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EDITORIAL
There’s a Whole Lotta
Shaking Going On But This is
Not a Time to Hunker Down
We’re not even past the first quarter but this year
is already shaping up to be a truly momentous
one for our industry.
The Staples-Office Depot deal is clearly the lead
story so far but along with that, United Stationers
is embarking on a comprehensive rebranding,
ECi has announced a new ERP system to replace
its Britannia and Red Cheetah platforms, a new
“group of groups” for large dealers is getting underway and acquisition activity among dealers of
all types and sizes looks like it’s heating up again.
Talk about the joys of living in interesting times!

Sixty-Five Years and Counting for
City Office Supply in Houston
Congratulations are in order for the brother and sister team of Michael McCain and Colleen Gingrich at City Office Supply in Houston, who this year are
celebrating their dealership’s 65th anniversary.
The dealership was founded in 1950 by Michael and Colleen’s grandparents,
Reese and Betty Phipps, who started the business with some savings and
the proceeds from the sale of a litter of pure-bred boxer puppies!
City has come a long way since those days, of course, and currently operates
out of a building in Houston’s historic East End, where it has taken a strong
leadership position in the area’s “Shop Local” campaign.
The dealership is also a very active supporter of numerous local community organizations, donating generously to charities such as local food banks,
homeless shelters and similar non-profits and supporting Little League teams
and various schools, churches and non-profits requesting assistance.
On the business front, reports Colleen, things have been challenging but an
expanded product mix—into areas such as jan-san, industrial and shipping
supplies and a five-gallon water program—has helped keep sales moving in
the right direction.
Also of note, the mix also includes European and metric-sized office products to cater to Houston’s growing international clientele.
Our congratulations to the entire City team and here’s to the next 65 years!

Obviously, no two dealers will be affected by
these trends in the same way but there is one response that every dealer should share.
Putting it simply, it has never been more important for you to make a conscious effort to figure
out the most important aspects of what’s going
on for your business and determine how you can
best respond.
That means reaching out to your fellow dealers
and your business partners to get their perspectives on what’s happening.
Even more importantly, it means making sure your
people are up to speed on the key changes and
providing the kind of leadership that will put your
entire team on the same page in terms of a response.
At this point, nobody knows what the ultimate impact of all the moving and shaking we’re seeing
right now will be.
But we do know there will be winners and losers,
change drivers and change driven. The best way
to ensure you end up in the right group going forward is not to hunker down but to get out there,
put in some serious time and effort on understanding what it all means for your business and
keep doing what the vast majority of independents have been doing pretty well for quite some
time now: Embrace change rather than run from
it and find ways to transform it into new growth
opportunities.

CONTINUED on page 4 >>
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When It's No Ordinary Event,
Make It Extraordinary.
For the next trade show, sales meeting or seminar, customize your business materials
with your own unique message. With a variety of specialty labels, cards and free
easy-to-use templates, Avery makes it simple to create a memorable, polished event.

Act Now! Avery’s Q2 Promotion that
includes a Consumer Gift with Purchase
Offer—$25 Subway® Card. Contact your
Avery Sales Representative.
© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance
to actual names and addresses is purely coincidental. SUBWAY® is a registered trademark of Doctor's Associates, Inc. and is not a
sponsor or co-sponsor of this promotion. Please visit www.mysubwaycard.com for complete SUBWAY® Card terms and conditions.

Learn more about Avery innovative solutions, templates and support at

avery.com
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NC Dealer FSIoffice Honors Teachers
with Special Program

gram isn’t possible, a smaller effort could help send a positive
message about your dealership’s commitment to its school customers and provide some welcome recognition to some outstanding educators.

IL Dealer Rogards Office Plus Offers New
Green Lighting Program
Champaign, Illinois-based Rogards Office Plus has had a strong
commitment to environmentally responsible policies and practices for many years, but recently, they took the help they provide
their clients to green their offices to a new level with a special
program focused on office lighting.
FSIoffice and the Carolina Panthers honor their Teacher of the Year. Left to Right:
Danny Morrison, president of the Carolina Panthers; Teacher of the Year Debria Perry;
Kim Leazer, VP of sales and customer service, FSIoffice, and Mark Leazer, director of
sales technology, FSIoffice.

Rogards has been certified by the Illinois Green Business Association (IGBA) since 2012 and as part of the new program, it
partnered with IGBA to encourage businesses to convert their
existing fluorescent tube lighting to more environmentally friendly LED bulbs.

If the education market is important for your dealership, you
might want to take a look at a special marketing campaign Jimmy Godwin and his team at Charlotte, North Carolina-based
FSIoffice use to partner with a key customer and take their relationship with teachers in their markets to a whole new level.

“Lighting is one of the easiest ways to reduce your power bill and
overall facility energy use,” says IGBA executive director Cassie Carrol. “We tell our clients that every day you wait to retrofit your equipment is a day you’re spending more than you need to on utilities.”

Now in its fifth year, FSI’s “Teacher of the Year” program, offered
jointly with the Carolina Panthers NFL football team, recognizes outstanding educators while positioning the dealership as a
whole lot more than just another supplier.
The program runs through most of the Panthers’ season and
each week for 13 weeks, honors a special “Teacher of the Week,”
nominated by members of the public who also get to vote on
award winners.
After five years, the numbers are impressive. FSI gets somewhere around 40-60 nominations a week during the campaign
and as many as 2,000 visitors to the FSI website cast their votes,
reports sales and marketing administrator Emily Leazer, who coordinates the program.
All teachers nominated receive a special gift pack from FSI, topten vote getters each week get a larger box of office goodies personally delivered by an FSI sales rep and there’s a case of paper
added to all that for Teacher of the Week honorees.
And for the Teacher of the Year, there’s an office chair, an iPad
and $5,000 worth of classroom supplies, not to mention special
recognition on the field at one of the Panthers’ home games.
If education is an important market for your dealership, you might
give some thought to trying a similar program to strengthen ties
to local teachers. Even if something on the scale of the FSI proMARCH 2015

Illinois customers switching to LED not only do the right thing
for the environment and save money but they are also able to
take advantage of rebates for converting offered by a local utility
company.
In addition to serving as source for the LED bulbs, Rogards is
also conducting facility assessments to calculate savings and
return on investment, facilitate rebate paperwork and coordinate
invoicing and delivery.
In addition, the dealership is donating 10% of their proceeds
from this program to the IGBA to support the growth of more
green businesses in the community.
“As a green-certified business, Rogards is excited to make use
of the knowledge and expertise at IGBA to meet our goal of offering sustainable solutions that make business sense,” says Rogards CEO Chad Hoffman.

MN Dealer Innovative Office Solutions
Acquires Fellow Independent S&T
In Burnsville, MN, Jennifer Smith and her team at Innovative Office Solutions are gearing up for new growth on a grand scale
following last month’s announcement that they have acquired
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fellow Twin Cities independent S&T Office Products.
The deal takes Innovative’s volume past the $100 million mark,
making it the largest independent in the Upper Midwest and one
of the largest in the country.
The company will operate under the Innovative Office Solutions
brand and while S&T founder Frank Tschida is retiring, Innovative
will retain most of the S&T work force and facilities, CEO and
founder Jennifer Smith indicated.
“This acquisition will combine the two strongest independent
providers in the marketplace and will enable us to provide even
more services and solutions to our customers, and new opportunities for our employees and supplier partners,” Jennifer said.

Palace Business Solutions Recycling
Efforts Nets Nearly 2K Old Catalogs
More and more customers may be finding less and less use for
traditional print catalogs but there are still a bunch of them out
there and making the switch from one year’s edition to the next
has always been a challenge.
In Santa Cruz, California, the Trowbridge brothers (Gary, Frank
and Roy) and their team at Palace Business Solutions have had
great success with a program that not only puts new print catalogs in the hands of those who want them but also helps a deserving nonprofit in the community.

