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Eighty Years and
Counting for Mark IV
Ofﬁce Supply & Printing
Congratulations to Kevin Staub and his team at Uniontown, Pennsylvania-based Mark IV Office Supply & Printing, which this year celebrates its 80th anniversary.
The dealership was founded in 1933 as the Little Printing Company and
didn’t actually get into the office products business until 1979, when it
was purchased by the Staub family.
Today, the dealership operates very much as a one-stop-shop and
while office supplies accounts for the lion’s share of the business—
some 60%—Mark IV also offers office furniture , machines, printing,
educational products and t-shirts and banners.
Under the Staubs, the dealership has grown, both in volume and geography. Currently, it operates out of six different locations in Pennsylvania, West Virginia and Maryland, including its 10,000 square foot
headquarters building in Uniontown.
While the general economic downturn has made for some challenging
business conditions, it hasn’t stopped the dealership from embarking
on some ambitious growth plans, says VP of sales Clint Dittmar.
The addition of a new digital press has opened up opportunities in the
high quality printing and promotional products arena, while the company has also brought in some nice-size office furniture projects recently, he reports.
“We feel good about 2013 and are looking for a solid growth year,” Clint
says. On the agenda: a push into social media and e-marketing to
boost customer outreach and an increased effort in the jan-san market
to strengthen Mark IV’s one-stop-shop positioning.
Hat’s off to the Staubs and their team and here’s to the next 80 years!

Wist Office Products Recognized as an ‘Industry
Leader of Arizona’
Sam Richard (left) and Ian Wist of
Wist Office Products with
AZBusiness magazine publisher
Cheryl Green at the Industry
Leaders of Arizona awards
ceremony.
In Tempe, Arizona, Ian Witt and
his team at Wist Office Products
are popping champagne after recently earning honors from AZ
Business Magazine as one of the
state’s industry leaders.
The dealership earned a prestigious ILoA Award (Industry Leaders of Arizona) for excellence and innovation in the program’s distribution and logistics category.
The annual awards program is co-sponsored by AZ Business Magazine
and some of the state’s leading corporations, including Cresa, Ernst &
Young, Polsinelli Shugart, UBS, UMB and UnitedHealthcare.

Plenty of New Opportunities
Ahead But Are You Ready for
Them?
As industry consultant and regular
INDEPENDENT DEALER contributor Tom Buxton notes in his column this month, the upcoming
Office Depot-OfficeMax consolidation promises to open the doors to plenty of new opportunities for independents.
But as he also points out, what you do in your own business and
in your own market will have far more to do with how well you exploit those opportunities than anything that might happen in the
corridors of power in Boca Raton or Chicago.
With that in mind, let me point you towards two articles of particular relevance to that point in this month’s issue: our cover story
on technology and Bill Kuhn’s column on making the most of the
existing talent in your dealership.
Taken together, they address the two basic components of the
high-tech, high-touch business model that has become so effective for so many independents.
Please don’t stop me if you’ve heard this before, but a strong technology investment, particularly online, is absolutely essential for
any independent and it will become even more so going forward.
The good news, as our cover story, makes clear, is that the range
of options available to dealers today is broader than it’s ever been
and if the growing number of dealers whose online sales represent
75% or more of total business offers any indication, the technology gap between independents and their competition seems to
be narrowing, though still more slowly than most of us would like.
On the high-touch front, Bill Kuhn offers an abundance of insight
and sound advice, drawn from many years both as a dealer and a
consultant to dealers, on maximizing your return on the investment—and it is an investment—that you make in your people.
There’s good news, there, too. A lot of what Bill suggests involves
changing behavior rather than getting out the checkbook, though
if you follow his recommendation and bring in a professional
trainer or coach to help you out, chances are you’ll find the longterm benefits will far outweigh the initial cost.
Both Bill’s column and our cover story make a similar point: Regardless of what opportunities may come your way as two large
and so far remarkably unwieldy big ships try to figure out a way
to come together, just sitting and waiting for those opportunities
is not really an option.
With or without a big box merger, there’s still only one way to take
opportunity and transform it into new business and that’s by making sure your dealership is primed and ready for action, particularly in those all-important high-tech, high-touch areas.
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“We’ve worked tirelessly to set ourselves apart as more than just an
office supply retailer, but as a local business that our consumers can
trust and actually connect with directly when they need to,” said Ian.
“We are honored to be recognized for our efforts by AZ Business
Magazine, and to be in the company of some of our state’s most
progressive, innovative businesses.”

Local Chambers Open Doors to New Business for
Eaton Office Supply, NY Dealer
In Amherst, New York, Bruce Eaton and his team at Eaton Office
Supply are proving once again how easy it is for local chambers
of commerce to support small businesses by selecting a small
business over any big box alternatives as their endorsed office
products supplier of choice.
Eaton’s is the endorsed supplier for both the Amherst Chamber
of Commerce and the Wyoming County Chamber just down the
road and, says Eaton’s business development manager, Jennifer Davis, both groups welcome the arrangement as an opportunity to provide their members with a useful benefit and
support a locally-owned and operated business at the same
time.
“We look on the relationships with our chambers very much as
partnerships,” says Jennifer. “We make a point of endorsing
them with our customers who are not yet members and they
are very enthusiastic about the idea of supporting us as a local
business and promoting the value and service we offer through
their newsletters, networking meetings and other vehicles.”
And what about advice for independents in other markets who
might be looking at trying to establish similar relationships?
“First of all, identify all the organizations in your market with
the potential to recommend you to their members and then
get involved,” suggests Jennifer. “Go to the networking meetings, volunteer on the committees and make use of any membership e-mail or mailings lists that might be available.
“And don’t assume that just because you have the chamber
endorsement it will mean new business will follow automatically,” she adds. “Basically, what that endorsement gives you
is a hunting license. It certainly helps to open doors and put
you in touch with decision-makers at potential new customers
but you still have to develop the relationships and show why
buying from a local business that’s just as competitive as any
big box is such a good idea.”

in 2008 by Ryan and his partner Bryan Freund and the Houston
location has only been in operation since January 2010.
But it’s a growing dealership to say the least—showing up in
the INC 500 list and posting a whopping 530% sales gain between 2009 and 2011.
That makes bringing on new people with the talent, work ethic
and desire to keep growing mission-critical for Ryan and his team.
“We’re looking for people who have proven successful
throughout their upbringing and who have an unquenchable
thirst for more success,” says Ryan. “We look on ourselves as
a sales and service organization that just happens to sell office
supplies and we want people to join our team who can help
build our brand and strengthen our culture.”
At the Texas A&M career fair, Ryan and team took full advantage
of the opportunity for quality time with quality prospects and
came away with more than enough potential new hires to justify
the investment.
“’All too often, we find young adults have some real misconceptions about the office products industry and this was a
great way to present all that we offer to some very promising
new talent,” he points out.
It cost IQ $750 plus expenses to participate but in return, Ryan
reports, the dealership received close to 50 resumes they might
not have seen otherwise and identified seven solid candidates
who were moved further along into the recruiting funnel.
“We view hiring at IQ as a full-time job,” says Ryan. “We’re
consistently investing in recruiting because we don’t think
we’re going to get the kind of A-player we want if we wait to
start hiring until we think we might need someone.”
Given the dealership’s explosive sales growth over its young
history and results from its foray into the college job fair business, it sounds like Ryan might just have a point. And if you’re
looking to add new people to your team, it also sounds like it
might be worth touching base with a local college or two to
learn more about their career day plans.

Monthly Recycling Days Help IN Dealer Rosa’s
Office Plus Do Good While Doing Well

In Houston, IQ Office Products Goes Back to
School to Find New Talent
In good times and in bad, finding good people to help the
business grow is probably the toughest challenge facing any
dealer these days.
In Houston, Ryan Puccinelli and his team at IQ Office Products
are taking a proactive, forward-thinking approach to addressing
that challenge by reaching out directly to bright young college
students who are getting ready to enter the workforce.
IQ recently participated in a career fair organized for job seekers by Texas A& M University and, he says, it turned out to be
the most successful recruiting effort in the dealership’s history.
That history isn’t too long—IQ was originally founded in Phoenix

For the past two years, John Hauptstueck and his team at
Rosa’s Office Plus in Richmond, Indiana, have been providing
convincing evidence of just how easy it can be to do good in
the community and do good for your business at the same time.
On the third Saturday of every month, as they have since September 2011, Rosa’s hosts a special Recycling Day to provide
CONTINUED ON PAGE 6
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customers and the community at large a way to dispose of unwanted
paper and e-waste.
John and his team partner with a local shredding company
and an organization that processes e-waste throughout Indiana to divert unwanted products and material that would otherwise be heading straight for the local landfill.
Since launching the program, Rosa’s has processed an impressive 16.8 tons of paper and 44 tons of e-waste, while at
the same time making a strong statement about their community involvement and willingness to give back.
“We probably see over 50 cars and trucks line up every time we
do it,” reports John. “We not only see repeat customers who
come back every month but also some folks will even call us in
advance if they’re not going to be in town and ask us to pick
up their papers and e-waste for recycling.”
The manager at one of Rosa’s customers, a local insurance
company, provides compelling proof of just how much good
will an effort like this can generate. “Rosa’s Recycling Saturdays have been a huge blessing for us,” he says. “We’ve been
able to properly destroy old files as well as completely wipe
old hard drives and recycle van loads of tech equipment. Rosas
isn’t just our office products supplier; they are a neighbor that
is interested in protecting our clients and not overloading our
only landfill. Thanks and please keep doing these events.”

Adds John, “Our recycling program is good for the community
but it’s also been good for Rosa’s. We’ve not only gained new
business from it but it’s also provided a very different way to
strengthen those all-important business relationships.”

CA Dealers Office Solutions and Systematic Office
Supply Merge
Yorba Linda, California-based Office Solutions last month
announced the merger with Systematic Office Supply in
Los Angeles.
The company said the merger combines the resources of
two well established companies and reaffirms its commitment to provide an ever growing list of products and services
to businesses in Southern California and throughout the nation.
“We’re excited to have the team at Systematic Office Supply
join the Office Solutions family,” said Office Solutions president Bob Mairena. “Both of our organizations have a rich
tradition of service to our customers. Combining these customer focused cultures will strengthen our position as the
premier office products and services dealer in our marketplace while providing an even greater complement of products and services to all the customers that we now serve.”

PM Company
Certied Paper Rolls
PM offes a Full Line of Paper Rolls to
Meet Daily Business Needs.
We offer rolls for POS transactions, ATM,
Add-Roll, and Wide Format usage.
Line includes:
 FSC Mixed Sources Chain of Custody

 BPA Free Thermal paper made in the US and Canada
 Recycled cores and cartons

and sustainable products at
www.pmcompany.com or call
800.327.4359
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SECRETS OF SUCCESS:

Chip and Wendy Pike - Better the Second Time Around
Twist Office Products, Bensenville, Illinois

by Jim Rapp

n Wendy Pike, President

We all hope to find a career we are passionate about when we
begin searching for the perfect job. Wendy and Chip Pike, owners of Bensenville, Illinois-based Twist Office Products (formerly
Feller Business Solutions), were lucky enough to find that passion as soon as they joined their first office supply company more
than 28 years ago.
Chip grew up working in the family dealership, W. J. Saunders

n

n

Chip Pike, Vice President, Sales

n

Supplies, Furniture, and Contract
Services, Cleaning and Breakroom

n

Founded: 2007

n

Sales: $7 million

n

Employees: 23

n

Partners: TriMega, S.P. Richards

n

Online Sales: 60%

n

www.twistop.com

Company, in Chicago. Chip was only 24 when his father died.
After that, he and his mother ran the business. Wendy joined the
company and over the years they built the business into one of
the largest dealerships in Chicago, acquiring twelve companies
along the way.
In 1999, the Pikes sold the business to U.S.Office Products, only
to see the conglomerate collapse a few years later.

