technology, French reports.
“Their new upgrade has been great. It looks
nice and more customers are using it because it’s simple and quick.” she says.
French also likes the simplicity of the shopping cart and the ability to post specials on
the home page. “You can change those out
and customize pretty much anything.”
French gives kudos to the staff at AOS

Ware who she says are easy to work with
and provide great support.
“You can send them an e-mail and say, “I
need this done and it’s up the next day.”
Galaxy went active with the latest version
of the program in January and already has
seen a nice boost to its online business.
“We’re having a lot more success with office supplies,” notes French who expects
the number of customers ordering supplies
online to continue to grow.
Asked what life at Galaxy would be like
without AOS Ware, French says, “We would
definitely be back in the 1990s and spending a lot more money trying to grow our
office supplies business. If we didn’t have
AOS Ware it wouldn’t grow.”

OP Software
www.opsoftware.com/OP
At Chicago Office Products Co. in
Bridgeview, Illinois, president Ken Henderson was convinced he and his team
needed changes to their website if they
were to stay competive with the big boxes.
CONTINUED ON PAGE 32
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His response: adoption of OP Software’s
Item411, a cross-reference database that
compares the products and prices of the
big box stores to those offered by the independent dealer channel.
The program offers multi-wholesaler, multifacility stock check, and multi-source chain
pricing for not just the usual suspects, but
for Costco, Sam’s and Amazon as well.

box stores and I get pricing files back and
can be competitive with any of those. We
have contracts set up that can beat any one
of them individually and also have it on our
website that we beat Staples’, Depot’s, and
Max’s best price every day.”
It certainly has changed the way the dealership conducts business and the way their
customers shop for products.

With one of the newest enhancements,
Connect411, dealers can connect their
back-end system to Item411’s chain data,
enabling them to create competitive information contracts on their system to match
or beat the chains.

“Our customers don’t have to shop anymore,” says Henderson. “We’re getting big
box pricing every three to four days and
we’re beating them every day. “You name
it, we sell it at or below what their prices
are,” boasts Henderson.

Chicago Office Products went active with
Item411 on Dec. 1 of last year after test
driving the software for six months. With
Connect411 pricing is automatically loaded
into the dealership’s back-end system
along with the big box pricing.

“It’s almost impossible for dealers to compete with the big box stores without this
kind of data because these guys are moving targets,” notes Henderson. “You would
not believe how many items change on a
weekly basis and they’re all over the board.
They’re selling coffee today at $8.99 and
tomorrow it’s $14.99. You can’t be competitive with these guys if you say I’m going to
check the price every three months. You
just can’t do it.”

“It was perfect for us,” says Henderson.
What does he like about it?
“We have a 55,000-item database that it
automatically matches against all the big

In just three short months, OP Software’s
Item411 has helped level the playing field
for Henderson and his team.
“We wouldn’t be as competitive as we are
and customers would be splitting up orders
more without Item411,” he contends. “We
always had price matching on our website
but now we’re proactive, we’re matching
the price automatically so when you place
an order you can see the pricing on our
website is at or below what they are.”

Red Cheetah
http://redcheetah.com
It’s been three years since we last spoke
with Allen Saunders at Sundance Office in
Broken Arrow, Oklahoma, about Red Cheetah’s e-commerce and wholesaler-enabled
ordering solutions. Sundance began using
Red Cheetah’s e-commerce solution in
2005 as part of a company wide effort to
grow their online business. Today, close to
60% of the dealership’s overall supplies
business comes in online.
CONTINUED ON PAGE 33
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“A lot of that is because of Red Cheetah
and their ever-growing system,” says Saunders. “They’re constantly changing it and
are currently in the process of revamping
the search engine that should make the
search capabilities a little closer to what the
customers are seeing with some of the big
box stores.”
Red Cheetah is also helping Sundance win
new customers, says Saunders. “For example, right now, I’m working on a bid proposal for a pretty large oil company that has
their home office in Houston and an office
in Denver. When the Denver office has to
place orders today, they spend the whole
day sending e-mails back and forth getting
approvals. With our system, they key it in,
the order goes directly to the person who
has to approve it, it then goes to the next
person, and then we get it. They like that.”
Saunders also likes how the wholesaler
component of the system works. “You can
take their matrix and tweak it to customize
it for a special customer or make up for
some margin loss.”
And what would life be like at Sundance
without Red Cheetah?
“It would be a nightmare,” says Saunders.
“We would probably not be able to grow
the business the way we have without their
system—not just the online part but every
part of it.”