The addition of S&T Office Products bolsters the Innovative Office Solutions brand tremendously and brings with it the S&T Office Interiors Group, adding a highly respected A+ grade contract
office furniture service with known expertise in the Twin Cities
architecture and design communities, the dealership said in a
statement, describing the deal as “a collaborative acquisition”
that allow customers to maintain continuity with their existing relationships, while adding expanded capabilities.
CONTINUED on page 6 >>

Simplifying Your
Business Needs
l FREE ECi CUSTOM PORTAL WITH INCREASED REVENUE AND

REDUCED ADMINISTRATIONS COSTS
l HOSTED AND BRANDED BUSINESS TO CONSUMER WEB SITES
l MULTI LOCATION INTEGRATION SPECIALISTS TO CONSOLIDATE

YOUR PURCHASING DISCOUNTS
l ORDER ACKNOWLEDGMENTS ON ALL ORDERS PLACED
l REAL TIME SHIPMENT TRACKING ON EVERY ORDER VIA ALL

-

We specialize in:
Signs
- Awards
Stamps - Name badges
Daters
- Seals
Promotional Items

SHIPPING METHODS
l 100% SATISFACTION GUARANTEED
To take the headache out of ordering custom
stamps we offer a fully integrated uTypia ECi
interface. Our interface allows greater
accuracy for custom products while saving
valuable administrative expenses.
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The collection period runs for a week in
January. Old catalogs—from both Palace
and their competitors—are collected and
delivered to a local recycling center and
for every book Palace drivers bring back
from customers, the dealership funds two
meals for local senior citizens in need.
Palace also provides a fun incentive for
its warehouse and delivery team—if they
meet the goal for number of catalogs collected, they get dinner and an evening of
go-kart racing courtesy of the dealership.
Palace has been running the program for
a while now but this year was particularly
successful, with a remarkable 1,950 catalogs collected for recycling.

our great employees will have further opportunities to enhance their individual careers.”

GA Dealer Best Office
Solutions Goes Back to
School
Where can I find the kind of people who
can really make a difference for my business? In good times and in bad, that’s
probably one of the most common questions growing dealers ask just about anywhere.

“People really love cause marketing these
days and they really want to know how you
give back,” says Gary Trowbridge. “Our
catalog collection effort not only meets an
important business goal but also supports
some of the people in our community who
need it most. It’s a true win-win!”

MO Dealer Office Essentials
Adds Fellow Independent
Universal Business Supply
Hitting the acquisition trail last month was
St. Louis, Missouri-based Office Essentials, which announced its purchase of
fellow local independent Universal Business Supply.
The deal creates an organization with annual revenue in excess of $50 million and
a work force of 130. It will operate out of
facilities in both St. Louis and Kansas City.
“Universal Business Supply is an excellent fit for Office Essentials as we continue to grow and strengthen our position in
the St. Louis metro marketplace,” commented Office Essentials CEO Jim Porter.
“Both organizations have similar business
models and values, so together our loyal customers will benefit from the added
resources and purchasing strength, and

neur and running your own business and for
us, this was a great time for us to get in front
of seniors and ask them about their plans for
the future,” says Sandi.
Business at Best has been “unbelievably
wonderful” of late,” Sandi reports, thanks
to a valuable assist from industry consultant and INDEPENDENT DEALER columnist Tom Buxton and growing sales in jansan and other non-traditional categories.
That’s put Best very much in hiring mode
in the past year and possibly looking for
an intern or two from the high school to
help keep the momentum going, says
Sandi.

It’s My Community Store,
NV Dealer, Wins Local Gov’t
Contract from Big Box
In Sparks, Nevada, just outside of Reno,
Jenifer Rose and her team at It’s My Community Store were popping champagne
recently, as they celebrated the award of a
local county government supplies contract
that had previously been in big box hands.
Best Office Solutions co-owner Sandi Shields with local
high school principal Sam Atkins at the school’s recent
Career Day event.

In Waynesboro, Georgia, Sandi Shields
and Robin Baxley and their team at Best
Office Solutions recently came up with an
innovative answer, when they participated in a Career Day event at a local high
school.
Sandi and several other Best team members, including five graduates from the
high school itself, were on hand to highlight career opportunities at their dealership to some 1,500 high school kids and
the response, she reports, was very encouraging, with plenty of students interested in learning more.
“The event gave us a chance to demonstrate
to the kids the benefits of being an entrepre-

It’s My Community Store is a dealership
with a difference. Just four years old, the
business was founded by industry veteran
Jenifer Rose with a strong emphasis, as
its name suggests, on involvement in the
local community and giving back.
It’s My Community donates up to 10%
of the total dollar amount of products
ordered to charity, with customers themselves selecting where the money goes.
At the same, though, they also stress the
value pricing and superior customer service that are the hallmarks of today’s independent.
It’s a business model that clearly struck a
chord with the local government buyers in
Jenifer’s market.
After giving OfficeMax its business for
over ten years, local government officials
CONTINUED on page 8 >>
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PAPER because
it’s another way to buy local.

Local businesses and communities thrive when they support each other. It’s how the
paper industry currently supports over 377,000 manufacturing jobs in North America alone.
To help local businesses and communities in your area grow, ask for paper products made
in North America. To learn more, visit PAPERbecause.com.
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recently awarded its supplies contract, valued at $550,000 annually, to It’s My Community instead of re-upping with the Office
Depot-OfficeMax combine.
“It’s My Community Store won the bid based on price, programs
and services offered,” said Washoe County Commission chair
Marsha Berkbigler in announcing the award. “Washoe County is
excited to give back to a locally owned company. We are hoping
this sets a precedent for other government agencies in the area to
support more businesses that are homegrown.”

“Our new brand reflects our ability today to meet the broader
range of office needs for our customers and to provide them with
the high level of service they require in today’s fast paced world.

New COO for Custer, MI Steelcase Dealership

Added Jenifer, “We’re thrilled that the county is supporting local
businesses in such a positive way. The county is setting a wonderful example of the importance of supporting locally owned
companies and we’re hopeful their decision will send a message
to other government agencies and businesses in general to get
on the ‘buy local’ bandwagon, too.”

Re-Branding for DC Area Dealer Miller’s
Office Products

Todd Custer, former VP of sales at Custer, a Steelcase dealership with headquarters in Grand Rapids, has been named chief
operating officer.
The promotion is part of the succession plan at the dealership,
according to an article in the Grand Rapids Business Journal.

In Lorton, Virginia, Pat Miller and her team at Miller’s Office Products have a whole new look after recently completing a comprehensive re-branding of the dealership.
Going forward, the company will be known as Miller’s Supplies
at Work, a name, says Pat, that reflects its positioning as a onestop resource for its customers and highlights a product mix that
includes new categories such as maintenance, janitorial, industrial, healthcare, school and promotional products, in addition to
the dealership’s traditional office supplies, office furniture and
breakroom offerings.
As part of the re-branding, the dealership has also adopted a
new tagline, “You’ll feel like our only customer”. Adds Pat, this
statement both reflects what Miller’s customers say and captures the dealership’s ability to customize its product and service
offering to meet the specific needs of each and every customer.

Custer owner David Custer told the Business Journal he plans
to remain at the company to help mentor his son, before passing the leadership position off to him in a couple of years. David
would then remain the chairman of the board, and his son would
become CEO.
Todd’s brothers, Scott and Mark, also work at the dealership,
according to the Business Journal.
“I feel good about this. This has been a 10-year process,” David said. “We’ve been having family meetings off site with the
boys and their spouses. We didn’t want them to feel pressure
that they had to work for us. But if you do, you’ve got to work five
years somewhere else first to earn the experience and not just be
handed a job. All three came back.”
Todd himself joined the company in 2006 as director of healthcare sales, before being promoted to VP of sales. He previously
served as market manager and new business development consultant for Steelcase in Denver.