Making a Name for Themselves in the Midwest

A New Start
Chip and Wendy couldn’t stay away from the industry they
loved, so in 2007, they purchased Feller Business Solutions in
Bensenville, Illinois, a Chicago suburb.
They’ve been growing the business steadily since then, acquiring
dealerships in Chicago and in the Minneapolis-St. Paul market.
The company now goes by the name of Twist Office Products and
has as its slogan, “Turn Your Office Around” which was created
with the help of wholesaler S.P. Richards and a team of marketing
students at Notre Dame University.
“We’re so happy to be back in the industry,” Wendy explains, “and
we’re excited about the future. We know that many independents
are joining together and breathing new life into these businesses
rather than letting them fall by the wayside.
“We need to do everything we can to grow the independent segment, attract young people and have some fun along the way.”
MARCH 2013

Chip and Wendy are certainly doing their part.
The Pikes believe in giving back to the communities in which they
operate. They award college scholarships each year to employees
of their customers, and together with their people, provide a variety of community services throughout the year.
They’re also heavily involved in industry activities. Wendy was one
of the founding members of the Office Products Women in Leadership organization, an international group whose mission is to
provide a forum for talented women in the industry and give them
the space and support to grow in their careers and take on additional leadership roles.
What does the future hold for the Pikes and their team? “We’re actively looking for more growth opportunities,” Wendy says. “We like
the Midwest, including Wisconsin, Iowa, Michigan and Indiana.”
Are you listening out there?
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If you have news to share - email it to
Simon@IDealerCentral.com

Office DepotOfficeMax Deal: ‘A Lot of Questions Left’
In a move that finally put an end to several
years of industry rumor and speculation,
Office Depot announced last month it has
entered into a definitive merger agreement
with fellow big box OfficeMax.

In fact in the days immediately following
the announcement, Office Depot stock fell
about 9%, Benoit pointed out. “One plus
one does not necessarily equal two in this
case,” lamented Benoit.

The deal is structured as an all-stock
merger transaction that values OfficeMax
at roughly $1.19 billion. Office Depot will
issue 2.69 new shares of common stock
for each outstanding share of OfficeMax
common stock, valuing OfficeMax at
$13.50 a share.

The Motley Fool’s Ted Cooper described
the deal as a “last desperate attempt at
survival.”

Office Depot said both companies will
continue to operate under their existing
names until a new headquarters and a new
name for the businesses are agreed on.

“Whatever the industry looks like 10 years
from now, I’m almost positive neither Office Depot nor OfficeMax will be a meaningful part of it,” he added.

Meanwhile, the chief executives of both
companies will serve as co-CEOs of the
combined entity which will have dual
headquarters in Boca Raton, Florida, and
Naperville, Illinois.

Analyst Benedict Tubuo described the
deal as “an intrinsically flawed transaction.” Said Tubuo, “The logic of combining
two similar and underperforming companies to create one strong company is a
rather ridiculous logic.”

Wall Street reaction to the news was less
than enthusiastic. The Wall Street Journal’s David Benoit identified the deal as
the week’s top loser on the mergers and
acquisition front, as he traced the less than
smooth rollout of the announcement itself.
“Office Depot accidently released the
news in the morning … then they retracted
the news and then they put it out again
and then as the day went on, a bunch of
shareholders realized they didn’t really like
the deal anyway and sold shares downpretty heavily,” Benoit reported. “There’s
no name for the company, no CEO. There
are a lot of questions left.”

“Not only is the merged company still behind in brick-and-mortar profitability, it is
also behind on the rush to establish an online presence,” contended Cooper.

“After cutting off all the overlaps, these
companies will at best become half of two
which leaves them at their starting point. At
worst, the continuous deterioration of the
business model and becoming a bigger target for their competitors make them weaker
and less competitive.”
The merger announcement came in between the release of earnings reports from
both companies.
Office Depot reported a fourth-quarter net
loss of $17.49 million or $0.06 per share,
compared to net earnings of $12.28 million or
$0.04 per share in the fourth quarter of 2011.

Excluding special items, fourth quarter
2012 net earnings would have been approximately $1 million or breakeven per
share. Analysts polled by Thomson
Reuters expected the company to report
earnings of $0.04 per share for the quarter.
Total company sales for the fourth quarter
of 2012 were approximately $2.6 billion,
down 12% compared to the fourth quarter
of 2011. Thirteen analysts had a consensus revenue estimate of $2.76 billion for
the quarter.
OfficeMax reported total Q4 sales of $1.70
billion, down 7% compared to the fourth
quarter of 2011. Analysts polled by S&P
Capital IQ had expected sales for the
quarter of $1.75 billion.
For the fourth quarter of 2012, OfficeMax
reported a net loss of $33.9 million, or
$0.39 per share, compared to net income
of $2.9 million, or $0.03 per share, in the
fourth quarter of 2011.
The deal is still subject to shareholder and
regulatory approval and a number of
shareholders have also been less than
thrilled, charging terms of the deal undervalue OfficeMax and holding out the possibility of class action suits.
On the regulatory front, though, the two
companies, showed little concern that it
would encounter the same kind of anticompetition objections from the government that came into play in 1997 when
Staples and Office Depot tried unsuccessfully to merge.
CONTINUED ON PAGE 12
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AOPD Celebrates 35th Anniversary
and More at Annual Meeting

the superior service offering, strong local
community presence and the reliable pricing that they provide.”
In addition to the anniversary festivities,
this year’s AOPD meeting offered the traditional schedule of one-on-one sessions
between the group’s dealers and supplier
partners and several special presentations
on critical industry issues.

AOPD executive director Bud Mundt and
outgoing president Karen Bogart had plenty to
smile about at the group’s 2013 Annual Meeting
last month. AOPD marked its 35th anniversary
by celebrating the addition of 33 new contracts
last year and several new dealer members and
supplier partners.
If the mood at this year’s AOPD Annual
Meeting in San Antonio last month was a
little more festive than usual, there were
plenty of good reasons.
In addition to celebrating its 35th anniversary at the meeting, the dealer national account marketing group could also look
back on last year as one of considerable
success.
AOPD wrote 33 new contracts in 2012,
bringing the total number of contracts secured by the group to 287, outgoing AOPD
president Karen Bogart reported.
In addition, two of its more recent contract
wins, America’s Choice and Premier,
posted major gains last year, growing by
176% and 115% respectively.
Also on the good news front: AOPD added
three new dealer members—Business Essentials, Grapevine, Texas; Heights Office
Products & Interiors, San Antonio, and
Rudolphs Office & Computer Supplies,
Baltimore—and two new supplier partners—ACCO Brands and Supplies Network.
“This really is a good time to be an independent office products dealer in the national accounts arena,” commented AOPD
executive director Bud Mundt. “More and
more national account buyers and decision makers today want to see independents coming into the mix and they value
MARCH 2013

Ron Books, president and CEO of ECi Office Solutions, challenged AOPOD dealers
to view change as more opportunity than
threat.
While warning of an increasingly crowded
marketplace, with the arrival of aggressive
new competitors such as Amazon and
other e-tailers, Books said independents
can combine technology with their traditional strong relationship-building skills to
continue successful.
He encouraged them to consider taking on
more technology-related services such as
managed print and document and network
management as a way to position themselves in less commodity-driven markets.
In addition, Books stressed the importance of taking a customer-driven approach to business planning, based on
in-depth knowledge and understanding of
customer needs and wants.
Echoing Books, Source Office & Technology’s George Givens outlined a four-step
process to transition successfully from an
initial Managed Print Services effort to a
comprehensive technology-based products and services offering.
“Your customers will not necessarily move
overnight into new technology but when
they do move, you want to be positioned
for them as the trusted advisor they will
turn to when making that change,” Givens
contended.
In addition, social media expert Sam
Richter urged attendees to make an explicit social media policy part of their overall HR management system and presented
a sobering array of worst-case examples
on Facebook, LinkedIn and other social
media platforms of harm done to busi-

nesses as the result of ill-considered postings by employees and management.
Also at the meeting, AOPD honored dealer
representative Bob Anders of Officewise
Furniture & Supply and business partner
representative Rick Ketring of Samsill with
its annual President’s Award in recognition
of their support for AOPD and the independent dealer community.
In addition, the group elected new officers
for 2013. They are: Pat Crowley, S&T Office Products—president; Frank Fera, Bulldog Office Products—vice president; Mike
Miller, Preferred Office Products—secretary, and Addison Jones, The Supply
Room Companies—treasurer.

New Partnerships, Peer Group at
TriMega and INTEC
It’s been a busy month for the TriMega
dealer group and its INTEC technology
member division.
The two organizations named IT wholesaler Supplies Network the newest member of TriMega’s Platinum Partner
Program, announced a new partnership
with Compass Sales Solutions in the MPS
space and also launched a new peer
group for the next generation of industry
talent.
TriMega’s Platinum Partner Program was
established more than five years ago and
includes ACCO Brands, Enterprise Group,
Newell Rubbermaid, Global and now Supplies Network, who represents the organization’s first distribution Platinum Partner.
“Throughout the years, Supplies Network
has consistently demonstrated their ability
to drive needed efficiencies and value in
the critical imaging supplies category.
Their model is built specifically to help our
members better compete in this highly
competitive category and their new position in our Platinum Partner Program will
go a long way to help our members maximize
their results in today’s marketplace,” commented TriMega president Charlie Cleary.
The partnership with Compass Sales SoCONTINUED ON PAGE 14
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lutions, TriMega said, is part of a continuing focus by the group on helping members gain success in the Managed Print
Services (MPS) arena.
TriMega said it has selected Compass
Sales Solutions and the Sherpa Expedition
MPS product as a key tool for members to
manage the analysis, configuration and
proposal generation process for their MPS
engagements.
TriMega and INTEC members will both
now have access to the Sherpa Expedition
product at a special TriMega preferred rate
and have all the benefits that the Compass
product offers, the group said.
TriMega’s third new initiative announced
last month, the Next Committee, is a new
group developed to represent the next
generation of young talent, up-and-coming executives and future OP industry
leaders.
“We believe developing the next genera-

tion of leadership in our industry is of vital
importance, particularly within the independent dealer community,” commented
Michael Morris, TriMega’s vice president of
marketing and chairman of the Next Committee.
Currently, the Committee is comprised of
founding members, Bob Shulman and Jeremy Bourret of Suburban Stationers in
Middletown, Connecticut; Andrea Bradley,
of Eaton Office Supply in Amherst, New
York; Kara Noble, marketing manager at
TriMega, and Morris.
However the Next committee is currently
in the process of accepting applications
for new committee members.
In addition, it will be establishing a group
of Associate Next Members, providing a
broader opportunity for even more young
leaders to get involved and get connected.
For more information, Click here.

http://www.123contactform.com/form-487630/Next-Committee-Nominations

Nimmo Named Member Relations
Representative for Independent
Stationers
Bob Nimmo, formerly membership development representative for Independent
Stationers, has been named member relations representative, a newly created position.
As member relations representative,
Nimmo will work with members in the field
to help them maximize the value of their
membership in IS.

S.P. Richards Online Publications
Enabled for iPad and Android
Tablets
Wholesaler S.P. Richards announced last
month that its Evolve program has been
enhanced to accommodate the growing
number of business consumers utilizing
iPads and other digital tablet devices.
CONTINUED ON PAGE 16

A TOUGH, STRONG, DEPENDABLE ALL-AMERICAN LINE.

At Tennsco, we make what we sell. Our
extensive line-up of quality steel shelving
and storage systems offer every ofﬁce,
educational, and industrial environment
the best value because we build them
right here in the U.S.A.
And, our in-house engineering team can
tackle any custom solution you’re seeking.
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They also stay ahead of the game by
designing new products for today’s needs
such as our laptop charging station.
When you’re in a clutch situation, you can
depend on Tennsco to deliver.
To request a copy of our catalog, please
call 866-446-8686.
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2013 Evolve online publications will now
feature functionality specific to tablet
users. These features include swiping to
advance pages in the flyers and catalogs
and tapping to zoom in and out and to link
to product special offers and rebates when
applicable.
Larry Goodman, S.P. Richards director of
marketing for the program, said, “The
Evolve program will now use auto-detection to identify whether a user is accessing
a publication via a traditional laptop/desktop computer or a tablet such as an iPad
or Android-based device and deliver the
appropriate browser experience. We’re
pleased to announce this latest enhancement to our online publications offering.”
Additional details on the program can be
obtained by contacting your local S.P.
Richards sales representative.