sales-I
www.sales-i.com
Kramer Leonard Office Products in Chesterton, Indiana is a full service dealership with
healthy revenue streams in a broad range of
products, including office technology, office
furniture and office supplies.
They’ve got a sizable customer base to
service and, says IT director Bill Vendramin,
sales-i, a sales support service that monitors customer behavior and purchasing
patterns, has been a huge help.
Before they switched to sales-i two years
ago, Vendramin was doing a lot of work
himself, manipulating data from the program they were using back then.
“We were doing a lot of work on things like
keeping track of catalogs and where they
were being mailed and it had become cumbersome,” recalls Vendramin. “The CRM
MARCH 2012

piece in sales-i and the sales reports gave
us the impetus to switch.”
The program has made life easier for Vendramin and the Kramer Leonard sales team.
“I’m a big fan of allowing our sales reps to
do their own work,” he says. “In the past
our sales reps would ask me and others on
our staff about what our customers were
doing. Now, with sales-i, they can answer
that question for themselves and because
it’s in the cloud, the information is available
wherever they are and whenever they want
it.”
sales-i has changed the way Kramer
Leonard does business, says Vendramin.
“It takes our data and allows us to turn it into
knowledge we can use to do what we do
best—deal with the relationship between us
and the customer and provide a better service
to that customer,” states Vendramin.
One area where it’s been particularly useful
is in monitoring what’s happening with catalog mailings.
“Like most independent dealers we send
out a lot of catalogs,” explains Vendramin.
“In the past we would just shotgun them
out and it was difficult for us to keep track
of those catalogs.”
With sales-i, Kramer Leonard can better track
who is receiving the books and what those
customers are ordering. It’s helped them close
the gap with the big box stores, too.
“The big boxes are pretty sophisticated with
their catalog strategies,” notes Vendramin.
“We’re not quite there yet, but with sales-i
we’re gaining a lot of ground because we
know the catalog is going to the right person.”
What would life be like at Kramer Leonard
without sales-i?
“We would be continuing on the shotgun approach of mailing out catalogs, loading it up
and blasting it out,” responds Vendramin.
“With sales-i we are constantly improving our
mailing list and distribution strategies, and are
more accurate in whom we’re targeting.”

SSI
www.ssiop.com
Key Stationers in Kansas City has been
using SSI for the past four years and, says
operations manager Shawla Erlandson, the
change has brought new flexibility and productivity to the dealership.
INDEPENDENT DEALER

Erlandson appreciates how she can now
check on her numbers from wherever she
is and that orders can be downloaded directly to the system. Plus the website integrates nicely with Key’s backend system.
“We don’t have to double enter our orders
and it’s freed up our time significantly,” she
says.
The system also gives her a much better
idea of how the dealership is performing.
“With SSI I’m able to monitor things a lot
better than I could before,” she says, particularly useful for a business with four different locations.
What would life be like at Key Stationers
without SSI? “We’d have more headaches,
we’d have software issues, and we wouldn’t
be able to offer our customers the flexibility
we can now,” concludes Erlandson.

SugarCRM
www.longbowcg.com
In Toledo, Ohio, sales manager Robyn Jones
and her team at Current Office Solutions
were looking for a way to bring more structure to new business development efforts.
“We wanted to grow our business and we
wanted something that would provide an actual process to use every day, where you
could store everything in one location,” she
explains.
Mobility was another prime concern. “We
have outside sales reps that are going into
new potential new customers or looking to
expand on the business we have now and
we haven’t had a good way to do that without pulling report after report after report,”
she laments.
The solution: Sugar CRM from Longbow
Consulting.
The dealership has only been using the system for three months, but initial results are
encouraging, Jones reports. “It’s been a
real good experience so far. The data is all
in one place and easy to access and it definitely is helping with our marketing.”
Integration with sales-i is another benefit of
the system. “With sales-i as an add on, we
can click a few buttons and pull up the reports we need,” notes Jones. “It saves
everyone time.”
Jones also gives high marks to Sugar’s InCONTINUED ON PAGE 34
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sideView application that compiles company and contact information from sources
like the Reuters new service and social
media such as LinkedIn, Twitter and Facebook to give sales reps valuable insights on
prospects, so they can pursue them in a far
more focused and informed way.
“Overall the sales reps are able to get out
earlier in the morning and touch more customers with more information,” says Jones.
It’s only been a few months, but she
doesn’t hesitate when asked what life
would be like without Sugar. “We’d still be
at square one. This is truly a stepping stone
for growing our business and making sure
everything runs the way it should be. This
has absolutely taken us to the next level.”