“Our customers’ office needs have changed more in the past five
years than in the previous fifty and as a key supplier, we are committed to changing just as rapidly, to help them maximize their
productivity and the return on their office investment,” she says.
CONTINUED on page 9 >>
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Lanham H. Atkinson, Jr.
1933-2015

Thomas R. Gormley Jr.
1953-2015

James William “Red” Hoyle
1915-2015

Lanham H. Atkinson, who enjoyed a
long and successful industry career that
spanned nearly 40 years, died peacefully
on February 3 with his family around him.
He was 81 years old.

Thomas R. Gormley Jr., long time president of Hurst Business Supply & Furniture Solutions in Lexington, Kentucky and
part of the organization since 1988, died
February 16 at the University of Kentucky
Medical Center. He was 61.

James William “Red” Hoyle, founder of
Hoyle Office Solutions in Asheville, North
Carolina, died February 20. He was 99.

Atkinson began his industry career in the
late 1960s as chief financial officer for
Stewart Office Supply, at that time the
largest dealer in the Dallas-Fort Worth
market.
He left Stewart’s in March of 1984 to start
his own company, Atkinson Office Products, which he and his son Andrew grew
over the years until October of 2000, when
he retired and the company merged with
Preferred Business Solutions.
In addition to his wife, Mabel, whom he
married in 1961, survivors include Ricky
Atkinson, Vicky and husband Rick Miller,
Natalie and husband Brian Schade, Andrew Atkinson and wife Sandy; grandchildren Rush and Reagan Atkinson, Kimberly, Pamela and Clayton Miller, Zachary
and Cassidy Schade, Maddie, Mason,
Avery and Owen Atkinson and many other
family members.
MARCH 2015

In addition to leading Hurst, Gormley was
an active member of the Independent Stationers dealer group, serving as its board
chairman and holding numerous other
volunteer officer positions over a 20-year
period.
He is survived by his wife, Jenny; daughter and son-in-law, Meghan (Chad) Leeds;
son and daughter-in-law, Thomas Robert
(Bevin) Gormley III; daughter, Elizabeth
Jane Gormley; granddaughter, Addisson;
sister, Vicki Gormley; brother-in-law, Fred
Mussman; sister, Patricia Sarver; brother
and sister-in-law, Lane (Gretchen) Gormley; and brother and sister-in-law, Kenn
(Judy) Gormley.

After service in the U.S. Army during
World War II, Hoyle opened the Asheville
Typewriter Company, which later became
Hoyle Office Supply and subsequently Hoyle Office Solutions. All four of his
children and his wife worked in the business, which is now under the direction of
daughter Kathy Hoyle.
He is survived by his wife, Christine
Greene Hoyle; daughter, Kathy L. Hoyle
of Asheville; sons, James W. Hoyle, Jr.
and his wife, Aileen, of Asheville and
Thomas W. Hoyle and his wife, Leslie, of
Chapel Hill; six grandchildren and eleven
great-grandchildren.
Memorials may be made to Eliada Homes,
PO Box 16708, Asheville, NC 28816;
YMCA, 30 Woodfin Street, Asheville, NC
28801 or to a charity of your choice.

Memorial contributions may be made to
the Clark County Homeless Coalition, the
Thomas R. Gormley Veteran Fund, P.O.
Box 4692, Winchester, KY 40392.
INDEPENDENT DEALER
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SECRETS OF SUCCESS

ICC Business Products

The ICC management team
(L. to R.) Bob Ray, Bill Tincher,
Quinn Ray, Chris Ray, Jim Ray

Even with all the fierce competition and
relentless margin pressure in today’s
office products world, there’s still plenty
of room for well-run family-owned and
operated dealerships. Just ask Quinn Ray
and his team at ICC Business Products in
Indianapolis.
While the Ray family had nothing to do
with the company’s early days—it was
founded in 1930 as a maker of carbon
paper under the Indiana Carbon Paper
name—they have been involved in one
way or another with the business and its
growth for close to 70 years.
Their story at ICC started in 1946, when
Quinn’s father, Robert, joined the company
after leaving the U.S. Marine Corps at the
end of World War II. Fast forward to today
and ICC is home, not just to Quinn but to
his brother Chris—with the company since
1969—and Chris’s two sons, Bob (10
years in the business) and Jim (8 years).
The Ray family members, together with
CFO Bill Tincher, comprise a management
team that has faced some tough business
challenges over the years. Like most
dealers, the advent of the big box players
made life difficult, but even before
then, changing technology—initially for
typewriters and later for impact, laser
and inkjet printers—brought dramatic
disruption to what once seemed stable
and profitable markets.
MARCH 2015

ICC was a company that started out
making carbon paper, moved into
typewriter ribbons and printer ribbon and
cartridge manufacturing before becoming
exclusively a distribution company. Along
the way, it broadened its product offering
dramatically and today boasts a mix that
consists not only of office supplies but
that also includes office machines and
managed print services, ad specialty
items, janitorial products and furniture.
Successfully managing change on that
scale would be remarkable by any measure but when it’s done in a way that keeps
the family members in charge still talking
to each other and mostly on the same
page, it becomes particularly impressive.
n K ey management team:
Quinn E Ray, CEO; Bill Tincher, CFO;
Chris Ray, VP/Secretary; Bob Ray, MPS
Manager; Jim Ray, COO
n P roducts carried: Office supplies,
furniture, facilities/breakroom, copiers,
printers, managed print solutions, ad
specialty and logo apparel.
n Founded: 1930
n Employees: 28
n K ey business partners: SP Richards,
TriMega, Copystar (Kyocera), Xerox
n Online sales: 70%
n www.iccbusinessproducts.com
INDEPENDENT DEALER

What’s been the Ray family’s secret? “We
are all totally committed to making the
business successful and we work just
as hard, if not harder, than non-family
employees,” says Quinn. “We all learned
the business from the ground up—
wrapping packages and making deliveries
before moving into other areas. Our family
helps each other but we also hold each
other accountable for our particular areas
of responsibility. And we look on what we
do at ICC as a duty, not an entitlement.”
It’s a mindset that has enabled the Ray
family to do more than just weather the
storms of an uncertain economy and
rapidly changing market conditions. ICC’s
managed print services business posted
double-digit growth last year and its ad
specialty division wasn’t too far behind,
Quinn reports.
“Our business has been doing well since
2008 but we feel poised for even better
things over the next three years,” he says.
“We have a great sales staff, excellent
inside people and a good distribution
network. We see huge growth potential
in all of our divisions and we’re ready to
invest to facilitate that growth.”
And when the time comes to decide just
where those investments will be made,
it will no doubt play out the same way it
has for nearly 70 years,—as very much a
family affair!
PAGE 10
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Grow, Learn and Network

in a BIG way

October 6-8, 2015 The Cosmopolitan Hotel, Las Vegas
New & Improved
Event Format:
Tues Oct 6:
Arrivals & Welcome Reception
Wed Oct 7:
TriMega /IS Membership Meetings
Seminars, Roundtables & Workshops
EPIC Bash
Thur Oct 8:
General Session & Keynote Address
EPIC Tradeshow
EPIC Prize Party

Relive EPIC 2014 in Pics! >

Save the Date
To Your Calendar

WhereBigHappens.com

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

IndustryNEWS
Would a Staples-Depot Deal
Be a Net Positive or Net Negative for Independents?
Industry Leaders Weigh In.
Hardly was the ink dry on the Office Depot-OfficeMax merger
than Staples announced last month a bid to buy Office Depot
in a $6.3 billion deal that would reduce the ranks of the office
products big boxes from three to just one in barely two years.
Assuming, of course, that the deal gets a green light from the
Federal Trade Commission, which blocked similar Staples-Depot
merger effort nearly 20 years ago on the grounds that it would
lead to higher prices for consumers.
While Staples is clearly taking a that-was-then-and-this-is-now
approach, citing new competition from the likes of Amazon,
Costco and other e-tailers, Office Depot’s stock performance
immediately following the merger announcement suggests the
consensus on Wall Street, at least, is that the deal won’t go
through.
Even though the Staples deal valued Office Depot’s stock at $11
per share, the day the deal became official it reached just $9.49.