United Stationers Launches New
Dealer Blog, Introduces New
OfficeJan e-Newsletter
Wholesaler United Stationers has
launched USSCO Speaks, a new blog designed to provide independent dealers
with up-to-date news, trends and best
practices in business marketing.
“The purpose of the USSCO Speaks blog
is to engage independent dealers with relevant content, from both within United Stationers and also throughout the industry,”
said Megan Ogden, director channel marketing, United Stationers. “We’re seeking
to disseminate solid information, using a
convenient social media platform, that will
help dealers acquire and retain accounts
and grow and differentiate their businesses
by connecting with industry experts.”
For more information, visit the blog at usscospeaks.com, follow on twitter @USSCOspeaks, or become a fan on Facebook

at facebook.com/UnitedStationers.
Separately, United announced the introduction of “Roll Call,” a new OfficeJan-focused e-newsletter for office products
dealers seeking to boost sales of janitorial
and sanitation (JanSan) products, breakroom products and safety supplies.
Newsletter content will include industry
trends, descriptions of current category
marketing and promotional programs, updates to add-on categories such as Breakroom & Safety, dealer success stories,
product overviews and more.
“Roll Call” will be distributed via email on
a quarterly basis (i.e. February, May, August and November) to a list of JanSan-focused United dealers. To opt-in, contact
RollCall@ussco.com and provide email
address(es) of those interested with the
subject line “Roll Call.”

CONTINUED ON PAGE 17
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Dealer Technology Providers Form Strategic Alliance
Six of the industry’s leading dealer technology providers have come
together to form a new strategic alliance designed to strengthen the
office products industry overall.
The new group, known as the Office Products Software Alliance
(OPSA), has as its founding members BMI, ECI2, GOPD, Red Cheetah, SSI and Thalerus.
“As the industry continues to evolve, the tools and partnerships must
also evolve,” OPSA said in a press release last month.
“In an effort to address best practices in technology, new competitors
to the industry and new marketing methods, OPSA has been formed.
The Alliance is best positioned to incorporate dealer input, assist in
manufacturer online presence, collaborate on merged technologies
and limitations and deliver tools that integrate and enhance their respective systems,” the organization added.

ECi Software Solutions Achieves Record Fourth
Quarter and Annual Sales, Announces Record Month
for ECinteractive
Dealer technology provider ECi Software Solutions last month announced record sales for the fourth quarter ended December 31,

2012. ECi said it recorded the highest quarterly sales revenue in
its history and a growth of 78%, as compared to the same quarter
the previous year.
The company said the number of new software system solutions
sold in the fourth quarter increased 31% in 2012 as compared to the
fourth quarter of 2011.ECi said it also saw a new record in annual
sales with revenue growth in 2012 up 44% over the previous year.
Separately, ECi also announced record Web sales volume for its
flagship ECinteractive Web storefront software.
For January 2013, ECinteractive set a new record in total sales
across all sites, principally in office and industrial supplies, furniture, and equipment, the company said.
For independent dealers and distributors that use ECinteractive
software to bring Web orders into their integrated ECi ERP business systems, this constitutes a 28% increase over December
2012. Transaction volume has grown approximately 25% per year
since the initial release of ECinteractive in 2006, according to ECi.
ECi said the record volume and steady growth reflects the continued shift in B2B spending from brick-and-mortar shops and
phone orders to the convenience and “endless aisle” selection of
online business purchasing and e-procurement.
“I’m proud of the work our developers and support teams are
CONTINUED ON PAGE 18
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doing to keep independent dealers competitive and growing—
especially new design options for navigation and merchandising,”
said Trevor Gruenewald, COO of ECi Software Solutions. “I applaud
our customers and vendor partners who have come to fully leverage the powerful technology and best practices available to them.
Every new feature will carry their momentum that much farther.”

are making a difference. We look forward to hosting the Green Schools
Community at EdSpaces through this important partnership.”

MBS Dev and sales-i in New Marketing Alliance

A recent survey of independent businesses in a broad range of
industries, including office products, has found they experienced
solid revenue growth in 2012, buoyed in part by “buy local first”
initiatives and growing public interest in supporting locally owned
businesses.

Dealer technology provider MBS Dev last month announced a
marketing alliance with business intelligence software provider
sales-i.
By integrating sales-i’s purchasing analytics, trending and alerts
with MBS Dev’s e-commerce and business operations software,
office products dealers will be presented with unparalleled datadriven decision making power, the company said.
“We are very excited to announce this marketing alliance with
sales-i because they are clearly the front runner in sales development tools for office products dealers,” said Paul Hesser, chief
operating officer, MBS Dev. “Integrating sales-i’s customer analytics and sales productivity tools into our Distribution Suite gives
our customers best of breed and complete sales visibility to drive
their business.”
Kevin McGirl, co-founder of sales-i, added, “With this new alliance
between sales-i and MBS Dev, independent dealers can use MBS
Dev’s Distribution Suite and enjoy a seamless integration with
sales-i, benefiting from critical intelligence into every aspect of
their business, allowing them to act with maximum impact … This
is the beginning of a lasting, successful working relationship!”

NSSEA and US Green Building Council Announce
Strategic Partnership

For more information, visit www.Ed-Spaces.com.

Survey Finds Independent Businesses Benefit from
‘Buy Local First’ Campaigns

However, the survey also revealed significant challenges facing independent businesses, most notably for office products dealers, competition from online retailers, tax and subsidy policies that favor their
big competitors, difficulty obtaining loans, and a customer base still
reeling from the recession.
The 2013 Independent Business Survey was conducted by the
Institute for Local Self-Reliance and gathered data from 2,377 independent businesses, including participating TriMega members,
across 50 states and the District of Columbia.
Survey respondents reported revenue growth of 6.8% on average. More than two-thirds experienced revenue growth in 2012—
a larger share than in the organization’s 2011 and 2010 surveys.
Independent businesses in communities with an active “buy local
first” initiative run by a local business organization reported average revenue growth of 8.6% in 2012, compared to 3.4% for those
in areas without such an initiative.
Among survey respondents in cities with a “buy local first” initiative, 75% reported that the initiative had had a positive impact on
their business.

The National School Supply and Equipment Association (NSSEA)
last month announced that the Center for Green Schools at the
U.S Green Building Councilhas signed on to EdSpaces as a sponsoring partner for the 2013 EdSpaces show and beyond.

“Showrooming”—i.e., customers examining products and seeking information in local stores and then buying online—was identified by independent retailers as one of their biggest challenges.
More than 80% said showrooming was affecting their business,
with 47% describing the impact as “moderate” or “significant.”

EdSpaces (formerly The School Equipment Show) will take place
December 4-6 at the Henry B. Gonzalez Convention Center in San
Antonio.

Lack of financing was another top challenge, with 23% businesses surveyed reporting that they had been unable to secure a
needed bank loan for their business in the last two years.

The strategic partnership sets the foundation for making EdSpaces the preeminent event for the many relevant participants
in the green schools movement whose jobs are to design, furnish,
operate or maintain educational institutions, NSSEA said.

“TriMega, and our independent office supply dealer members, are
very encouraged by the growing impact of buy local first initiatives,”
commented said Michael Morris, TriMega’s vice president of marketing. “We believe that ongoing education to consumers on the
benefits of supporting local businesses—such as keeping dollars
in the community—is gaining traction and driving positive sales results in today’s economy.”

“The goal of EdSpaces is to include all of the key voices involved in
designing and equipping the healthiest and most sustainable learning
environments for students of all ages,” said NSSEA president/CEO
Jim McGarry. “The Center is the leading expert driving this transformation by bringing the key decision-making groups together and they
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Avery Gets ‘Back to Basics’ With
New Consumer Promotion
Avery Dennison is
getting ready to
launch “Get Back to
Basics,” an aggressive new consumer
promotion
designed to help
dealers drive sales
of Avery products,
including top-sellers such
as the AVE5150 and similar SKUs as well as
the growing shipping label category.
Starting April 1 and running through June
30, consumers will be able to buy $75 of
selected Avery items and receive a $25
gift card, representing a 33% rebate!

SentrySafe Offers
Special Full Inside
Delivery Promotion
on Select Fire Files
For a limited time only,
SentrySafe is offering full
inside delivery on select
fire files at just $49.99
per file.
The files offer features
such as UL-classified fire endurance, ETLverified water resistance, high security key
locks and more. For more details, contact SentrySafe at 1-800-828-1438.

Charles Leonard Introduces
‘ShowOff’ Binder Easel

Over 50 different card options are available for consumers to choose from, including theaters, restaurants, shopping
and other services.
To help the dealers maximize this promotion, Avery has also created a number of
tools ranging from printed flyers to web
banners, email templates, and HTML links.
Dealers can access these items and get
more information on the promotion on
Avery’s Partners website or by contacting
their Avery representative.

Charles Leonard has introduced the
ShowOff, a handy easel that works with
any binder to make it easier to view and
use.
The ShowOff simply clips onto the binder
spine and provides the option of either a
horizontal or vertical view. Telescoping

legs on the easel allow you to adjust the
angle for optimal viewing.
The ShowOff Binder Easel (patent pending)
is supported by S.P Richards, Pens Etc.,
Dallas Pen, Service Wholesale and Richards
Pen or contact Charles Leonard directly (1800-999-7202; sales@charlesleonard.com).

OPMA Hires
New Account
Executive
Comstock Park,
Michigan-based
Office Products
Marketing & Advertising (OPMA)
last month announced it has
appointed Andrea Stone as a new account
executive.
Stone will act as a liaison between clients,
print partners, manufacturers, and OPMA,
directing and coordinating all key functions of various projects.
She most recently served as project manager at Financial Insurance Management
Corporation, located in Sarasota, Florida.
Stone is a graduate of Ferris State University, with a Bachelor of Arts in Visual Communications.

In Memoriam:

John Freas of Triangle Associates
John R. Freas, a long-time industry veteran who served for 40 years as a principal for Triangle
Associates in the Mid-Atlantic area, died February 6, at the Gilchrist Hospice Center in Towson,
Maryland. He was 73.
Freas was the husband of Kay Freas (nee Simpson) for 52 years, and the loving father of Paul
Freas and wife Katie, Richard Freas and wife Carolyn and Sharon Winkler and husband Brad,
and loving grandfather of Alexandra, Wyatt and Eli. He was the brother of Pati Coyle and Nancy
Wilk.
In lieu of flowers, donations may be made to either the Ruth Gosnell Educational Fund or the
Church Memorial fund both care of Springfield Presbyterian Church (http://www.springfieldchurch.org) in Sykesville, Maryland.
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Newsmaker Interview:
Brian Stevenson, TriMega’s Director of Managed Print Services
As far as I know, every MPS program prior to blink required the installation of data collection software at the end customer location
and that meant dealers needed to commit a lot of resources to
service customers who in many cases for TriMega dealers may only
have a handful of printers.
blink is a genuine alternative to that approach. It provides all the
core benefits of MPS—including toner, parts and a technical help
desk capable of supporting the entire country—but it doesn’t require the dealer or the end user to load software at the customer’s
location.
Most importantly, it doesn’t require the traditional OP dealer to
change their selling model or hire an MPS specialist or service technician. Nor do they have to make any financial investment to be successful in protecting and growing their toner business.
I’m delighted to report that the initial response among TriMega
members has been terrific, even stronger than our original forecast. We’re very encouraged by the enthusiastic reception the
program has received and the support from our supplier partners,
specifically Supplies Network and West Point Products.

Brian Stevenson is one of the pioneers of the Managed Print
Services business. Before joining the TriMega dealer group last
year, he spent most of his professional business career in the industry, most recently as president of LaserNetworks, a company
which prior to its sale to Xerox in January 2012 provided support
services for more than 40,000 print-related devices, making it
one of the largest MPS organizations in North America.
As TriMega’s director of managed print services, Stevenson
heads up the group’s efforts in a market that is becoming increasingly important for a growing number of dealers. We caught up
with him recently for an update on TriMega’s own MPS efforts and
to get his perspective on the MPS opportunity. Here’s what he
had to tell us.

One of the first things that happened after you joined
TriMega was the launch of the group’s blink MPS program.
Maybe we could start there. What is blink and what’s the
current status of the rollout?
STEVENSON: Blink was designed specifically to meet the requirements of the majority of TriMega members and their customers.

After barely six months, we’re closing in on about 100 dealers
who have enrolled in the blink program and all the feedback we’ve
received suggest that the benefits it offers are very relevant to our
members.