Thalerus
www.thalerus.com
Copy Craft in Lubbock, Texas, has been a
Thalerus house for the past two years, after
switching from a proprietary system they’d
been using for 25 years.

“We were looking for an integrated solution
for back-end functionality and an e-commerce solution for our customers and went
with Thalerus because we were impressed
by how rich the features were, especially
when it came to seamless automation on
quite a few of their processes,” reports
Copy Craft’s Nicole Lancto.
She’s a big fan of Thalerus’s support, from
the training when Copy Craft went live to the
continued support they receive now through
Thalerus’s automated help system. Asked
what she likes most about the system,
Lancto isn’t shy about sharing her opinion.
“Everything is integrated from quoting to
ordering to what I consider very powerful
supply chain management,” she says.
“That saves us time and offers increased
productivity.”
Another thing she appreciates is the system’s
robust pricing capabilities. “We can define
our own dealer matrix pricing and create various pricing strategies by customer.”
From an e-commerce perspective she
reports that Copy Craft’s customers, espe-

cially their medium to large customers, love
the website because of the order approval
system.
“We get feedback all the time on how much
money and time it saves them relative to
their own internal processes,” says Lancto.
It most certainly has changed the way Copy
Craft goes about its business even though
the switch from the company’s previous
system wasn’t easy from a company culture perspective..
“We went from hosting, upgrading, and customizing our own proprietary system for 25
years so this was a huge change for us when
it came to control and ownership,” concedes
Lancto. “Now everybody from management
to customer service reps has more time to
focus on value creation,” states Lancto.
“From a marketing standpoint we can now
aggressively go into the market with an ecommerce solution we’re proud of and excited to bring to the table for our current
customers as well as prospects,” offers
Lancto. “Because of Thalerus, we’re on par
with our largest competitors.”

Do You Need More Sales
Leads and More Sales Results
from Existing Customers?
CRM Made Simple™
SugarCRM® is a simple solution for ofﬁce products dealers who
want to boost the effectiveness of their sales team. Sugar lets
your sales people spend more time with customers—closing
more business with prospects and existing customers—and less
time on administrative overhead.
CRM Made Open
SugarCRM integrates with a broad range of sales enablement,
collaboration and communication tools and software, including Constant
Contact. Longbow Consulting is pleased to announce our new SugarCRM
integration with Sales-i, a leading business intelligence solution for
ofﬁce products dealers
CRM Made Mobile
SugarCRM offers comprehensive Mobile CRM capabilities, with mobile
browser and mobile clients for all leading tablet and phone devices
CRM Made Social
Sales teams live on timely, accurate, thorough customer information.
The sales intelligence of InsideView is built into Sugar, providing
comprehensive, up-to-date business information on Accounts,
Leads, Contacts, and Opportunities from over 25,000 online sources.

Call Longbow Consulting Group
at 978-750-6882
www.longbowcg.com

SugarCRM is a registered trademarks and “CRM Made Simple” is a trademark of SugarCRM, Inc. in the United States, the European Union and other countries. All other trademarks are the properties of their respective companies.
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Selling MPS

to SMBs
By Douglas H. Nash

Selling a Managed Print Services (MPS)
program to small and medium-size businesses (SMBs) is not an insurmountable
challenge. In fact—taking these business’
needs and unique position into account—
it’s easier than you think.
SMBs typically spend about 3% of their annual budgets on printing and related costs
and few have the in-house resources needed
to reduce those costs by implementing their
own MPS solution. So it isn’t surprising that
28% of SMBs are currently looking for a single-source MPS solution provider.
SMBs need end-to-end solutions to help
them manage their printing needs.
Dealers who add these solutions to their offerings can boost margins and customer
loyalty by becoming more strategic, valueadded MPS partners for their customers.