And as John Divine, assistant editor at InvestPlace, noted in a
piece headlined “Five Reasons the Staples-Office Depot Merger
Is DOA,” the FTC approved last year’s Office Depot-OfficeMax
deal due in large part to the heavy competition the combined
companies would still face from Staples itself. Take that element
out of the picture and it becomes very difficult for the FTC to
give its blessing without some serious backtracking, Divine
suggested.
But assuming for the moment that the deal does go through, will
its impact be net positive or net negative on the independent
dealer community?
We asked top executives at several of the dealer community’s
key organizations what they thought. Here’s what they had to say
(Unfortunately, we did not receive a response from S.P. Richards.
before press-time):

It’s a big time opportunity for the indepen-

Dealer groups must either merge or de-

dent dealer channel whether this merger

velop serious cooperative joint ventures

is real or not.

to leverage assets and create benefits for

This is the time to unite! The wholesalers,

their collective dealers.

manufacturers and dealer groups must

At the end of the day, big doesn’t nec-

develop genuine synergistic strategies to

essarily mean better. What was accom-

maintain and capture market share!

plished from the Boise and OfficeMax

Manufactures and wholesalers need to
fully embrace the IDC. They need to no
longer be concerned about what their big
box customers think about the investments they make in the IDC, especially if
their big box customers become just one.

merger? Who would have thought that
there is only one big box retailer left
standing in 2015 and the IDC is growing?
It’s a new day for the IDC!
Mike Gentile, President & CEO
Independent Stationers
CONTINUED on page 14 >>
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Refreshed. Reorganized. Revitalized.

Domtar is pleased to bring you some exciting changes to our Xerox® Paper and Specialty Media Line. We’ve
reorganized the line into three product families, Vitality™, Bold™ and Revolution™, so customers can make better
paper choices based on usage and project needs. And with our new look and updated packaging, finding just the
right paper is even easier.
For more information, please call your Domtar Enterprise Group sales rep, or go to EGpaper.com, or call
1-800-458-4640.

Working collaboratively with the Xerox
Corporation and our qualified Media Partners,
Domtar now designs and manufactures the
Xerox® Paper and Specialty Media Line.

© 2015 Domtar Inc. All rights reserved. Xerox® and Xerox and Design® are trademarks
of Xerox Corporation in the United States and/or other countries and is used under
license from Xerox Corporation. Domtar is the trademark licensee of Xerox® Papers
and Specialty Media in the United States and Canada.
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continued from page 12
My one concern is the affect this may
have on suppliers. We will be paying
close attention to the winners and losers
in the competition to win the combined
entities’ business. In today’s environment
of shrinking program dollars and rebates,
one entity taking a large share could potentially adversely impact dollars available
to the independent dealer channel.
One thing’s for certain: We still live in
interesting times!
Mike Maggio, President
TriMega

On balance, I believe this will create
opportunity for the Independent Channel
as the outcome will be one less large
competitor in the business-to-business
space.

I am sure Staples will play the Amazon
card, along with all the other players in
the retail market. They will claim all this
competition has hurt them on many
fronts. Last time they were turned down
by the government.

I believe there are two significant opportunities. New sales is the obvious first.
Businesses that have already decided
for some reason not to deal with Staples
will have to look at other options. Strong
independent dealers with a focused and
motivated sales force will benefit. The
second opportunity will be the hiring of
some very talented people that will be
looking for a home once this merger is
finalized.
Unlike the Depot-Max merger, which
never really produced the flood of folks
looking for work that was expected,
Staples has already made significant
synergy commitments to the street that
can only be satisfied by a sharp reduction
in headcount that will have to include the
commercial side of the business as well
as the retail side.
I anticipate aggressive independents
looking for talent will have an opportunity
to add experienced customer service,
operations and most importantly sales
and sales management.

The potential merger of Staples-Depot
is here again. Having been down this
road before you would think the outcome
would be the same.

I view it as a net positive for the IDC but
a definite negative for the wholesalers as
Staples/Depot determines who will be
their wholesaler at the end of this merger.
Staples feels like there is a major need to
keep up with Amazon and other large retailers like Walmart and Costco but they’d
better be careful what they wish for. It
could be very good news for some independent dealers as Staples and Depot
spend time merging the two companies
together with all the redundancy issues
with personnel and store locations.
Bud Mundt, Executive Director
AOPD

I believe the Feds will allow the merger
this time. And I also believe this is our
best chance to gain some market share.
All of this turmoil of merging three big
boxes at one time should provide the
independent dealer with some new
opportunities. There will be people they
can hire. There should be new customer
opportunities, because many of them will
fall through the cracks.
The one piece of this puzzle that no one
seems to be talking about is the contract
business involved with this merger. If
they merge, they will hold 90-92% of the
Fortune 500 contracts. So you take away
any viable competition for this contract
business.
Without competition the consumer will
pay more for product. I don’t believe
this is a result the government would be
happy with.
CONTINUED on page 16 >>
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AOPD Gives You
the Best of Both Worlds

AOPD specializes in office products contracting opportunities.
Our customers enjoy the benefits of a national corporate purchasing
program and the tremendous advantages of working with local
committed dealers.
With hundreds of contracts – including those with National Cooperative
Purchasing Alliance (NCPA), a leading national public sector government
purchasing cooperative, and Premier, one of the nation’s largest group
purchasing alliance with over 100,000 members – we prove it every day.

When it comes to attaining the best of both
worlds, AOPD connects the pieces of the puzzle.
AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com
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We have been waiting for an opportunity
like this for a long time. Shame on us if
we don’t take advantage of it!
Jim Hebert, President/CEO
Office Partners

The Staples-Office Depot merger is
another example of the dynamic changes
and rapid consolidation going on in our
industry. I can’t comment on whether
the transaction will be approved, but if it
is, then we feel like it will present similar
opportunities as we saw when Staples
and Corporate Express merged several
years ago. During this integration we
experienced some positive gains as a
strong supporter for Staples. In addition,
our independent dealers will likely view
this as an opportunity to take advantage
of the disruption to gain share within the
industry.

are focused on positioning ourselves to
support our customers’ future growth
through three main strategies—strengthening our core businesses, investing in
capabilities and services to win the shift
to online and expanding and diversifying
our product portfolio.
Cody Phipps, President & CEO
United Stationers

On the flip side, this proposed merger
results in significant consolidation. An
industry that used to have four national
players will now only have one—and
that one will have significant scale with
$39 billion in revenue. That’s why we

CONTINUED on page 18 >>

INCREASE PRODUCTIVITY
WITH EASE
At Tennsco, we understand your
hurdles and offer you affordable
storage solutions with on-time
delivery and superior customer
support. With a wide variety of
quality products to choose from,
we have a solution for you, so
you can get back to business.
Now, that’s Storage Made Easy.

1-800-251-8184
www.tennsco.com
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NEWSMAKER INTERVIEW:

United Stationers President & CEO

Cody Phipps

United Stationers president
and CEO Cody Phipps
introduced the company’s
new brand and name to the
industry at is CORE Live
event in Nashville last month.