TriMega also recently announced a new partnership with
Compass Sales Solutions, another major player on the MPS
scene. How does the Compass deal fit into all this?
STEVENSON: Compass is outside of the scope of blink. It’s a
proposal tool for managed print companies. TriMega and the
technology-focused buying group called INTEC merged about a
year ago and INTEC has become what you might call an incubator around MPS.
Within TriMega, we have roughly 20 or so members who are
among the most advanced MPS providers in the country. These
are companies like Cannon IV in Indianapolis, Source Office in
Denver and Governor Business Solutions in Detroit. They are all
very large MPS companies and as a result, they have different requirements from the typical TriMega member.
The Compass deal is designed to help companies that already have
a strong managed print base and is just the first in a series of new
partnerships like this that we’ll be announcing in the coming months,
including at our upcoming INTEC Show, Nexus 2013, in April.
CONTINUED ON PAGE 22
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There’s been plenty of activity in recent years around the
MPS opportunity and certainly dealers don’t seem to have
any great shortage of choices available to them. What’s
your own assessment of how well dealers have responded
to the MPS opportunity?
STEVENSON: I’d say the majority of dealers at this point have

icant account to MPS that’s been taken by a copier dealer, an IT
services company or a competing office products dealer.

dipped their toe into the water but most of them haven’t seen as
much success as they expected.

MPS is moving away from that slow transition mode where there’s
not much happening to a situation where we’re seeing a rapid
shift in how toner and services are procured.

That’s because for the most part, dealers have attempted to
shoehorn a complex, services-based solution into what is typically a transactional, product-oriented dealership business model.
I think it’s also fair to say most customers may not necessarily
see their office products dealer as a services partner who’s capable of loading and supporting software on their network.
Having said all that, though, it’s also true that a number of OP
dealers who are also TriMega members have been remarkably
successful in the MPS space.

What’s made the difference for these successful dealers?
STEVENSON: These dealers have typically sold into the mid-market and they’ve done it by creating, separate from their core offering, an incubator business unit focused on managed print
services. And most of them have also deployed a dedicated MPS
specialist on staff.
MPS is a market where you have to be fully committed if you want
to be successful long-term.

Other people I’ve talked with about MPS have told me that
even if a dealer makes that kind of commitment, they
should still expect to wait at least two years before they
start to see some kind of return on their investment. Are
they right?
STEVENSON: I think so. A lot of people refer to Managed Print
Services as a get-rich-slowly business model and there is a significant learning curve.
It takes a lot of dedication and commitment from dealer ownership to make it happen. It takes patience and the ability to transform at least part of your dealership over time into a model that
might be very different from how it operates today.

Do you think dealers in general have a sound understanding of what’s at stake in the MPS market?
STEVENSON: Based on the very strong response we’ve had from
our members to the blink program, I believe they do understand
what’s at stake.
At this point, almost every OP dealer has lost at least one signif-

Peter Sheahan is an expert on business transformations and market trends who has spoken at the TriMega national conference
and he has a line that applies very well to the MPS market today:
“Change is slow, until it’s not.”

Dealers today are seeing that for themselves in their local markets
and a lot of them are now trying to move in a direction on MPS
that works both for their customers and for their own business
realities.
I’ve seen many estimates that suggest the MPS market will experience 20% compound growth and reach upwards of $80 billion, including the equipment, by 2015.

That raises another question for office products dealers.
Do you think it’s realistic for them to expect to be able to
grow the MPS side of their business without making an investment in the equipment side of things? Can it just be a
supplies and services play?
STEVENSON: It can be, for sure. End users have been moving
away from those centralized, high volume copiers that used to be
so common to the more efficient A4 printers and MFPs scattered
around the workplace.
This change has opened up huge potential for office products
dealers and even though I don’t think it’s a necessity that they sell
hardware, I do believe it’s the next area of opportunity and it’s
easy for them to take advantage of it.

Who do you see as the independent’s primary competitors
in the MPS market and how do you see independents
stacking up—in terms of both competitive strengths and
weaknesses—against them?
STEVENSON: If I were to pick two, I’d say the first is the traditional copier dealer and the second is what’s happening in the office print industry itself.
The copier dealer has the greatest to lose from what’s happening
in the market today and they’ve got to be aggressive if they’re
going to survive. The change in buying behavior and how the
pages are printed are both critical.
A decade ago, most businesses operated on a print-and-distribute
model. You would print large volumes of pages at a high-speed
copier and then you would distribute those pages to other people.
Today, it’s a distribution model first. Information gets distributed to
the end user by email or the Internet and then the end user decides
CONTINUED ON PAGE 23
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whether they want to view the document on their computer or
tablet or print it out.

Any parting words for dealers on MPS?
STEVENSON: Stay the course. Success in MPS doesn’t happen

And when documents are printed today, office workers typically
use local devices—either standalone or networked—that are closer
to them and that most frequently are either single function A4 devices or MFPs.

overnight. However, as a dealer is able to shift business from a
transactional base to a contractual model, that drives a stronger
recurring revenue stream into your P&L and improves both your
ability to weather economic challenges and invest in future initiatives.

The shift from print-and-distribute to distribute-and-print has really hurt copier dealers. They’re actively seeking to regain the
ground they’ve lost by taking all the revenues attached to those
print devices and that includes toner, paper, hardware and the associated services revenue.
The second big threat is the long-term reduction in office printing.
With the growing mobile workforce and the introduction of smartphones and tablets, employees may well simply print less paper.
Even without losing customers, this secular change suggests a
dealer could see the revenues associated with print decline by as
much as 4% a year for the next several years. And that alone
means standing still really isn’t an option long-term, if revenues
from print are relevant to your dealership.

MARCH 2013

And if you’re a dealer who’s already figured out MPS and seeing
it grow, I’d recommend you begin to explore new opportunities
that can further expand the recurring revenue component of your
business—whether that’s managed network services or a costper-click or even coffee service. That recurring revenue opportunity offers tremendous potential for those dealers who are willing
and able to commit to making it happen.
And finally, if you’re really interested in managed print, I’d say consider leveraging a partner like TriMega to help navigate that opportunity. We’re building something here that’s working and we’re
pretty excited about it!

INDEPENDENT DEALER

PAGE 23

NOPAnews

NOPA Hosts Successful Capitol Hill
Legislative Conference

Join NOPA to Advocate for Restored Access to the Federal Market for All Independents
NOPA last month hosted its annual Legislative Conference on Capitol Hill, an
event designed to highlight the association’s top federal government advocacy issues in pre-scheduled meetings with
representatives and senators.
This year, NOPA’s meetings addressed the
federal strategic sourcing initiative (FSSI)
on office supplies and proposed legislation
to improve congressional oversight of the
AbilityOne mandatory purchase program.
NOPA also sought congressional support
for dealer “teaming” legislation to allow
federal agencies to earn credit toward
meeting their socio-economic procurement sub-goals (for women-owned, service-disabled veteran-owned, 8(a) and
HUBZones) when buying from dealer cooperatives/consortia.
The legislation was drafted for the last session of Congress last year for use as a
planned floor amendment in the Senate,
but due to an unfavorable ruling on acceptable amendments, it could not be included.
The bill has been actively promoted on a
bipartisan basis and has a renewed opportunity for consideration this year.
In addition, conference participants received an update from NOPA advocacy
consultant Paul Miller on the status of proposed legislation and rulemaking through
the Small Business Administration (SBA)
to address the ongoing small business
“pass-through” problem in the industry.
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Last year, Congress passed legislation to
clarify and tighten rules on certification of
small business status for procurement purposes and to increase penalties for misrepresentation of small business status.
This year’s meetings focused on arranged
discussions with the Republican and Democratic leadership and other key members
of House and Senate Committees with primary jurisdiction on small business issues
and government procurement and program oversight.
In particular, NOPA consulted with members of the House Small Business Committee, the House Oversight and
Government Reform Committee, the Senate Small Business and Entrepreneurship
Committee and the Senate Homeland Security and Government Affairs Committee.
By all accounts, this tightly focused advocacy approach proved successful in getting the full attention of targeted
congressional offices’ and committees’
senior staff and leadership.
NOPA chair Glenn McDaniel of Office
Smart, Sierra Vista, Arizona; vice chair Rod
Manson, Office Advantage, Poway, California, and past chair Mike Tucker, George
W. Allen, Beltsville, Maryland, as well as a
diverse cross-section of NOPA board
members and other members participated
in congressional meetings.
Association members from 11 states participated, including Arizona, California,
INDEPENDENT DEALER

Georgia, Illinois, Indiana, Maryland, Missouri, Pennsylvania, South Carolina, Tennessee and Virginia.
NOPA’s leadership also met with top procurement policy officials in the Office of
Management and Budget (OMB) to explore the Administration’s thinking and
share preliminary ideas with respect to development of the next (third) generation of
FSSI for office supplies.
That program is expected to be bid in early
2014 and awarded mid-year.
NOPA’s goal is to ensure that the next generation FSSI program is structured in a
way that allows all qualified small businesses and industry dealer consortia to
compete for blanket purchase awards
(BPAs) and offers opportunities to broaden
the participation of competitive NOPA
members in the program.

For further information contact Chris
Bates at NOPA (cbates@nopanet.org;
703-549-9040, x 100) or Paul Miller
(pmiller@mwcapitol.com).
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by Scott Cullen

“ Never has effective use of technology been as critical for running a successful office products business as it is today.”

Never has effective use of technology
been as critical for running a successful ofﬁce products business as it is today. Without it, it’s near impossible to compete—
not only with the big boxes but with other
independents. With that in mind, ofﬁce
products dealers across the country share
their thoughts on the technology and technology providers that keep them competitive in a world that increasingly relies on
technology to get things done.

Acsellerate: Sales & Business
Intelligence Software
Dan Morrissey came on board at PayLESS Ofﬁce Products, in Omaha, Nebraska, as vice president of sales and
marketing a year and a half ago, just in
time for its transition to the Acsellerate
suite of Web-based sales and business intelligence solutions.
About 35 Pay-LESS employees currently
use Acsellerate, including managers who
MARCH 2013

use it as a management tool to view salespeople’s activities, notes and calendars to
ensure they’re seeing and interacting with
customers on a regular basis.
“It’s a robust system for the management
team,” says Morrissey. “It’s not so much
that management is being an overseer, but
rather, monitoring what’s going on with our
customers.”
Sales reps have the program loaded on
their iPads, making it convenient for them
to enter notes and appointments on the
go. “It really helps them manage their time
and their relationships,” states Morrissey.
One of the keys to getting the most out of
the program is ensuring that reps enter
their data consistently. Now that they do,
sales reps and managers have a wealth of
information at their ﬁngertips.
“We’re not just using it as a CRM [program], but taking advantage of the full
breadth of what Acsellerate offers,” states
INDEPENDENT DEALER

Morrissey. “It’s also enhanced our marketing in that we can use the data to target
market. You can see buying trends by certain items or category and that has enabled us to use it throughout the company
and not just with the sales force.”
What would life be like at Payless without
Acsellerate? “We wouldn’t be as effective
in our marketing and as effective in managing the numbers day in and day out,” responds Morrissey.

AOSWare: Bolstering Brown’s
Web Presence
Stuart Stuart with Brown’s Ofﬁce Centre in
Sylvania, Georgia, knew he had to do
something about his Website, especially
once online orders started dropping off.
Enter AOSWare, who came in and provided a fully functional site that started
generating new online sales.
CONTINUED ON PAGE 28
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That happened about a year ago. “The biggest thing for us was
to have a Website that looked different from everybody else’s,”
says Stuart. “This has a lot more functionality, banners and bestselling items—that’s what I like about it.”
The new site has had a dramatic effect on business. “We have a
lot more trafﬁc and we’re able to direct visitors to certain items
we want to sell,” says Stuart. “If they search for copy paper, instead of coming up with 256 items we can make sure it’s our
brand with our name on there.”
In addition to selling ofﬁce supplies Brown’s Ofﬁce Centre also
sells printed T-shirts. The enhanced Website has allowed them to
include this segment of the business on the site as well as bottled
water service.
If Stuart has changes that need to be made to the site beyond
his comfort level, AOSWare is available to do it for him. “With the
new software they have if I need a new banner, it’s so easy most
of the time I can change that myself,” says Stuart.
He’s found the support from AOSWare “fantastic,” and likes the
fact that he can call them after hours if necessary. Indeed, it’s not
unusual for him to be on the phone as late as 10 p.m. working
out details pertaining to the site.