Know Your Target
For the MPS market, an SMB is generally
defined as having fewer than 1,000 employees and 150 printing devices (printers,
copiers and fax machines).
These organizations suffer from printing
complexity, inefficiency and decreased
productivity.
Supporting printers from an array of vendors—including unique printer drivers and
service issues—often falls to the SMB’s overburdened information technology (IT) person
or office manager, whose time could better
be spent addressing other business needs.
SMB executives and managers alike want
the convenience and simplicity of a single
provider.
Beyond fewer hassles and improved efficiency, they want fast delivery of supplies
and quick response to service calls. And
they want to save money.
Businesses that have adopted MPS solutions have reported an average overall cost
savings of 23%.
MARCH 2012

Program Components
Components of a successful MPS program
include:
 Asset management and monitoring
software to track, control and analyze an
organization’s print needs and help
understand its usage patterns.
 Service capability and associated
responsiveness, including replacementparts access and service-ticket administration to track all service issues to
ensure closure and prove metrics.
 Consumables—adequate stocks of
paper, toner and other supplies.
 Infrastructure, including purchasing,
dispatch, customer service, inventory
management, shipping and returns.
 Enterprise resource planning (ERP)
costs and revenue systems.
 Solution development designed to meet
the unique needs of each MPS
customer, including cost and sales
modeling as well as product and service
specification.
 Marketing creation and demand-generation tools to help drive the business.
 Sales and sales management that are
knowledgeable and responsive to customer needs.
The first step in launching a successful
MPS program is evaluating your resources.
For example, to support 100 customers
with an average of 50 devices each (5,000
devices total), a dealer would need one or
two solution developers, a sales specialist
and a customer service representative.
This estimate does not include service delivery overhead (monitoring and dispatch),
software or software support.

MPS Selling Strategies

The convenience and simplicity of having
one contact the customer can trust to provide solutions for all printing-related issues
is a key selling point.
Emphasize the ease of doing business
rather than cost savings.
For example, the program will effectively
consolidate service contracts and warranties and streamline budgeting by capturing the total cost of operating the
printing network in a single line item.
Leading with an MPS solution’s ability to reduce help desk calls by 35%—and free up
a significant amount of IT time—can also
be highly effective in SMB selling.
To ensure the long-term, sustained success
of MPS programs, it is helpful to schedule
quarterly reviews with customers. Regular
meetings enable the dealer to stay engaged
and ahead of the competition.
The need for efficient and effective MPS solutions will continue to grow as SMBs migrate from stand-alone copiers to
multifunctional devices.
Efficiencies gained through single-vendor
coordination and having one monthly cost
and invoice for service, toner and parts, as
well as real-time reporting on printer fleet
usage, coupled with cost savings of up to
30%, offer significant benefits that can
positively affect an SMB’s bottom line.
Douglas Nash is vice president/general
manager, Technology Solutions and
Services, at United Stationers Supply,
where he leads technology sales initiatives
such as United Stationers MPS product,
HQueue. He can be contacted via e-mail at
DNash@usssco.com. To learn more about
HQueue, visit www.hqueueprint.com.

To sell effectively to SMBs, a provider must
keep its sales pitch simple and focus on the
efficiencies the program offers.
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By Mandy Pusatera