Are there too many industry meetings? The
weather gods certainly seemed to think so
last month and they did their best to cancel
one of this year’s major gatherings, United
Stationers’ CORE Live event, by throwing
down a nasty mix of snow, sleet and freezing
rain in Nashville that made travel impossible
for many would-be attendees.
United, however, took a “show must go on”
attitude and offered plenty for those who did
make it to the meeting, including the launch
of a comprehensive repositioning for the
company under a new name, Essendant.
Sadly, your humble editor was among those
who didn’t make it, so we called on United
president and CEO Cody Phipps for an
overview of what we missed. Here’s what he
had to say.

One of the big news items out of CORE Live was
United’s rebranding and embrace of a totally
new and very different identity. What was the
thinking behind the rebranding and what are its
primary goals?
PHIPPS:
United today is so much more than purely an office products wholesaler.
When I joined the company 12 years ago, we were 90% office products.
Today, office products represents 56% of our business. That’s a huge
swing, for us as a company and for the industry.
In that context, we have felt for some time that we needed to rebrand to
really tell the story of who United is and who we are becoming.
If you look at the word Essendant, it’s a combination of “Essential”
and “To rise up.” We also wanted to work in the notion of our purposedriven culture, which we think engages our associates and allows us to
differentiate ourselves in the market.

CONTINUED on page 20 >>
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P RO FE SS IO NAL POWER SOLUTI ON S

STORMS AND OTHER EXTREME
WEATHER CAN DEVASTATE BUSINESSES.
EVERY YEAR, POWER OUTAGES COST
AMERICAN BUSINESSES MORE THAN

$100 BILLION

1

THIS STORM SEASON,

BE THEIR
SOURCE FOR
TRUSTED POWER
To request your FREE
Trusted Power Sales Kit,
or to learn more about
Duracell Professional,visit

www.DuracellPro.com/Sell
or call 877-277-6235

Proper preparation can be the difference
between success and failure. 40 percent of
businesses without a plan do not re-open
after emergency events.2
Batteries are a critical part of a business
emergency response plan. Before the storm
strikes, fully stock your customers with
Duracell® batteries—the #1 battery brand
preference by professional users.3
IF YOU DON’T SUPPLY THEM, WHO WILL?
U.S. Department of Energy, “The Smart Grid:
An Introduction,” 2013.
FEMA.
3
Kline Study, 2013
1

2
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And really, it’s all about coming
together as one team with one goal
and one purpose. Our goal is to
become the fastest, most convenient
solution for workplace essentials
and our purpose is to enable our
partners to reach their full potential and
together, we’re inspired to serve the
world.
With the project that we currently have
underway to combine our two largest
business units, office products and
jan-san, and with the investments
we’re making in digital and new
services, we thought it was time to
move forward with the rebranding and
the feedback we’ve gotten has been
very positive.

United has a portfolio
of existing brands—I’m
thinking particularly
of United Stationers
itself and Lagasse and
Azerty—that have built
up considerable equity
in the marketplace over
the years. Aren’t you just
a little concerned about
walking away from all
that?

forcing dealers to do business with two
different companies.
The idea of Essendant is to serve as
the foundation for a singular branded
approach to the market. We will
leverage the synergy of one brand
but still have distinct businesses in
the form of Business and Facility
Essentials, Industrial Essentials and
Automotive Essentials.
We believe that with all these
products moving online, combined
with the blurring of the channels that
we’re seeing, our new brand and
repositioning will be a huge enabler for
us.

How will the rebranding
affect United’s current
private label brands like
Universal, Boardwalk,
Alera, Innovera, etc.?
PHIPPS:
We view those brands as highly
relevant product brands in the various
channels we serve and those brands
will remain. They have built up a lot of
equity and we plan on keeping them.
In fact, one of the features of the
CORE Live show was a refresh of our
Boardwalk jan-san brand.

PHIPPS:
The reality is that our customers
want the speed and convenience of a
common platform. What we’ve been
hearing consistently from them is that
lack of a common platform makes it
hard to do business with us.

When the rebranding is
complete, it will mark
the first time since the
company was founded
in 1922 that there is no
reference of any kind to
stationery or supplies in
its name. What does that
say about the company’s
commitment to the office
supplies market?
PHIPPS:
You have to look at this change in the
context of our strategy and the three
core elements that form the foundation
of that strategy.
We want to strengthen our core, win
the shift to online and expand and
diversify into higher growth and higher
margin channels and categories.
Strengthening our core is all about
office products and janitorial and
breakroom. Those categories together
still represent 84% of our company
and far from abandoning that core, we
want to strengthen it.
Putting in place a common operating
platform, investing in digital capabilities
and helping our customers make the
transition from print to digital marketing
are the ways that we will strengthen
the core and maintain our position of
leadership in that market.
CONTINUED on page 21 >>

If you’re a modern-day dealer, there’s a
good chance that your portfolio is 30%
jan-san and breakroom but we were
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What kind of timeline are you working
with relative to developing a common
platform for your various businesses?
PHIPPS:
Our current focus is on building a common platform for our
office products and jan-san businesses. The IT work has
been underway for about a year and the facility conversions
will be starting in the middle of this year and go through to
the middle of next year.
So roughly 84% of the company will be on a common
platform sometime in the middle of next year.

believe that we can get more of the everyday essentials that
a business needs in a single delivery than anybody else.

You’re making the comparison with
Amazon and Grainger and Staples. Those
are all direct sellers. Do you ever see a day
when United would join them and start
selling direct as well?
PHIPPS:

That’s the first phase. We’re still working through how fast we
take our other businesses and migrate them to that common
platform.
The important thing is that we think it will give us a
differentiated offering. We’re not going to have more products
online than Amazon or W.W. Grainger or Staples. But we

I don’t see that in our core businesses. We did buy CPO
last year, which is a smaller company that sells tools and
equipment to DIYers but we made that acquisition more to
acquire digital talent. It was a make-versus-buy decision in
response to the convergence between B2B and B2C and we
did it as a way to accelerate our efforts in that space.

CONTINUED on page 22 >>

CUSTOM PRINTED POS AND ATM ROLLS
Stand Out From The Competition
25% OF ALL POS RECEIPT
ROLLS ARE PRINTED

Value-added transactions generate
additional profits for your customers

Custom receipts make a
professional statement
and can be vital to your
customers’ identity and
image awareness.

Contact your PM Company
Sales Representative for
more information
MARCH 2015
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Coupons
Branding
Incentives
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Fraud Protection
Customer Surveys
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Revenue Generation
Terms and Conditions
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United…or the soon to
be Essendant… serves
resellers in more different
markets today than ever.
What’s your assessment
of the general health of
the independent office
products dealer channel
compared to resellers in
the other markets you
serve?
PHIPPS:
When you take a focused, well
capitalized independent office
products dealer, they have been
competing with the likes of Staples
and Amazon for many years, so they
tend to be online-enabled. They’re
capital-smart and they’re expanding
and diversifying their portfolio.
In fact, a lot of what they’re doing is
exactly what we’re saying we need
to do. They’re winning online, they’re
strengthening their core and they’re
expanding and diversifying.
Those good independent office
products dealers are well positioned to
pick up share in this changing industry.
They’ve already taken a lot of share
in the jan-san space because their
business model is stronger in some

ways than some of the traditional jansan distributors.
They are also starting to pick up safety
share and breakroom share because
they’re better positioned than some
of the traditional distributors in these
channels.
As all these channels blur, we’re seeing
a share shift and office products
dealers are well positioned to pick up
their fair share of that shift.