BMI: An MS-Based Business Management Solution
When Ofﬁce Solutions in Yorba Linda, California, needed to ramp
up their e-commerce presence about ﬁve years ago they turned to
BMI and its Microsoft platform-based business management solution—a solution that offers supply chain management, wholesale
and retail distribution, e-commerce, and ﬁnancial management.
Five years later, the BMI platform continues to make a difference
at Ofﬁce Solutions whether it comes in the form of added efﬁciencies on the ﬁnancial side of the operation or improvements
on the e-commerce end of things.
“The BMI staff has been a great partner, they’re a very knowledgeable team,” states Justina Rodgers, manager, information
technology, at Ofﬁce Solutions.
Virtually everyone at Ofﬁce Solutions uses the program in one way
or another—from drivers to the customer service department and
the accounting team—while online sales have grown to 80% of
their overall business.
“The resources we’ve been able to redirect [because of that] represents a huge cost savings for us,” reports Rodgers.
“When we came on board with BMI we didn’t need a lot of custom development,” Rodgers reports. “Most dealers like to do
things a certain way, but we’re willing to change and see where
we can get added beneﬁts. When we made the move, we were
also looking at how we could improve processes across the board
using the Microsoft platform.”
Rodgers can’t imagine what life would be like at Ofﬁce Solutions
without BMI. “I’m the IT manager and I’m a party of one and can’t

imagine being on a legacy system and being able to do all that
without it.”

Britannia: Automating Business Processes
Mr. Paper Ofﬁce Supply in Gainesville, Florida, has been using
Britannia since 2002. The system was originally selected because
of its ﬂexibility and reporting capabilities. In a business where customer service is critical, if the dealership couldn’t provide customers with essential reports, they’d have a difﬁcult time keeping
them.
The latest version of the program expedites report creation, says
Shane Roach, co-owner of Mr. Paper. “With the new version, it
takes me about 10 minutes to set up a report, then I send it to
the customer, and it’s already in the format they want. With some
of our bigger customers that’s what’s most important to them.”
Britannia has also enhanced Mr. Paper’s online presence and
its online business.
“I feel like I’m ahead of the curve, especially when I look at other
industries and customers,” says Roach. “Instead of having some
cookie-cutter idea of how to go to market, they let us customize
quite a bit.”
“A lot of times you can have a Website and it says, ‘What do you
want to plug here and what do you want to plug there?’” explains
Roach. “Britannia asks, ‘How do you want to do it and where do
you want to move it?’ Some people market pricing, some people
market service, some people market their local hometown feel,
there are all kinds of ways to attract customers to your site and
they offer that to everybody.”
Britannia has also helped expedite the quarterly updates. What
used to take Roach days sometimes is now accomplished in just
2-3 hours.
And what would life be like at Mr. Paper without Britannia? “Margins would be lower and I’d probably have more people doing
more work,” responds Roach.

DDMS Takes to the Cloud
When Todd Sandoval of Sandia Ofﬁce Supply in Albuquerque,
New Mexico, acquired a new business six years ago that had
been using DDMS business system software for more than 20
years he also inherited an IT specialist who knew DDMS inside
and out.
That was the incentive he needed to switch from his old business
system to DDMS. About a year ago Sandoval made another
switch—to ECiCloud for DDMS, a hosted solution that takes a lot
of the maintenance pressure off the dealer and leaves them more
time to focus on running their business.
“We realized that as a business we lacked a disaster plan and
the ability, if something happened, to set up and continue business in a quick and efﬁcient manner,” recalls Sandoval. “ECiCloud for DDMS gave us the ability to secure and properly store
CONTINUED ON PAGE 30
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our business data and allowed us to create the disaster plan we
were lacking.”

for the marketing, he uses it for all his contact lists for marketing
e-mails. He also uses it for managing his day-to-day e-mails.

Conversion to the cloud-based system has been seamless and
transparent, he reports. Sandia’s IT manager worked with DDMS
to make the transition and DDMS pretty much did everything behind the scenes and plugged in the data and transferred it to the
cloud-based server.

“It works with our e-mail system and kind of replaces Outlook so
everything is within one program,” explains Seefeld. “The nice
thing about that is that we can go back and see any history within
a certain account. If one of our sales reps is having a certain dialog with a customer and they go on vacation, somebody can pick
up right where they left off.”

“We can now use our IT manager for more customer-driven activities because she’s not spending her time backing up and constantly managing the server,” reports Sandoval.
He also appreciates DDMS’s efforts to bolster its Web offerings.
“They’re absolutely keeping us competitive in that arena,” he contends. “With more platforms emerging and the investment of our big
box competitors on the Web, DDMS allows us to stay competitive.”

GoldMine: CRM for Everyone
Superior Business Products in Schenectady, New York, has been
using GoldMine CRM software for about a decade now, originally
because of its ability to integrate with DDMS. “It works great,” exclaims Nick Seefeld, Superior’s marketing coordinator.
For Seefeld, GoldMine’s content management system is what
beneﬁts Superior the most, particularly the ability to keep all contacts organized within a speciﬁc account. Since he’s responsible
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After 10 years on GoldMine, life would be difﬁcult at Superior
without it. “We use it day in and day out for anything related to
our contacts,” says Seefeld. “The history and tracking would be
difﬁcult without it.”

Fortune Web Marketing Turns Around Tired-Looking
Websites
A little over a year ago D.J. Hunsinger III, vice president of CMF
Business Supplies in South Plainﬁeld, New Jersey, brought in Fortune Web Marketing to completely re-designed the front end of
the CMF Website.
“What was once a tired-looking site now has much more pizzazz,”
exclaims Hunsinger. “Now I’m proud to say ‘Go to my Website,’
because it all looks fresh and shows that we’re committed and
alive and happening.”
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CMF reps are equipped with tablets and use them to show customers who aren’t ordering online how to make the transition.
“When we make cold calls my people are conﬁdent in directing
people to the Website,” states Hunsinger. “It’s also driven my online business up from my current customers and helped generate
more leads.”
The cost of ramping up the site wasn’t a barrier at all. “I’m frugal
but I don’t mind spending good money and I was happy with the
cost,” states Hunsinger. “You get what you pay for and I got a
pretty class job for a very reasonable amount.”
When asked what things would be like for CMF if they’d maintained the status quo, Hunsinger gets philosophical. “There are
two types of dealers—those who are dedicated to getting on with
new technology and Website enhancements and those who
aren’t. “If we didn’t make that commitment, we would have been
one of those companies who was basically still doing business,
but dying a slow death.”

number of customers and 40+ sales people in 23 states, and I
ﬁgured with Evolution we could get some business in ofﬁce supplies from those customers that we weren’t currently selling supplies to.”
Evolution has had a major impact on in building up Dove’s ofﬁce
supply business beyond the imaging consumables they’ve been
selling for years.
The program, particularly the way it handles approvals, has
helped Coxe and his team land some big accounts too.
“For example, if a customer’s branch places an order and it doesn’t ﬁt in their budget, the program will e-mail a designated person
in the customer’s organization for approval,” he explains. “That
was a big stumbling block we had with some accounts previously.”
What would life be like at Dove Data Products without Evolution? “I
can think of a number of large accounts we wouldn’t have right
now,” replies Coxe. “It’s a good ﬁt for the way we run our business.”

e-Commerce Flexibility through Evolution
Rick Coxe, president of Dove Data Products in Florence, South
Carolina, was introduced to Evolution at an Azerty conference a
couple of years ago.
“I had been looking for an additional e-commerce program besides what came with our ERP,” recalls Coxe. “We have a large
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GOPD: A Fabulous Front End
Minton Jones in Norcross, Georgia, has been using GOPD as its
front-end system for a decade now. “We chose it for several reasons,” recalls president Chip Jones. “They were a good solid
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company with a good reputation for innovation, and the people
running it were ﬁrmly entrenched in the industry. And they have
an independent nature like we do.”
Jones also appreciates the fact that his technology provider is
constantly developing new tools. Plus they’re customer-oriented.
“That was a big thing for us. They’re dedicated to our success.”
When Jones brought in GOPD in 2003 it was the only system he
looked at that met 100% of his needs. The ﬂexibility of the system
was also a big plus, along with the ability for the dealership to select and pay for only the components of the software they needed
and then update it as needs change.
“It’s really convenient,” says Jones. “You can add things on and
change things, and more importantly, we can customize our cart
experience for an individual customer.”
“We really like the increased capability to customize the shopping
cart,” he says. “They keep adding little things that keep making it better and better, and the ability to integrate our branding and marketing
helps us. It’s brought us into where we feel we can compete with the
big guys on their sites”
And if Jones didn’t have GOPD? “It’s almost like what do you do
without a rudder?” he replies. “I don’t think we’d be around to
have this conversation.”

usual for him to call IBA and ask for a speciﬁc feature only to ﬁnd
out, that feature is already in the program.
Peck’s Ofﬁce Plus continues to reap the rewards of the IBA software. “The main thing is that it’s a powerful system that allows you
to do a lot of things and when you add to that the ability to customize, then it becomes that much more powerful,” states Peck.

Jump Technologies: A Proof of Delivery System for
the OP Dealer
Impact Ofﬁce Products in Beltsville, Maryland, was looking for an
electronic proof of delivery (POD) system that allowed them to
access POD information immediately online. After evaluating various options on the market they selected the JumpTech system
and have been using it for about a year now.
“We got tired of thumbing through paperwork when customers
said, ‘I didn’t get this,’ and then saying, ‘Yes you did,’” notes Brian
Shaffer, director of warehousing and logistics at Impact. “We also
have a lot of customers who require proof of delivery before they’ll
pay their invoices. There used to be a lot of pulling of paperwork,
copying it, scanning it and e-mailing, but now with JumpTech,
you just click and send.”
The price for JumpTech was right,
plus Impact ended up getting free
Android phones from their cell phone
service provider. Shaffer says that
overall the system was easy to implement and the company was up and
running on the system in one day.
“We installed the app and walked our
team through it using a simple PowerPoint presentation,” he explains.

IBA’s Customizable Back-Ofﬁce Solution
Peck’s Ofﬁce Plus in Brooklyn, New York, has been
an IBA IMAGE Plus+ user since 2007.
“I went with IBA because of the level
of customization,” says Robert Peck.
That ﬂexibility to meet a dealer’s speciﬁc needs has been a huge beneﬁt
to dealers like Peck. “If we want a
driver’s route code to print on the
top corner of the order, we call them
and they do it. With [some of the
other systems], if you need something like that done it costs a fortune.”
Peck has found IBA’s customer
service team particularly responsive. “They’re not a huge company
and neither am I,” he points out.
“I’m looking for that same kind of responsiveness that I give that
to my customers.”
Peck’s is also a member of Independent Stationers and he’s been
able to customize his purchasing system to make the most of the
group’s RDC program.

Without JumpTech it would still be
business as usual at Impact with a lot
more paper ﬂying around and people
spending valuable time thumbing
through ﬁling cabinets. And one ﬁnal
beneﬁt of using the system: “Our accounts receivable days outstanding
has decreased, [without JumpTech]
that would probably go back
up,”notes Shaffer.

MBS DEV: Ready to Take On Amazon

“That’s a major example of customization that is extremely helpful
and worthwhile to us,” says Peck.

Sayes Ofﬁce Supply in Alexandria, Louisiana, says he saw his recent conversion to the Microsoft Dynamics AX solution from MBS
DEV almost as a matter of survival. “We constantly see ourselves
being hit by the mega channels for not having the technology we
needed,” he notes. “It’s horrifying.”

The program is simple to use although Peck points out there are
a lot of bells and whistles that he’s still discovering. It’s not un-

For Sayes and his team, though, the horror is over. “I am absolutely
ecstatic about where we are today in technology,” he says.
CONTINUED ON PAGE 36

MARCH 2013

INDEPENDENT DEALER

PAGE 34

TECHNOLOGY

continued from page 34

Sayes is enamored with the software’s capabilities while acknowledging that he’s only beginning to scratch the surface of the system.
He particularly appreciates the inventory controls along with the
Roadnet routing software that integrates with MBS DEV.
The system’s customer service capabilities and online features also
get high grades. “We get real-time information to our customer service team when there’s an error with an order,” notes Sayes. “It notiﬁes
the sales person and the customer service department so you can
call the customer before they have an opportunity to call you. What’s
that worth? And the advancements coming to the Websites will put
us on a level playing ﬁeld with Amazon. It’s pretty darn awesome!”
The interconnectivity that MBS DEV brings to Sayes’ dealership is another plus. “Whether it’s your human resources department, your accounting department, purchasing, receiving, shipping, delivery, it’s all
intertwined and connected,” he reports.
Asked what life would be like at his dealership without MBS DEV,
Sayes replies, “To feel like you’re on a level playing ﬁeld with Amazon
is impressive.”