So your company finally has Facebook and
Twitter pages covered. You’re done, right?
Well, sure, but only if you don’t want to tap
into one of the most valuable marketing resources available to you.
With an estimated 3 billion views every day,
YouTube is now the second largest search
engine and that means it might be time for
you to consider creating a company
YouTube Channel.
Since Nielsen Company research indicates
close to half of all Internet users visit YouTube,
it is the perfect vehicle for driving potential
customers directly to your online store.
What if you feel like you don’t have the time
or the tools to create your own videos?
You can begin directing traffic to your company website without ever having to upload
your own videos.
Once you have a YouTube profile, or “channel,” make sure you completely fill out your
company’s profile.
Include all of the pertinent information a
prospective customer needs to know, such
as your mission statement, products available and services offered. Be sure to include your website address!
Start by simply interacting with others.
Comment on some industry-related videos
and/or share them on your other social network pages. Highlight some “Favorite”
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videos you think might benefit your subscribers in some way.
Perhaps create playlists of your vendors’
commercials by visiting their YouTube
Channels. The more active your company
is throughout the site, the more it will generate interest in your YouTube Channel and
increase traffic back to your website.
If you decide you want to create your own
videos, there are several viable options.
Consider the value of a how-to video. You can
type just about anything into Google Search
and if there is a YouTube video that corresponds with what you searched for, it will typically appear very high in your search results,
or at the very least, on the first page or two.
That’s because nowadays many people are
going to YouTube with their questions.
Rather than search through endless
articles, they seem to prefer a short video
explanation. For example, if your potential
customer searches “how to use a shredder” or “change an ink cartridge,” it would
greatly benefit you to have how-to videos
that demonstrate these tasks step-by-step
on your company’s YouTube Channel.
Chances are, if available, your potential
customer will click on the how-to YouTube
video and be taken directly to your YouTube
Channel.
Don’t just stick with how-to videos, though.
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While it is always nice to have informative
videos to demonstrate your industry expertise, it is also a great idea to post videos
that are solely meant to entertain.
Maybe there’s a huge sandhill crane outside the office entrance knocking on the
door with its beak demanding to be fed by
company employees? (True story—I swear,
that crane was bigger than me!)
Take videos of its antics and upload them
to your YouTube Channel. It will help your
subscribers establish a personal connection with your company and also help maintain customer loyalty and trust.
By using clever keywords when titling your
videos, you can expand your reach far beyond just your channel’s subscribers.
With enough creativity, your company video
could go viral and hit millions of people in a
matter of days.
It doesn’t matter what types of videos you
decide to post or if you choose to simply
interact with other people’s videos for
awhile. As long as your YouTube Channel
keeps your target audience informed, educated or amused in some way, you are on
the right track.
Mandy Pusatera is director of the Heads Up
e-newsletter for The Highlands Group. To
sign up, please click here.
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Name Your Price – and Get It!
By Troy Harrison
Of all the topics in sales, few get talked about as much as
pricing and negotiation. Yet with all that talk, few businesspeople are truly happy with the price points they are getting.
Why?

The truth is that we (salespeople and business owners) are
our own worst enemies. We give up price without even knowing or understanding how we did it.
In fact, most of the time, we virtually hand money to our customers and neither party notices that it has changed hands.
Make no mistake: When you discount your products, the only
thing that changes is your profit.
Profit is the only thing you can spend, and as a salesperson,
part of your job is to be a guardian of your company’s profit.
Salespeople fail to perform that duty every day. They use
words and phrases they think will get them business, but instead, just end up cutting their own throats:
 “I can save you money on…”
(MEANS: I have nothing to offer but a low price)
 “I’ll give you the best deal around…”
(MEANS: Ditto)
 “Can I bid on your business?”
(MEANS: Ditto, plus I expect you to get multiple offers)
 “I want the last shot at the price…”
(MEANS: the price on the paper means nothing)
 “If you find a lower price, call me…”
(MEANS: as above)
If you use any of these words or phrases, you are merely
telling the customer that the price you’ve just given doesn’t
mean anything, and if they keep hammering on you, they can
get a lower price. Why?
Because we are scared to death of losing the business.
We’re afraid our competitors will out-sell or out-price us, so
we’re going to try and set up a safety net that will prevent it.
We won’t lose an order on price, right? Wrong!
When you promise to save your customer money (or other
nonsense), you always fulfill your promise. Rarely, however,
do you get the business.
I had a salesperson once who always led with, “I can save
you money.” He’d meet with the customer, quote a low price,
and leave. The customer would then call their current supplier, who’d lower their price. Then the customer called my
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guy again and told him he was staying with his current vendor.
See? He saved them money—but lost the business.