That’s very much a picture
of a best practices dealer.
What should you be doing
if you’re not quite that far
along?
PHIPPS:
Your first priority has to be investing
in online. There’s a print to digital shift
that’s going on and everybody knows it.
The millennials who are entering the
workforce will want to engage with
you through digital marketing, through
mobile, through all the digital tools that
we see today, so you have to make a
shift of your own to respond. If you’re
not doing that, you’re probably falling
behind.
You’ve also got to be capital-smart,
which means that when you diversify,
you can’t possibly stock all these
products and compete with a Grainger

or an Amazon. Instead, you can use
players like Essendant to support you
in all those different product categories
on a very capital-light and capitalsmart basis.
Finally, you have to play to your
strength. The strength of the
independents has always been their
high-touch service model and the fact
that they are in the local community. We
believe they have to take that model
and transpose it into the digital age.

The weather obviously
prevented a lot of people
who had registered for
CORE Live from getting
to the meeting. If they had
been able to attend, what
would have been the main
message you would have
liked them to leave with?
PHIPPS:
I would have told them that I have
never been more excited than I am
right now about our company and our
industry.
We’re in a time of great change but it’s
also a time of great opportunity. Let’s
embrace change and move forward
together to take advantage of the
opportunities that lie ahead for us.

City of Hope Honors 2015 Hall of Fame Inductees
Last month saw the City of Hope’s National Business Products Industry
Council hosts its annual City of Hope Tour and Hall of Fame Dinner, where
one of the highlights was the announcement of this year’s NBPI Hall of Fame
honorees, Barry Lane of Avery (left) and Steve Lynn of S.P. Richards.

CONTINUED on page 23 >>

MARCH 2015

INDEPENDENT DEALER

PAGE 22

INDUSTRY NEWS

continued from page 22

Independent Businesses Report Strong Sales Growth,
National Survey Finds
More and more consumers are embracing the “buy local”
movement and shifting business away from big chains in favor of
local retailers, according to a large national survey released last
month. Survey results included data provided by a number of
local small business organizations.
The survey was conducted by the Institute for Local Self-Reliance
in partnership with the Advocates for Independent Business
and gathered data from over 3,000 locally owned businesses,
including members of the TriMega dealer group.
Respondents reported brisk sales in 2014, with revenue growing
8.1% on average, up from 5.3% the previous year.
ILSR said survey results suggest the strength of the independent
sector is owed partly to an improving economy and partly to the
spread of the “buy local” movement.
Businesses located in cities with active Local First campaigns
reported sales growth of 9.3%, compared to 4.9% for those
elsewhere. They cited a wide range of direct benefits from these
campaigns, with half saying the initiatives had generated new
customers and 45% saying they had resulted in more awareness

and support among city officials.
Despite these gains, independent businesses reported that they
still face a decidedly uneven playing field. Nearly three-quarters
of local retailers surveyed said that the fact that many online
retailers are not required to collect sales tax had negatively
impacted their sales, with 39% describing the level of impact as
significant.
“As a local business owner with a brick-and-mortar location,
we are automatically at an 8.1% price disparity because we are
required to collect local sales tax,” commented a business owner
in Arizona.
Survey respondents also cited their own difficulty accessing
credit and the ability of large companies to exercise their market
power to win better pricing and terms as other major barriers to
growth.
“More people are seeking out independent businesses, which
we know from academic research is great news for job creation,
income growth, and the well-being of communities,” said Stacy
Mitchell, senior researcher at ILSR. “Now we need policymakers
to step up and create a level playing field to allow locally owned
businesses to really thrive.”
CONTINUED on page 24 >>

Equil® SMARTPEN 2 digitally captures your notes and sketches.
It’s almost too easy. Now you can make notes and drawings on any paper, then instantly transfer
them to your computer, tablet or smartphone. SMARTPEN 2 is a technology-enabled pen that
uses real ink so you can express your ideas naturally. Edit, enhance, organize and share them
with friends and colleagues via e-mail, social media, iCloud®, Dropbox™ or Evernote®.
• Exports to any Android™, iOS, Mac® or Windows® device
SMARTPEN 2

• Handwriting recognition converts notes to editable text
• Pressure-sensitive to capture all nuances in sketches
• Free Equil Notes and Equil Sketch apps included

See how it works at
Smead.com/SP2

122

Receiver

Equil Sketch app
lets you modify
sketches onscreen

Charging Cradle
Equil Note app
translates your notes
to editable text

© 2015 The Smead Manufacturing Company ® Equil is a registered trademark of Luidia, Inc. ® Evernote is a registered trademark of Evernote Corporation ® iCloud and Mac are registered trademarks of Apple, Inc. ® Windows is a registered trademark of Microsoft Corporation ™ Android is a trademark of Google, Inc. ™ Dropbox is a trademark of Dropbox, Inc., Corporation Delaware
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“Amidst increasing competition and
pressure from Amazon and other Internet
behemoths, and consolidation among big
national chains, TriMega believes the buy
local message and movement is critically
important in today’s marketplace, as do a
growing number of our independent office
product dealer members,” commented
TriMega EVP of marketing Michael Morris.
“The study’s findings provide optimism
that both business and retail consumers
are responding favorably to Buy Local
First initiatives.”

New School Market Trends on
Display at 2015 EDexpo
If schools and/or school districts are an
important part of your business, then a
major new trend may well be coming your
way with the promise of new sales and
profit opportunities.
That was the message from this year’s

MARCH 2015

EDexpo event, which took place last
month in Atlanta in conjunction with
the 2015 CAMEX show. The two events
brought together the leading resellers,
manufacturers and distributors for the
school supplies and college bookstore
markets.
The trend in question is called the Maker
Movement and if its proponents have their
way, it will transform K-12 education and
bring a whole new approach to learning
by doing.
At the same, as was abundantly clear in
Atlanta, it will create demand for a whole
new category of product in the school
market.
In addition to a keynote address from
Maker Movement expert Sylvia Libow
Martinez, the EDexpo show floor featured
a special Makerspace where several
local Maker communities demonstrated
the trend in action and participated in a

INDEPENDENT DEALER

contest to create the most innovative
education-related maker project.
Other highlights in Atlanta included:
•A
 tradeshow featuring 150 school
supply companies, along with 750
college bookstore exhibitors in the
CAMEX hall
•S
 ome 50 education-oriented
bloggers who were invited to the
show to post their comments online
and present the education dealer
channel to some three million
followers
•A
 full program of industry education
and networking events for school
supply resellers and college
bookstore owners and operators
Next year’s event will take place March
6-8 in Houston.
CONTINUED on page 25 >>
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American Purchasing Alliance
Retains Industry Consultant

United Stationers and BMI
Announce Collaboration Agreement

The American Purchasing Alliance, the new dealer “group
of groups” formed by TriMega’s DSG group and the Direct
Purchasing Catalog Group (DPCG) in cooperation with American
Office Products Distributors (AOPD), announced last month it has
retained former Smead VP of sales Tom Sullivan as its industry
consultant.

Wholesaler United Stationers and dealer technology provider
Business Management International (BMI) have agreed to terms
for ongoing collaboration that will bring United’s enhanced digital
services to BMI clients.

Sullivan will serve as an advisor to the APA contracts negotiations
team.
A native of Chicago, Sullivan began his sales career with Smead
in 1974 as a territory sales representative and served as its
national sales manager and VP of sales before retiring from
Smead last year.
Commented AOPD executive director Bud Mundt, “We are
extremely pleased that Tom has agreed to take this position as
the APA industry consultant. He is well known by our members
and business partners and will be a capable and invaluable
resource to the contract negotiations team.”