Red Cheetah: An Effective E-commerce Solution
Cartridge Savers in Madison, Wisconsin, has been using the Red
Cheetah system for going on six years. Rob Wangard, president
of Cartridge Savers, originally selected the software because he
was looking to grow the business and needed an infrastructure
that could handle the growth he was looking to achieve.
“We also had a large contract to supply and knew there was going
to be some large government opportunities coming up and we
were preparing for that,” says Wangard.
Other than QuickBooks, this was the dealership’s ﬁrst serious
business software system. Cartridge Savers currently has six licenses and eight employees using the program.
“It has a short learning curve, it’s easy to use, and it’s good value
for the money,” says Wangard.
Most orders are now processed electronically thanks to the software, with approvals and processing taking less than ﬁve minutes
from the moment the order arrives to when it’s forwarded to their
suppliers.
Recent upgrades have Wangard on his feet and cheering. “It’s
more intuitive and easier for customers to use,” he reports. “Red
Cheetah has made a lot of enhancements to the program, but I’m not
using all of them yet. It does much more than I can use.”
Wangard says he also appreciates how the company bends over
backwards to meet his needs. Plus the system now has the capability to bring in GSA Advantage orders into Cartridge Savers’ system.
Overall, Red Cheetah has been a huge time and money saver.
“Without it I’d probably need about three times the amount of staff
to handle the business,” says Wangard.
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sales-i’s Customizable Sales Intelligence Program
Tallgrass Business Resources, based in Cedar Rapids, Iowa, has
been using the sales-i program since last June.
“What we like about sales-i is the ease of use, the dashboard, and
how it logs calls,” says Randy Devine, sales manager. “sales-i CRM
is customizable on the ﬂy,” adds Carly Kleppe, marketing manager.
“We can customize it without having to contact sales-i to change a
ﬁeld or add a new call type. If we want to track something like whether
or not the customer is a green company, we can go in and add ﬁelds
such as ‘Is the Customer Green? Yes or No,’ in the CRM record card.
We don’t have to contact sales-i to do it and wait for them.”
Kleppe and Devine appreciate the amount of information the program places at their ﬁngertips.
“It’s all right there in the customer’s record card,” says Kleppe.
Devine is also looking forward to future enhancements such as
the business review portion of the program, which he expects to
see sometime this spring. Another feature, a campaign manager,
will allow Kleppe to set alerts for sales reps, notifying them what
customers aren’t buying jan/san products, for instance, and then
manage that campaign.
“If we didn’t have sales-I, we wouldn’t know where we were at
any given point,” he says. “Without sales-i, we wouldn’t have accountability.”

Servex Brings Design Capabilities to the OP Dealer
One of the advantages of the right software program in business
is the way it can enable users to do more with less. That’s what
happened at HiTouch Business Services in Saddle Brook, New
Jersey.
HiTouch also sells ofﬁce furniture but they didn’t have an in-house
designer to accommodate their client’s ofﬁce design needs. That
issue was resolved about 2-½ years ago when the company
began using a photo rendering program from Servex USA.
“It fulﬁlled a need,” says George Goldberg, vice president, business development. “At the time we starting using it we didn’t have
in-house design staff.”
HiTouch has about a half dozen people using the program, and
according to Goldberg it’s relatively simple to use.
It also gives HiTouch a deﬁnite edge on the design side. “Customers don’t know whether I’m using an in-house designer or
contracting the design out,” notes Goldberg. “It’s quick, easy and
reasonably priced.”
The Servex photo rendering program allows HiTouch to showcase
their products’ best attributes. Besides the program, Goldberg is
extremely satisﬁed with the customer support from Servex, along
with the wide range of products that the system can work with.
In addition, the program has helped HiTouch win business because it helps elevate the dealership’s image with furniture customers.
What would life be like at HiTouch without Servex? “It would be
more time consuming,” states Goldberg. “Servex saves us an
enormous amount of time.”
CONTINUED ON PAGE 37
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SSI Helps Raise Margins for Current Ofﬁce
Solutions
Five years ago Current Ofﬁce Solutions, with four locations
throughout Northeast Ohio and Southeast Michigan and headquarters in Bryant, Ohio, made the switch to the SSI distribution
system and e-commerce module.
SSI came in with a very competitive price, but the biggest thing
in their favor, says Current Ofﬁce Solutions’ Nicki Cogswell, was
their responsiveness and easy access to individuals at all levels
of the organization, including upper management.
“They gave us the opportunity to build a relationship and not just
be a customer,” states Cogswell. “We also felt like that they would
grow with us.”
She appreciates how SSI listens to their customers.
“Instead of designing software and making upgrades and saying, ‘Here it is,’ they ask
for feedback about enhancements
and what changes need to be
made.”

“I like the way the site looks, the color, the tabs,” beams Haney.
“This is the best-case scenario and they’ve been easy to work
with and affordable.”

Forms & Supply Mixes Sugar CRM with sales-i to
Enhance their Marketing
Forms & Supply, Inc. (FSI) in Charlotte, North Carolina, implemented Sugar CRM along with sales-I just
this past January after training their sales
reps on the program in December 2012,
and reports Beth Freeman, assistant vice
president of sales, the initial ramp up has
gone pretty smoothly.
“We’re trucking along pretty well,” she
says. “Our sales reps like the sales-i part
of it because they can get down into the
details of their accounts—what they’re
buying, what they’re not buying, when
they’re up, when they’re down.”

But the biggest beneﬁt revolves
around dollars and cents.
“We’ve been able to add about
ﬁve points to our margin just by
using the software for analyzing
our accounts and purchasing,”
reveals Cogswell. “When we sit
down with our wholesaler and
they look at our margin, they
say, ‘Wow, you guys pull a lot
of margin.’ It wasn’t always
that way; SSI has allowed us
to do that.”

In addition, Freeman adds, the program is
also helping the dealership grow sales in
key categories. “I can’t say it’s all totally a
result of [Sugar and sales-i] but the program deﬁnitely reinforces that effort,” she
notes.

What would life be like at Current without SSI? “Our expenses
would be higher if we hadn’t made the switch and we haven’t
seen a price increase since we signed up,” responds Cogswell.

Stratus Improves United Ofﬁce Products’ Web
Presence
United Ofﬁce Products hooked up with Stratus last fall to secure
a new Website with a message that the Olathe, Kansas-based
dealership offers a whole lot more than just ofﬁce supplies.
The dealership’s site, reports United Ofﬁce Products’ Theresa
Haney, now has a rotating grid that displays specials, plus if customers see a product they like on the home page, they can simply
click on it and order without having to go into the catalog and ﬁnd
a speciﬁc product number.
Haney won’t go so far to say it has increased United’s online business, but customers are noticing.
“We don’t have as many complaints,” says Haney. “People have
been commenting about how much they like it now.”
MARCH 2013

Haney also gives kudos to Stratus for the way their system allows
the dealership to promote specialty items as well the panel systems and other services such as custom moves and ofﬁce design
that United offers.

The one thing she hasn’t been able to focus on
yet has been the marketing campaigns. “Our ﬁrst goal was to get
everyone up and running on Sugar and comfortable with using it
before moving into the targeted marketing phase,” she explains.
Those marketing campaigns will focus on such product areas as
cleaning and break room. “The plan is to focus on a customer’s
buying habits—those who have bought very little in that category—and be able to target them with information, deals, and
specials about those particular items,” says Freeman. They’re
also planning on targeting speciﬁc end users and what they’re responsible for buying.
“We want to be more precise in the message we’re sending to
our customers so that it’s relevant,” concludes Freeman.

Growing the Business with Thalerus Software
Wecsys LLC is an FSSI/GSA/DOD-focused-dealer based in
Brooklyn Park, Minnesota, and, reports president Ajayi Akinkuotu,
they have been a Thalerus user since 2006. The inspiration to
adopt it in his dealership goes back to 2005 when the company’s
sales jumped from $2 million to $10 million practically overnight.
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Much of that growth came from the government market and
Akinkuotu gives high marks to Thalerus for the way it supports
doing business with Uncle Sam, for both GSA Advantage and
DOD e-mall.
Business is booming at Wecys and the program allows them to
process close to 500 orders a day “It’s a good fulﬁllment system,”
notes Akinkuotu. “It allows me with only 20 employees to do
about $35 million [in business].”
To keep pace with growth Akinkuotu is looking forward to a complete system redesign that will ramp up the EDI capabilities of the
system and link it with Ariba software, enabling him to pursue additional state and local government business.
After six years with Thalerus, Akinkuotu couldn’t imagine life without it. “Without Thalerus I wouldn’t be in existence,” he says.
“There’s no other program that allows you to trade with so many
partners—unless you want to spend a lot more.”

Borden Ofﬁce Equipment Ramps Up its Space
Planning Capabilities with Visual Planner
The furniture reps at Borden Ofﬁce Equipment in Steubenville,
Ohio, rely on Visual Planner whenever they have a furniture sales
opportunity. It’s kind of like having their own virtual space planner
to help them close furniture deals.
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John Tetley, one of Borden’s outside sales reps, ﬁnds the program
easy to use. “They have a lot of desk and furniture offerings that
are built in, easy to conﬁgure pieces, the room design is supereasy and you’re just plugging in your interior dimensions to draw
your space,” he says. “It greatly enhances the sales process and
gives us a valuable tool to help close a sale.”
Visual Planner also gives Tetley and his colleagues greater conﬁdence when discussing furniture with customers.
“If someone has an idea of what kind of furniture they’d like to
use for a particular space, you can take that idea and represent
it graphically and show them the plusses and minuses,” he explains. “It also gives you an opportunity to steer them in a different
direction if you feel what they want is not the best solution.”
And you don’t need a programming degree to put it to work.
“There’s a very small learning curve,” says Tetley. “It took me a
couple of hours max and that’s just looking through the different
drop-down menus they have available and the different furniture
series you can choose from.”
What would life be like at Borden Ofﬁce Equipment without Visual
Planner? “I’d have to go back to quad-ruled paper, physically
drawing the ofﬁce space,” responds Tetley. “I’d certainly rather
not have to live without it if I didn’t have to.”
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Who Are Your
BEST People?
By Bill Kuhn
How do you maximize the ROI on your people? Assuming, of
course, that you’ve made and continue to make an investment in
that critical aspect of your business.

Like Robin, I’m a ﬁrm believer that scarcity of talent is not the
issue, but rather, a shortage of people who understand and are
able to uncover talent.

You may think you need to look outside your organization for additional talent or best people, but that may not be necessary. The
focus of this article is on how you can make the most of the people you already have—identify them, inspire them, retain them.

Whether you are looking to succeed in existing markets or tap
new opportunities, you must focus on people and their respective
talents. Is managing talent important? As Stuart-Kotze says, the
answer is, “No, it’s absolutely critical!”

Looking ﬁrst at your existing talent and best people can save not
only the time and expense of recruiting new employees, but it can
also enhance your hiring skills if that does become necessary.

But are the talented also your “best people”?

Where is that talent?
Business colleague Robin Stuart-Kotze, an international author
and consultant on performance and talent, describes talent as
“the ability and capability to do something well.” I like his deﬁnition as it describes current performance (ability) and potential (capability), including the often untapped hidden talent.

Talent, though, is often not enough. Your best people are those
who demonstrate their talent, applying their ability and capability
to do what their speciﬁc jobs require. The best people achieve
performance excellence.
Every job requires speciﬁc behaviors to produce high-level performance. In today’s challenging business environment, job requirements change frequently; consequently, behaviors must
change frequently.
CONTINUED ON PAGE 40
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Depending upon the position, your best people may produce the
highest sales, create exceptional customer service, provide
operational efﬁciencies, excel in managerial performance—it’s
whatever their speciﬁc job requires.

“If you’re unwilling to do this, I’ll ﬁnd someone
who can.” An overworked and frustrated employee may actually
welcome this offer; perhaps a better statement would be, “What
support can I offer so that you’re able to take this assignment.”

Best people also have some behaviors in common: they deliver
what they promise, they achieve their objectives, they work well
with their teams, and they generate enthusiasm. Overall, “Best”
occurs when an individual’s behavior matches the behavior demands of the job.

“I’ve told you before, our company has to run lean and
mean.” Lean and mean has pros and cons, some of which in-

Questions to ask yourself as a dealer principal or manager: Can
you identify and cultivate talent within your organization? Do you
know who your best people are and could be? Do all of your
people know what they need to do to be the best in their current
position?