Here are the keys to quoting, and maintaining, a profitable
price:
Don’t say stupid stuff. Remember those phrases we talked
about earlier? Don’t use them.
Above all, never say the word “bid.” The word “bid” always
implies multiple sources, and lowest-price-wins. It also implies delaying the buying decision until all the bids are in. Instead, offer proposals.
Keep it simple. The best proposals cover customer needs,
your solutions, the price and the details. That’s it. Letter proposals are my favorite.
Standardize your pricing as much as possible. The best
is the rate card. Buy more, pay less per unit.
When the customer asks, “How much?” answer them!
For some reason, salespeople are scared to death of that
question. Don’t be. The more words you use between “how
much” and “this much,” the lower the expectations of the
customer. That’s because they know you’re scared of your
price.
The all-time best way to hold your price is: Don’t be afraid
to walk away from the deal. If you “have to have this business,” the customer has the advantage. If, on the other hand,
you don’t “have to have” the business, you have the advantage. A full funnel is the best defense against having to offer
cheap pricing.
If you are afraid of your price, your customers will know
it, and they will take advantage of it. The confidence with
which you present your offering says much about the integrity and solidity of that offering. Present price with confidence and assuredness and you’ll get your price.
Troy Harrison is the author of “Sell Like You Mean It!” and
president of SalesForce Solutions, a sales training, consulting,
and recruiting firm. For information on booking
speaking/training engagements, consulting, or to sign up for
his weekly E-zine, call 913-645-3603,
e-mail TroyHarrison@SalesForceSolutions.net, or visit
www.SalesForceSolutions.net.

INDEPENDENT DEALER

PAGE 37

Sell Unto Others
By Tom Buxton

Last month I suggested that the most
popular form of cold calling in the office
products industry includes too much confrontation, deception and possibly, outright
lies. I encouraged you to respond and was
quite gratified by the number and quality of
the letters that were submitted.

these benefits share a common element:
They all require a higher level of relationship than a “button.”
To state it plainly, we have an ability to foster and deepen relationships that the big
boxes don’t care to emulate.

Many of you agreed with the basic premise
that our strategy for gaining new customers is deeply flawed.

Everything they do is based on closing
customers within the shortest possible
time frame and fitting them into their own,
usually quite inflexible system.

I was also pleasantly surprised to see that
no one who wrote in said they disagreed
with the article, because if you know me, I
just hate making anyone (or at least, almost
anyone) upset.

Both customer and rep turnover are high in
this type of sales process, but as long as
enough prospects are in the pipeline, some
growth is assured.

So, I begin this column assuming that
when it comes to cold calling, most of you
are stuck with a process you don’t like
much, but as of yet you have not found an
alternate methodology that works for you
or your sales team.
For that reason alone, may I suggest that
we re-examine our go-to-market strategy
in an effort to determine if there might be a
better manner in which to sell in 2012?
As independent dealers we have certain
advantages when competing against our
more impersonal brethren. Here are just a
few of them:

1. Superior knowledge of product
opportunities
2. Local, personal customer service
3. Consistent delivery personnel
4. Higher fill rates
5. Simple return policies
6. Dedicated sales representation
7. Personalized credit assistance
8. Unparalleled selection
9. Fast problem resolution
10. Competitive pricing (not lower)
I could write a column on each one of
these advantages, but you get the idea.
With the exception of the last item, all

Or at least, that’s how it used to be.
If you have examined the big three’s
growth lately, you won’t need me to tell you
the model is not delivering quite as well as
it used to.
Big box sales performance of late has hovered somewhere between anemic and the
incredibly shrinking top line and truth be
told, the numbers indicate that they may no
longer have the winning strategy.
Ironically, most independents could not
make the big box process work even if they
wanted to.
Budgets don’t allow us to hire enough folks
to absorb constant turnover, not to
mention the fact that most dealers strive to
provide a caring, collegial atmosphere.
At our best, independents are all about relationships, except when it comes to the
area of prospecting.
Consequently, we need to change our culture or change our cold calling methodology to fit our current culture.
I vote for the latter option. Relationshipbased cold calling differentiates us from
our competition and will enable our
prospects and reps to feel better about the
entire process.
OK, Tom, enough of the high level discussion. How does all this work?