Under the agreement, United will offer its advanced digital
services to customers utilizing the BMI ecommerce solutions,
helping resellers succeed selling online.
Included in the collaboration roadmap is United’s suite of
digital capabilities including SmartSearch, Premium Product
Relationships, SmartMerchandising and advanced analytics
capabilities.
BMI and United will also work together to develop capabilities that
connect shoppers with additional product suggestions based on
previous shopping patterns, browsing or cart abandonment.
These initiatives lay the foundation for future efforts to optimize
digital merchandising and marketing performance, United said in
announcing the agreement.

CONTINUED on page 26 >>
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“We are pleased to solidify our collaboration with BMI,” said Girisha Chandraraj,
vice president, digital at United. “Working together, we will improve our dealers’ access to best-in-class search and
cross-selling capabilities on BMI’s ecommerce platform while developing additional enhancements over time to help
resellers simply sell more online.”
Added BMI CEO Larry Schiff, “BMI is
proud to provide industry-relevant ecommerce solutions, and the addition of United’s enhanced digital services will be well
received by our customers. We are very
excited to work with United to roll out additional winning solutions to our mutual
customers.”

Logicblock and OPSoftware
Align to Offer Dealers Expanded
Technology Options
Dealer technology providers Logicblock
and OPSoftware have joined forces to
expand the independent reseller’s technology choices, the two companies announced last month.
The alliance pairs Logicblock’s 7cart
eCommerce web store with multiple enterprise-level ERP back-end systems,
resulting in what the two companies described as “first-in-kind opportunities for
independent resellers.”
By collaborating with OPSoftware, Logicblock is effectively taking to market a solution that will allow independent resellers
a centralized system to better manage
stocked inventory, local inventory counts,
inventory replenish requests, wholesaler
communications and much more, all while
integrating with the enterprise level ERP
system of the dealer’s choice, the two
companies said in a statement.
“There is no doubt we are creating the
future here. All the top software developers are creating completely new user experiences by combining best-of-the-best
technology to solve age-old problems,”

commented OPSoftware co-owner Rick
Marlette.

historically strong levels of customer service.”

“The new integration fills a gap, one that
will allow the dealer to take a best in class
eCommerce system to a new level”, added Logicblock president Alexander Nicolaides.

Smead said it plans to work with affected communities and the states of Georgia
and Minnesota, and directly with its employees, to assist them in securing new
employment.

To learn more, contact Logicblock
(www.logicblock.com) or OPSoftware
(www.opsoftware.com).

“This has been a difficult decision and we
regret the impact that it will have on our
co-workers and friends,” Avent said. “We
will work with community partners to do
everything we can to assist those who are
affected.”

Smead Announces Streamlining
of Operations
Smead Manufacturing last month announced a restructuring it said was designed to streamline operations and improve efficiency.
As part of the restructuring, Smead is
closing its production and distribution facility in Locust Grove, Georgia, and transferring the majority of its production and
distribution activities in Hastings, Minnesota, to other Smead locations.
The restructuring will result in the elimination of approximately 150 positions in
Georgia and 100 production-related positions in Minnesota.
Following these changes, Smead will continue to operate four production and distribution facilities located in Utah, Ohio,
South Carolina and Texas. Smead’s corporate headquarters will remain at its current site in Hastings, the company said.
In making the announcement, Smead
president and CEO Sharon Avent said:
“We’ve seen a long-term decline in the
industry, with technology playing a larger
role in the office, as well as consolidation
in the industry and in our customer base.
“We have more capacity than is needed
to service today’s marketplace. As a result, we must better align our production
footprint with the market. Our new manufacturing and distribution structure will
ensure sufficient capacity to meet current
and future needs, while maintaining our

Hammermill Campaign Raises
More Than $325,000 for St. Jude
Hammermill Paper recently announced it
raised $327,657 during the last holiday
shopping season as part of the company’s participation in the 11th annual St.
Jude Thanks and Giving campaign.
This latest campaign marks Hammermill’s
fourth year of partnership with St. Jude
Children’s Research Hospital and brings
the total amount contributed by Hammermill to St. Jude to more than $1 million.
Hammermill supported the campaign by
producing special reams of paper which
featured original artwork on the front,
drawn by St. Jude patients.
Extending the partnership even further
this year, International Paper, Hammermill’s parent company, sponsored the St.
Jude Memphis Marathon Weekend in December with a spirit station at mile marker #8 and raised almost $32,000 for the
hospital.
“For the Hammermill Heroes team, partnering with St. Jude is about more than
just business. It’s a way for the entire International Paper family to come together,
have fun and support a great cause,” said
John Sims, vice president of printing papers.

CONTINUED on page 28 >>
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The KITS collaborator™ is the registered trade mark and product of KiSP, Inc.

All of a sudden you’re the “Go to” place
for office furniture.
The KITS collaborator™ gives you the power to show and sell.
Selling more office furniture can be difficult with a limited retail footprint. We just changed the game. Now you can show your customers a
huge range of furniture ideas and pricing, right from your iPad. Everything’s available with instant access to all your current furniture catalogs
- desks, chairs, tables and complete furniture systems. Using your iPad you can quickly present your ideas, add and remove items easily
and intuitively and then save your selections. Everything is fully rendered with stunning photo-realism. Priced, itemized and ready to share
with your customer.

Buy it Today!
Simply call or contact our sales department.
Set up takes about 3 minutes and you’re
ready to go.
Request a web demonstration right now >

416 499 2457 ext. 2720
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The Highlands Group Earns
E-Marketing Award from Constant
Contact
The Highlands Group independent rep
organization has received a 2014 All Star
Award from the Constant Contact e-marketing firm for its Heads Up from The
Highlands Group marketing program, the
third year running it has been so honored.
Each year, Constant Contact presents the
All Star Award to a select group of businesses for effectively leveraging online
marketing tools to engage their customer
base and drive success for their organization.
The Highlands Group’s results ranked
among the top 10% of Constant Contact’s international customer base in
open, bounce and click-through rates, the
Atlanta-based rep organization indicated.
Heads Up from The Highlands Group
reaches nearly 6,000 dealer contacts
twice monthly and consistently maintains
high open and click-through rates, The
Highlands Group said.

“Receiving this award from Constant
Contact for the third year in a row demonstrates the value Heads Up brings to the
independent dealer community,” commented Mandy Pusatera, online marketing manager for The Highlands Group.
“Dealers continue to actively utilize the
content we make available to them and
we are overjoyed to be recognized again
by Constant Contact for successfully engaging the dealer community.”

Rep Groups Jack Smith &
Associates and B3W Earn Honors
from Mayline
Independent rep group Jack Smith & Associates was recently honored by Mayline
as its Rep Group of the Year. The group
earned the award on the basis of strong
goal achievement, year-over-year growth
and fast growing new dealer partners.
Also earning honors was B3W, which was
recognized by Mayline as its Most Consistent Rep Group. Their award was based
on the group posting the best overall performance for Mayline in multiple product

In Memoriam:

categories over the last three years. B3W
placed in the top quartile of Mayline’s multiple product categories more often than
any other rep group, the company said.
Both awards were presented at Mayline’s
annual Principals’ Meeting earlier this
year.

Industry Veteran Mike Locascio
Forms New Consulting Company
Industry veteran Mike Locascio has announced he is setting up his own consulting company, Kensington Consultants,
to provide a new resource for manufacturers interested in selling through the office products dealer channel, specifically
working with office products dealer buying groups.
Locascio brings some 40 years of industry
experience to his new position. He most
recently served as channel director, office
products for Image Star. Prior to that, he
held senior sales positions with Nukote
and Hunt Mfg.
To contact Locascio, call 803-270-5703
or email MLocas5@msn.com.