“The younger generation is only interested in
themselves; they’ll move on.” The next generations want op-

Where to begin? Know yourself
Assessing your own talent, behaviors, and attitudes and the effect
these abilities and characteristics have on your staff is a critical
ﬁrst step. Effective leadership begins by managing one’s self, then
by leading, managing and engaging your workforce.
Do you know yourself? Most would answer yes, yet research
shows that only about ten percent should actually give that
answer.
Knowing yourself includes understanding your core beliefs, honestly assessing your management style and evaluating how engaged you are with your people and they with you.

clude quality issues, employee exhaustion and stress that might
lead to the turnover of your best people.

portunity, a feeling of purpose and to be treated well. They may
well stay on in a company with a good environment and reputation.

“My older employees don’t want to learn
(technology). They just want to hang in until they can
afford to retire.” You do need to address the physical and
mental realities of aging and impending retirement and its effect
on your workforce.

“You only seem to do what you want to do.” Identify what people want to do, then use that to your advantage. Many aren’t looking for advancement and are content in the job they have; give
these employees roles that require stability, consistency and speciﬁc knowledge and you’ll create best people.

Your attitudes play a signiﬁcant factor. All too often, we tend toward excuses or blame. “The workforce is what it is.” The point
instead should be, “What can we do within our organization to
make it better?”

There are so many ways you can turn off your employees; the list
above only scratches the surface. Think about comments that
you’ve made that could be added. Think as well about your
behavior, and how your staff views what you have and have not
done.

I’ve heard all too often, “My employees just don’t give a damn.”
My response? “Why is that? Be speciﬁc, describe individual situations—what someone has or hasn’t done, and how you responded. Is it perhaps more an issue of how you manage or don’t
manage?”

Look at yourself. When you say something, are you aware of what
you’ve said, how you’ve said it, and, more importantly, how it
might come across? Do you look at your employees to observe
their reactions? Do you listen and observe body language? You
cannot ignore this non-verbal communication.

Many remarks like these are turnoffs to employees, discouraging
instead of encouraging best behaviors. The remarks found below
are all real comments relayed to me recently, often stated in a
tone intended to cut off feedback. The frequency of some of these
remarks is alarmingly high. Those who have made these comments may not realize how devastating they can be and how
often they can lead to the resignations of good employees.

For most owners and dealer principals, managing people is not
easy. The majority of dealer leaders came up through a successful
sales career. For many, that is still their primary focus. Leadership
and managing are difﬁcult tasks in which most dealer leaders
have had little or no training. You may or may not feel you are able
to tackle the people issues on your own.

Identify talent and your best people
Turn offs:

How do you identify talent? In working with leaders of medium-

“You’re lucky to have a job.” In this economy, an employee al-

sized companies, the best leaders appeared to have a similar—and
successful—path toward identifying talent. What they would tell you?

ready knows this.

CONTINUED ON PAGE 41
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Begin by listening. Gather the feedback

Inspire talent and best people

and ideas or suggestions your staff may
have. Listen to the old timers, to your
youth, to those in more responsible jobs,
to those at the lowest levels in your
organization.

What priority does your dealership assign
to inspiring talent and best people? How
often have we said that people are a
dealer’s greatest asset? If you’re committed to that, you must be committed to
leadership development, training, coaching and to establishing the best possible
culture. Talent alone is not sufﬁcient. The
behavior of an extremely talented person
will determine whether that individual is, or
is not, one of your best. The following
equation really works:

Your desire to hear and the willingness to
take time can help build trust. Do you listen attentively? Are you attuned to the
emotional signals being conveyed? Do
you possess the desire to bring out everyone’s best? If so, tell them that.
As you listen, you also must create a dialog to establish your credibility and their
trust in you. Once again, it’s what you say
and how you say it. Only with dialog can
you get a good idea of an individual and
see true talent. People will talk openly only
when they feel comfortable, motivated and
inspired to do so.
Listening, creating dialog and building
trust not only builds relationships, it can
build loyalty and become an excellent vehicle for discovering new ideas and opportunities. It may also help you determine
whether you have the right people in the
right jobs.
Reﬂect on my comments about knowing
yourself and apply them to identifying the
talent and best people in your organization. The cover story in last month’s issue
on dealer marketing success stories is
worth another look from the perspective of
identifying talent. Certainly, one of the key
features of that article was the way it put
the talent and best people of several dealerships on display.
The article interviewed seven dealer marketers, all appearing to be relatively young
professionals. All appeared to have a high
level of talent (some with more, some with
less experience) and I’m sure they are all
viewed as among the best people in their organizations. They were challenged, motivated and obviously admired their dealer
culture (several mentioned the teamwork
within their organizations). That article has a
wealth of ideas; you may want to re-read it.

Healthy Culture +
Enlightened Leadership =
Creating Talent and Best People.
Perhaps you want such a sign in your
office.

The following suggestions can
be instrumental in
re-energizing your people and
bringing the best to the forefront:
Understand your existing culture.
Does your company have a positive culture
that energizes your people? Culture is about
values, shared beliefs, purpose, direction,
teamwork and relationships, integrity, excellence and service. Can you describe your
culture and would your people describe it
the same way?

Deﬁne the culture you want to have.
Culture matters to your entire workforce. A
strong culture is performance-driven and
built on a sense of community and trust.
Unhealthy cultures lack a sense of vision,
standards of excellence and strong support
values such as integrity and trust. If improvements need to be made to strengthen
your culture, work with the talent and best
people you have toward that improvement.

Be highly visible. Be in front of your people constantly. High-performance companies have leaders who are deeply involved
in the business of creating best people by
getting them to put forward and develop
their ideas.

Develop all of your leaders and best
people to become better coaches and
mentors. Coaching is about helping people change to perform better. There isn’t
anybody who can’t beneﬁt from a coach.
Coaching focuses on helping your people
identify their talents (and their weaknesses) and conceptualizing plans to
achieve their (and your) long-term goals.
How well do you coach and develop the
talent you have and create conditions that
allow people to do their best work?
You may need to bring in professional
trainers, skilled in organizational development, coaching and mentoring. A word of
caution: There are many trainers out
there—some are exceptional, others are
awful. Network within your community to
ﬁnd someone who has demonstrated success in training others to serve as mentors
and coaches.

Give people responsibility, challenge
them and see what they do with it. The
best company president for whom I had
the good fortune to consult believed just
that. “Give people responsibility, challenge
them, and see what they do with it.” How
did he do that? He began by managing
and developing his people, and identifying
potential.
He helped them to grow their skills and
abilities, turning his direct reports into an
excellent team. He gave them what he referred to as “stretch” goals. He told them
they were the best, and they came to believe that and acted accordingly.
I asked if he ever felt there was risk involved in that approach. “Deﬁnitely,” he
told me. “Both managers and I must accept the risk of failing from time to time,
but you must trust them and allow them to
be successful, and not rob them of that
success.” Result: In his seven-year tenure,
he grew the company from a value of $13
million to $113 million when it was sold.
I would suggest that many in your workforce probably fall into the talent, best
people category. Brilliant people may produce only average results. Average people
CONTINUED ON PAGE 42
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may produce brilliant results. Your belief in people at all levels can
become a self-fulﬁlling prophecy in terms of creating talent and
best people.

forming companies. Furthermore, the better you manage and retain
talent and best people, the more best people you will have and attract.

Consider why best people leave their jobs. There are many rea-

Keep the talent and best people you have
The activities associated with recognizing and inspiring talent
and best people are also relevant to retaining the talent and best
people already in your organization. Additional areas important
to keeping the talent and best people include these:

Put your talent and best people into action. Take the talent and
best people you have identiﬁed and give them the opportunity to
help solve some of your key business challenges. If your goal is to increase market share
through new business development, for example, provide the commitment from the top
of the organization and designate one (or
more) of your best people to serve as the internal champion to spearhead the effort.

sons why the best may leave. Some may relate to pay and beneﬁts but consider the others: no sense of belonging, no clear
understanding of company vision and direction, little pride in the
company and its standards, little respect and trust of management (particularly their direct supervisor), lack of meaningful work,
no challenges or potential for growth, little recognition or appreciation, limited ﬂexibility and freedom and stress (often from overwork and leading to burnout).

Dealers are also faced with all the internal productivity issues. Have your talent and best
people brainstorm ideas and implement those
deemed most promising.
How well do you know your competition? Consider assigning one of your best people to ﬁgure out a competitor’s strategy and propose an
approach to meet it. When I ran a dealership,
we did just that. Best people (from all levels
within the company) chose the organization
that they wanted to investigate and the results
they came back with were amazing. Not to
mention that it was one of the most fun assignments they had ever experienced.

Continuously build teamwork and a sense
of community. An essential factor in building a strong culture and
keeping your talent and best people is collaboration built upon
teamwork, interdependence and a sense of community throughout the organization. Teams should not merely be at the management level or within a particular department; they should be
cross-functional. The ”Best” ﬂourish in a supportive and interactive environment.
It’s more cost effective to keep good people than to hire them.
This is common knowledge. Turnover can be costly, not only in
the hiring process but in the loss of knowledge and experience.
At a key level, the cost of turnover can be one and a half to two
times the annual salary.

Provide best people the opportunity to perform at their best.
Generally, that’s what the talented and best people want. It’s also
been a key factor that differentiates high-performing from low-per-

Consider a survey. Surveying your employees on how they feel
about your organization may give you both a better grasp on your
culture and help identify the issues that will be important to address to keep the talent and best people you have.
There are pros and cons to a survey. Pro: You hopefully get meaningful input. Con: If you don’t follow up on the survey by providing
feedback and survey results, people will be turned off; it will have
just been another form to ﬁll out.
A survey could address such areas as teamwork within departments, teamwork between departments, communication openness, management support, understanding of purpose and vision,
the level of acceptance of responsibility, including follow-through
and execution, and the perceived importance of continuous learning and improvement within the dealership.
CONTINUED ON PAGE 43
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Understand the key motivators. Problems with motivation start
because we think we understand what motivates people. What
motivates you may not motivate me. Research indicates that work
providing a sense of accomplishment can rank higher than compensation. People are also motivated by being able to do what
they like to do. This has its good and bad aspects—good, if that

behavior ﬁts into what needs to be done on the job; bad, if that
behavior does not tie into the behavioral requirements of the job.
Matching the right person to the right job can mitigate the bad
aspects. The following list includes several of the motivators that
may be important in keeping your talent and best people.

Want to Motivate Me? Then…
n Help me to have a sense of accomplishment
n Recognize my achievements
n Show me respect
n Compensate me fairly
n Make me proud of our company and what it stands for
n Create a corporate culture and demonstrate values I can identify with
n Challenge me if that’s what I need to do my best work
n Appreciate me if I simply want to do good work in my current position
n Give me responsibility
n Help me to feel part of the organization
n Understand how important it is for me to have friends in the company
n Assign me to a role where I can do what I like to do and what I excel at
n Be a boss that I can respect and admire
n Act ethically and show me that you’re worthy of my trust
n Allow me the opportunity to work with others
n Ensure I can have a reasonable balance between work and home
n Permit ﬂexibility in when and where I work
n Offer feedback and guidance — and not only at my annual review!
n Coach and mentor me
n Expect that I can perform my best only when managing a realistic workload
n Do your best to provide me with a greater feeling of job security

So, what’s next?
Applying the concepts I’ve described can help your dealership to
mitigate the stress related to the critical success issues mentioned
earlier. Applying these concepts can also make your dealership a
nicer place to work.
However, realistically and despite your best efforts, you may need
to ﬁnd talent outside your organization (hopefully because your
MARCH 2013

business is growing). In my next article, I’ll discuss how to further
apply the ideas presented here to acquiring talent as well as additional methods to attract the best to your dealership.

Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry
consultant who has been writing about the office products and office
furniture industries for over 35 years. Contact Bill by phone: (303-3228233), or e-mail: (BillKuhn1@cs.com).
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Social Media’s

Achilles
Heel
By Troy Harrison

Many people don’t know this, but the late, great country comedian Jerry Clower started out as a feed and fertilizer salesman.
Some of his jokes and stories were from this life, and one of my
favorites is this one (As they say, if it isn’t true, it ought to be):

great, and it does happen. That’s what they call “going viral.”

Clower was once selling to a hog farmer, and he asked the
farmer what he fed his hogs. “Slop,” the farmer replied. He
then began extolling the virtues of the advanced hog food he
sold, and closed by saying, “With this food, your hogs could
be grown and market-ready in half the time!” The old farmer
looked at him and said, “What’s time to a hog?”

One example of this is a prominent sales author who in recent
years has been, shall we say, emphatic about the power of social media.