Glad you asked!
Let's look at the initial call. Almost every sales
rep in the world starts their call in the same
manner, whether they walk in or contact a
prospect by phone: “Hi, my name is Tom from
Tom’s Office Supply and I would like to speak
to the person who buys office supplies.”
It might seem to make sense, but think for
a moment: How would you feel if you were
on the receiving end of such a solicitation?
I would think two things immediately: “We
already have somebody we do business
with” and, “I guess I am not very important
to this person unless I happen to be the
employee who purchases this commodity.”
A rep often follows up with the immortal,
“And what do you pay for copy paper?”
Maybe we should just go ahead and add
the word “idiot” to complete the presentation, because the prospect knows full well
that we will counter whatever number they
provide with a lower number that will make
them look silly for their current choice.
In other words, our prospecting can consist
of either telling someone they’re irrelevant
because they don’t buy the products I’m
selling or stupid because even though they
might be worthy of my interest, they’ve chosen the wrong office products supplier.
Is it any wonder we get rejected so often?
In order for us to minimize rejection and
maximize our opportunities to open new
accounts, we must focus on slowly building rapport and get out from under corrosive, “salesish” behavior.
Sales people and their managers need to
start looking at the sales process as a
marathon during which they get to know
their prospects over an extended period of
time. It’s not a sprint!
We need to be willing to admit that very
few prospects are “closed” on a first or
second call and that those who are, often
begin buying because of a price-based enCONTINUED ON PAGE 39
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SELL UNTO OTHERS
ticement and usually stop just as suddenly.
The most loyal customers are to be gained
through a sales process that may take six
or more calls to complete. That may sound
like a long time to have to work for business, but I try to base my suggestions in reality and this is real.
To complete six calls or more to the same
prospect without “bugging” them too much
or becoming repetitive, a sales plan must be
followed. (Boy, this is getting complicated!)

CONTINUED FROM PAGE 38

in the type of culture that most independent dealers strive to maintain.
 The big box channel’s prospecting tactics are less successful than they used
to be and we should not imitate them.
 If we approach prospects in an impersonal manner, the chances of gaining
the account or retaining the rep shrink.
 Relationships are the strength of most
independents and we must strive to
build them slowly.

To tell you the truth, it is a huge investment
of time and energy. Very few brand new
reps will come close to paying for themselves the first year, so don’t invest unless
you are ready for a commitment.

 Most prospects will take six to eight
calls to close.

But could such news be any worse than
what is already occurring?

 Without a specific plan to engage
prospects and the budget that allows
reps to gain business slowly, most new
hires will fail.

We hire a rep and if they don’t open a substantial amount of business within the first
three months, we fire them for lack of
progress. What a waste of money!
To summarize my argument from the last
two columns, please review the following:
 Price-based selling does not work well
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 Without organizational tools that help us
track progress with prospects we risk losing any opportunities that are created.

group of reps how to cold call in a more relational manner using the Acsellerate CRM
program to organize their activities, with all
expenses paid for the winning company.
If your company is interested in this offer,
please send me an e-mail (tom@interbizgroup.com) with the name of your company, the number of reps you would want
trained and a sentence or two about why
you feel like your company could benefit.
The winning company must agree to allow
its progress to be discussed in future issues
of INDEPENDENT DEALER but that is the
only requirement.
Tom Buxton, founder and CEO of the
InterBizGroup consulting organization,
works with independent office products
dealers to help increase sales and
profitability. For more information, visit
www.interbizgroup.com.

If you’d like to do something about moving
your own dealership closer to this kind of
model, I have a special offer for you.
Our friends at ECI Acsellerate have agreed
to sponsor a contest to have me teach one
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POWER
appointments
By Krista Moore
A sales manager of a leading office supply dealership recently told me, “Getting appointments is one of the hardest tasks that my salespeople have to do with the least
amount of training spent on it.”
He wasn’t kidding. When I started my career in OP sales,
I was shown the telephone and told to “go sell something.”
Dialing for dollars, spray and pray, quote and hope… I’ve
heard a lot of expressions used to describe what a
sales rep does to generate business.
What I would like you to think about instead
is considering appointments with your
prospects as part of a more systematic approach to opening a meaningful dialog—a dialog
that will lead to more sales and happier clients.
Many sales reps don’t like the appointment-setting part of the sales process; they feel uncomfortable or unprepared.
Many sales reps just don’t know what to say
to be effective. This reminds me of one of my
favorite quotes from sales motivator Jim
Rohn: “Don’t wish it were easier, wish you
were better.”
Although you need to manage your
pipeline and sales funnel—with the
appropriate amount of time and effort dedicated to the process—
getting quality appointments is
not just a numbers game; it’s so
much more!
Getting quality appointments will
jump start your sales process, grow
your territory, increase your value as an
employee, establish you as a professional in your market and enable you to
enjoy a key success factor of your job!