That story illustrates how the same words can mean different
things to different people—and few things exemplify this more
than social media.
“You’ve got to be on social media,” one person says. Another
says, “Quit prospecting—social media is where it’s at!”
However, at the root, what salespeople are concerned with is
not social media; it’s prospecting and lead generation. To that
extent, social media has one big Achilles’ heel that no one is
talking about.
The Achilles heel is this: Your target must already know about you
before anything you do with social media has any effect.
One of the big positives—for the user—is that social media is an
opt-in mechanism. You might be tweeting some great stuff, but
if I’m not following you (by my choice, not yours), I’ll never see it.
If you’re a salesperson, this is a big problem. Part of what we
need to do in our new-business selling process is to reach out
to people to make it so that they do know us.
“But wait,” you say. “People pass along what they see in
social media; that’s how people build audiences.” Sounds

But there’s a problem: In the real world, very little businessoriented material gets the re-tweet or the Facebook recommendation.

At the start of 2011, he promised that he’d tell his readers how
to monetize social media. At the start of 2012, he said that
he’d hired a consultant to help him show people how to monetize social media.
So far in 2013, the discussion hasn’t advanced. However, last
year, he posted an example that speaks volumes.
He gave an example of a pithy comment that he posted, and,
he said, “It was re-tweeted 18 times!” Sounds great. Except
that he has 30,000 followers. I don’t even want to run the ratio
involved. And this guy has been a best-selling author for 20
years, which is how he got his 30,000 followers.
Now, it may sound like I’m down on social media. I’m not.
What you’re reading is a form of social media, and it’s been
very beneficial to me for eight years. That’s why I keep publishing it. But to succeed in selling, it’s vital that we understand
what social media can do and what it can’t.
Social media can be a great mechanism for reputation-building, relationship development and demonstration of expertise.
Many buyers will use it as a “check-you-out” mechanism to
learn more about you but only after they have encountered you
some other way (such as personal contact at a networking
event or a prospecting call).
CONTINUED ON PAGE 45
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Social media can’t be a primary contact mechanism, because
of the Achilles heel issue that I mentioned earlier. There’s an
exception to this rule; salespeople in B to C businesses should
probably invest more time in social media for two reasons:
First, cold-call prospecting is virtually nonexistent in B to
C. Second, what does get forwarded and re-tweeted tends
to be information on personal purchases, entertainment,
etc. Real estate salespeople, in particular, have had a lot
of success with social media.

Recently, speaking at a trade show in Dallas, I did a little test.
I was speaking to a group of about 150 people about
prospecting. I asked all the business owners in the room to
raise their hands. About 50 did. I then asked every one of the
business owners to keep their hands up if they watched their
Twitter, Facebook, or LinkedIn feeds to find new vendors.
Every hand went down.
Since you are B to B salespeople, that should tell you something. Use social media for what it can do. Don’t ask it to do
what it can’t.

“Your target must already know
about you before anything you do
with social media has any effect.”
I should also qualify what I said in the last paragraph. At this
time, the social media technology does not exist that will get
past the opt-in provisions of the genre, and allow social
media to be a primary sales contact mechanism. That technology may exist someday, however (and I’m sure people
are working on it).

Troy Harrison is the author of “Sell Like You Mean It!”
and the 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, please call 913-645-3603,
e-mail TroyHarrison@SalesForceSolutions.net, or visit
www.SalesForceSolutions.net.

Office Products Women in Leadership (OPWIL)
is a professional organization connecting women in
leadership roles within the Ofﬁce Products industry.
Together we can learn, develop and grow while forming
professional connections and developing lasting friendships.

Join our conversation on Facebook and LinkedIn for more information.
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Meet the New Industry Math:

OfficeMax + Office Depot =
Opportunity and Plenty of it!
By Tom Buxton

“How long has it been since your rep from Max was in to see
you? Three years? And how about your independent dealer
rep … when did you see him last?”
The above excerpt from a call I recently made with an independent dealer rep to a large supplies prospect demonstrates
the challenge that the new OfficeMax-Office Depot combine
faces. They have both either driven most of their best salespeople out of the business or forced them to cover so much
territory that properly serving customers is simply no longer
feasible.
At the same time, both companies have seen their respective
businesses shrink significantly over the past six years, despite
an almost uninterrupted stream of predictions that amazing
new profitability was just around the corner!
Depot’s sales have shrunk from a high of $15 billion in 2006 to
$11 billion in 2012, while sales at OfficeMax have followed a
similar path—from approximately $9 billion in 2006 to $7.1 billion in 2012.
Their infrastructure reductions have not kept up with the sales
declines, hence the need for a merger. And don’t be misled by
any public relations blurbs, this merger was forced by the financial backers of both companies (especially Depot’s) who
were sick and tired of seeing shareholder value on a nasty
downward slope for so many years.
But what does it all mean for the independent dealer community? The best answer I can give is, “That very much depends
on you.”
How consistent are your reps when it comes to establishing
and retaining relationships with their larger prospects and cus-

tomers? Do they act as consultants or just “route run?”
Is your dealership moving aggressively into attack mode, or are
you just hoping that things will get better with your current customers?
I ask these questions because if we look back at previous
mergers and the way the companies involved went about closing down one entire computer system, shuttering large numbers of retail stores and drastically reducing overall headcount,
one thing becomes very clear: There will absolutely be significant opportunities for those independents with the requisite
drive and determination to go out after them.
The choices you make and the strategies you adopt during the
next six months to a year and the way you go about pursuing
what is clearly a wounded giant could well make or break your
own company over the next couple of years.
Much has been said about how independent dealers need to
begin offering multiple lines of business and I am in complete
agreement with that argument.
However, right now we have a unique opportunity to go after
a large portion of local and national business that is right in
our sweet spot.
At least $8 billion of the $18 billion represented by what one
Wall Street analyst less than affectionately called “OfficeDeMaxpot” is in our space and I can guarantee from my experience with the Corporate Express/USOP merger, their
employees are already distracted and thinking far more about
what’s coming down the road at them than they are about
what their customers might be needing.
Further sweetening the pot, there is every likelihood that you
CONTINUED ON PAGE 47
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will soon be looking at an outstanding opportunity to upgrade
or add to your current pool of sales talent.

Please, OfficeMax and Office Depot, start the merger quickly…
we can hardly wait!

Also, mergers can do funny things to non-competes, depending on the state, and there will be many customer service,
warehouse and white collar executives also looking for work.

Oh! I almost forgot to tell you about the prospect mentioned at
the beginning of this month’s column and his answer to the question about how the often the independent dealer rep visited him.

Add a few more likely outcomes: The employees who remain
with the new company will be asked to do more in a pressurepacked environment, while they learn unfamiliar systems and
people; prices will go up to try and cover store lease write offs
and other special charges related to the deal, while service and
customer satisfaction will plummet due to all the demands that
a merger like this typically brings.

The buyer replied, “He is here whenever I need him and always
available by phone. We give him all our other business—including furniture, printing, promotional and breakroom!”
If the independent dealer community seizes the current opportunity, there are going to be a whole lot more buyers saying
similar things over the next couple of years. But enough talk.
Let’s go get some business!

I like this picture and I hope you share just some of my excitement over the prospects facing the independent community
in the very near future.
In fact, based on what I have personally experienced and
heard about over the past few months relative to how both of
these companies have been performing on their own, I am almost giddy over our good fortune.
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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.
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Making the
Most of the
Breakroom
Opportunity
By Bill Baker

By now, it’s no great industry secret that breakroom-related products represent an outstanding growth opportunity for independent
dealers. Today’s “On-the-go” lifestyles have created a need for
convenience and eat-and-run consumption. Competition for a
limited talent pool, even in a relatively weak job market, means
companies are receptive to the idea of products that will help
them stand out and improve morale and productivity. Tasty snack
items also provide a way to take what would otherwise be routine,
boring meetings and add a little fun to them.
But as with any market, careful planning and preparation are
needed to make the most of the potential the breakroom opportunity offers. Here are a few ideas to get you started:

Typical consumer prospects. Just about any customer is a
breakroom products prospects, but you will find particularly
promising prospects among large corporations, manufacturing
facilities, call centers, government offices and law firms. These
are considered prime potential consumers because the traditional
work environment is ever-changing due to flexible and accommodating work schedules, expanded hours of operation, special
events and, as always, meetings, meetings, meetings!!

about any place where a “thank you” is important are all prime
prospects. Traditionally, these organizations use suckers/doggie
treats and “welcome candy” as giveaways, not to mention free
cookies with free coffee.

Take your own prospecting efforts to the next level. Dealers can stand out from their competition by using just about any
snack item such as popcorn, cookies, etc. Encourage your sales
force to put together an introductory letter outlining their services
and rather than including a flyer or catalog, drop off an envelope
of popcorn with a message like “Let’s get something POPPING
with Omega Office Supply!”

Use as a sales development and/or customer retention
tool. If you’re looking to grow your online business, consider offering some kind of free snack or cookie item as a premium for
orders above a certain dollar amount. Or include free snack items
with orders as a way of saying “Thank You” yourself. You’ll be
amazed at how much customers appreciate and remember your
company for its “random acts of kindness!”
Want to find out more about what the breakroom opportunity can
mean for your dealership? Visit http://www.officesnax.us/.

Don’t ignore handout/giveaway opportunities. Your local
market contains a number of prospects who use items like candy
and snacks as giveaways to help build relationships with their
own customers. Organizations like banks and financial institutions
in general, medical facilities, schools, daycare centers and just
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Bill Baker is national sales manager of Office Snax, an office products company focused on developing food, snack and beverage
items for the office and break room.

INDEPENDENT DEALER

PAGE 48

Dear Employee
I Had to Fire Yesterday:
By Dave Parsons
First of all, I’m sorry it became necessary.
Really. Many firings are “for cause” (committing a firing offense) but yours wasn’t,
and I know it is causing you and your family some distress.
I hope that what I’m about to tell you will
help you in your next job. If I had explained
this earlier, you might still be working for
me and a different ex-employee might be
reading this letter.
Firing people under any circumstances is
unpleasant for any employer. Hiring new
workers is time consuming (and expensive) if done correctly, so it’s no surprise
that substandard workers often remain
employed.
Yes, you were a substandard worker. I told
you so on your last performance review.
Not bad enough to fire outright (normally),
but marginally worse than everyone else.
In a booming economy when corporations
have little trouble turning a profit, having a
few laggards on the payroll is not a huge
problem—a business can afford to support some dead weight.
In tougher times—like now—that is not the
case. When everything conceivable is
being done to increase sales and profits
and the company is still not profitable or
sufficiently profitable, the only other place
to look is expenses. Wages are by far the
largest expense, and sometimes businesses
need to “fire their way to profitability.”
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Let’s visit for a minute about how business
owners tend to view employees. If you
have never owned a business, you probably don’t have a feel for it.
In a nutshell, the most valuable employees
tend to be the ones who act and react as
if they own the business themselves. It’s
as simple as that.
At the other extreme, in almost every business there are employees that just need to
be fired. They either have bad attitudes,
poor work ethics, low motivation, poor skills
or a combination of those deficiencies.
If you believe (as I do) that in almost every
corporation at least 5% of the employees
fit this profile, the math works out to two
people in a business our size.
Few employees ever think that their names
are at the top of the list of people “on the
bubble.” Surely, there must be at least two
people employed here who are worse!
Well, two of you were wrong.
You are far more likely to be one of the two
at risk if you’re not coming to work with the
attitude that what you do today determines whether or not you have earned the
right to come back to do it again tomorrow.
I like you well enough personally, but I’m
not running a social service here. I don’t
owe you a job any more than our customers owe us an order—we need to
prove every day that we deserve it.
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In a business that strives for excellence the
mediocre stand out. To be blunt, you are
toxic. You are a terrorist within our organization, sabotaging much of what the rest
of us are trying to accomplish. We have to
deal with your mistakes, your lack of productivity and your bad disposition. You are
sucking the life out of us. Firing you is like
giving the rest of us a raise.
It doesn’t matter what position you are in.
Drivers who dawdle or mis-deliver, salespeople who can’t (or don’t) sell, customer
service people who seem uncaring or
don’t follow through, managers without
enough to do or anyone constantly in a
bad mood will always be at risk.
In retrospect, you probably should be grateful that you lasted here as long as you did.
I honestly wish you well in the future. I
hope something in this letter resonates
with you and makes a difference in how
you apply yourself with your next employer. I know he or she will appreciate it.
Sincerely,

The guy who had to
fire you yesterday
Dave Parsons is vice president and chief
financial officer of Tallgrass Business Resources in Coralville, Iowa.
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