Like most things in life, you will see better results if you
are prepared and have a plan. So before you pick up the
phone, consider some of the following as part of your
preparation:
Know your value. No matter where your prospects live
or what their roles in the organization, all people have
the same motivator—their own personal interest. They
want to know what you can do for them.

If you start your conversation talking about you or your
company, I guarantee you will only have about half of
your prospect’s attention.
It’s when you begin by talking about what is important
to them in their world that they’ll perk up their ears and
pay attention.
Raise curiosity. People are innately curious. Once
again, a little understanding of basic human nature can
be your ally.
People usually can’t walk away from something that
piques their interest. The more you can raise your
prospect’s curiosity in a conversation, the more chances
you have to be invited in to his or her office for an appointment.
If you haven’t demonstrated some value or raised some
curiosity during a prospecting conversation, you’re unlikely to gain access.
Lacking the value proposition, curiosity alone might be
enough to get you in the door, but you might be relegated to meeting with a lower-level person.
Conversely, demonstrating high value to the prospect,
but in a way that does not create curiosity, may leave the
possibility of a meeting up in the air, depending on
whether or not the prospect has time to fit you in.
The sweet spot, the magical place to be, is making your
prospect perceive you as a source of valuable ideas in such
a way that is intriguing and makes him or her want to know
more about what you do.
When you accomplish this, you are assured an appointment
with your highest level buyer.
Gain trust and credibility. No one wants to be sold. By
being professional and prepared and speaking to topics
that are specific to your prospect’s company and indusCONTINUED ON PAGE 41
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POWER

CONTINUED FROM PAGE 40

try, you can’t help but build your credibility.
That’s a critical first step on your way to
gaining a certain level of trust.
How to do this? Start by using technology
to gather as much personal information
about your prospect as possible.
Search
for
your
prospect
on
LinkedIn.com—find out where the prospect
went to school, note the associations and
LinkedIn groups of which he or she is a
member.
Is there anyone that you know or have done
business with who might be able to give
you a personal connection?
If not, try to reference companies that you
do business with in their industry or that
they would know through their own networking contacts or association meetings.
At the bare minimum, you need to have a
good understanding of the prospect’s
environment—their current industry challenges, what’s happening in their geographic region and any disruptions that
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they may be having in growing their business—before you begin crafting your
power statements or making that first
touch.
Getting the attention of your buyer and
building credibility is done by speaking to
things that are on the buyer’s mind and important to his or her world.
You also have to establish trust, as we said
earlier, but that can take time to build. A key
to accelerating trust is to be reliable: do
what you say you are going to do.
Another good way to build trust is through
exceeding a prospect’s expectations and
standing apart from your competition.
There is no better time to do that in the
sales process than when you are trying to
get that first appointment.
Exceed your prospect’s expectations by not
sounding like all the other sales reps vying
for his or her time. Stand out from the crowd!

much better chance of getting the appointment when you ask for it!
In our next installment, part two of “Power
Appointments,” we will define a multi-touch
approach and help you prepare your winning power statements.
We all want to get more appointments. You
can learn to become proficient at it and
take that first big step that will ultimately
have you outselling the competition every
time.
Krista Moore is president of K.Coaching,
Inc, an executive coaching and consulting
practice that has helped literally hundreds
of independent dealers maximize their full
potential through enhancing their sales
strategies, sales training and leadership
development. For more information, visit K
Coaching’s web site at
www.kcoaching.com.

By creating value, raising curiosity and
gaining credibility and trust, you stand a
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