David D. Muhlbradt - 1937-2015
David D. Muhlbradt, a pioneer in the imaging products business from the days of ribbons
and carbon paper, died January 29 at CHI St. Alexius Medical Center in Bismarck, North
Dakota. He was 77.
Muhlbradt began his industry career with Burroughs Corp. and held a variety of sales and
sales management positions before retiring as a regional sales manager with Nukote in
2002 and moving back to North Dakota.
He is survived by his wife, Patricia Muhlbradt, Underwood, ND; two sons and a daughter-in-law: Hunter Muhlbradt, Underwood, ND, Scott and Bridget Muhlbradt, Batavia, IL;
two grandchildren: David K. (Megan) Muhlbradt, Montgomery, IL and Andrea (Jim) Cogan,
Genoa, IL; one great grandson, Hunter Ryan Cogan; three brothers and sisters-in-law:
Richard (Gayle) Muhlbradt, Minot, ND, Herman (Janet) Muhlbradt, Bismarck, ND and Danny (Mary) Muhlbradt, Bismarck, ND and many nieces and nephews.
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Why do I
need NOPA?

By Paul Miller, NOPA Director of Legislative and Regulatory Affairs

I have been with NOPA since 2000 and I still routinely get asked, why do
I need to belong to NOPA?
For me, the answer is simple. For a small annual dues you get a voice
in Washington. I know some of you are already shaking your heads and
saying I don’t need that but in today’s business climate, you’d be wrong.
Look at your larger competitors. Look at other industries. One of the
things you will notice is those businesses who are succeeding at all levels
have some kind of presence on the local, state and federal level.
How do higher taxes sound to you? How does a $23 an hour minimum
wage sound to you? How does allowing big box players to use small
businesses as pass-throughs while you play by the rules sound?
How does your family losing your business after you’re gone because
they can’t pay the estate taxes sound to you?
If all this sounds like a recipe for disaster, then you need NOPA.
More and more businesses of all sizes have begun to realize that if you’re
not at the table in Washington, there is a very good chance you will be
left behind.
I will be the first to admit that Washington doesn’t do anything fast but
that’s an even bigger reason why you need NOPA.
I cannot tell you how many calls I’ve received from independent dealers
and manufacturers over the years telling me about a problem they have
had with Washington, but adding that they can’t step out front for fear
that it will hurt their business.
This is exactly why NOPA is here. We are your safety net on issues affecting your business. You might not be able to or might not want to step out
there on an issue, but belonging to NOPA allows you to have that voice
you want and need.
And there’s no question having that voice has made a difference for independent dealers over the years. We have the ears of so many members of
Congress and are at the table when small business issues are discussed
for two reasons.
First, NOPA has always worked on both sides of the aisle on solutions.
CONTINUED on page 30 >>
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We have been an honest broker and members of Congress know
that.
Second, we have a large network of independent dealers working hard every day to ensure your voice is heard. You’ve heard
the saying that one person can’t get things done, but together
a large group can. This is especially true in Washington and it’s
why your voice is so critical.
I understand that budgets are tight these days, so making the
right decision on where to invest your resources is key. That’s
why the investment in NOPA should be a no-brainer.
We are doing more for independents than ever before. There is a
new direction that is setting you up for success.
I will admit that a few years ago it was harder to answer the question about the return on your investment for joining NOPA. Today,
coming up with an answer is easy and the return is real.
NOPA has expanded its legislative and regulatory agenda to
focus more on issues impacting your business like tax reform,
healthcare reform, estate tax reform, minimum wage, passthroughs, unfair competition from the big box players and securing a bigger piece of the federal pie for you and other independents like you.
Do the math and you will see how each of these issues impacts
your bottom line. NOPA is working in Washington to give you a
voice on these issues.
No, we are not doing it alone. We are working with other groups
who share our concerns. I guess one could argue that you could
rely on other industries to fight your battles, but the problem with
that is their concerns may not be your concerns.
Although the issue may be the same for both, the ideal solution
may be very different. This is exactly why NOPA is in Washington.
We are fighting for you and not anyone else.
Right now Congress is looking at how best to deal with tax reform, something they haven’t been able to do over the past several years. Do you want to a voice in this process or are you
prepared simply to hope and pray Congress does the right thing
for small businesses?
If you choose the latter I have some great beach property in the
Middle East to sell you! We have had an impact already this year.
NOPA has sent several hundred letters to Congress urging the
passage of the Small Business Regulatory Flexibility Act.

This bill is important to small businesses and with our help it
passed the House and now moves onto the Senate where we
hope it will pass. We are working on ensuring this bill gets a vote
and becomes law by the end of the year. This is just one issue we
are working on that has a direct financial impact on your bottom
line.
To help in our efforts to be heard, NOPA has added to its lobbying arsenal a new Write-to-Congress tool that allows you to send
letters to your members of Congress with just a few clicks of the
mouse. It really is that easy.
Simply go to www.nopanet.org and click on Member Benefits
and then again on Legislative & Regulatory Affairs and then on
VoterVoice. This section will have pre-populated letters to your
members of Congress on key issues facing independent dealers.
By simply adding in your name and zip code, you will be able to
send off letters in a matter of seconds.
This new tool is critical to our continued efforts to build a large
national grassroots network of independent dealers which will
get the attention of Congress. It’s easy and effective—another
positive return on your investment!
I could spend all day talking about the reasons why you need
to belong to NOPA, but the question you need to ask yourself
is, what do I miss out on (or what am I missing out on) by not
belonging?
There is real value here you cannot afford to miss. There is that
return on investment we all want and need. I’m not just giving
you a pitch, I guarantee that.
The old saying goes that you can’t win the lottery unless you
play. In today’s global business environment the same philosophy applies. You can’t truly be a long term player in the market
if you don’t have a seat at the table. NOPA gives you that front
row seat.

As NOPA’s director of legislative and regulatory affairs, Paul Miller is the association’s
government advocacy representative on Capitol Hill. Miller represents NOPA and
dealer interests before the U.S. Government and key states; insisting on a level
playing field in contracting for independents and protecting office products dealers’
business against misguided government proposals. For more information, visit www.
iopfda.org/?page=Advocacy.

This bill would require agencies to work with small businesses
on solutions that offer them more opportunities not fewer (as we
have been seeing over the past couple of years). This legislation
would give us an avenue to force agencies to work with us when
they look for every excuse not to.
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NOPA/OFDA ANNOUNCE DATE OF INDUSTRY FLY-IN

This year’s industry fly-in on Capitol Hill will occur May 11-12
Each year, NOPA and OFDA members
take to the nation’s capital to lobby on
behalf of the needs of the industry. This
year’s event will occur May 11-12 in
Washington D.C.
The fly-in is a very important activity for
NOPA members because it places them
directly across the table from their legislators and forces lawmakers to hear the
concerns of leading business owners and
operators in their districts.
The association urges as many members
as possible to take part in this important
industry-specific fly-in. In Washington,
there is strength in numbers and by uniting with your peers you will be demonstrating that our industry has power and
concerns that need to be heard.

In order to participate in the fly-in, please
provide your preferred legislative zip
code, either your home or office, to NOPA
headquarters. Our staff will work on setting up your congressional meeting based
on the zip code you provide. This is very
important and cannot be over-stated: for
those participating in the fly-in, we must
have your preferred legislative zip code.
PRELIMINARY AGENDA:

Monday, May 11:
 rrive in Washington, D.C. for the fly-in
A
(Reagan National is the closest airport)
2:30 – 5:00 p.m.
	Industry members will receive a
legislative update
6:00 p.m.
	Attendees will enjoy dinner and possibly
meet with members of Congress

Tuesday, May 12
7:30–9:00 a.m.
	Breakfast on Capitol Hill
10:00 a.m.–1:00 p.m.
	Visits on the Hill, pre-arranged by
NOPA headquarters
1:30 – 2:30 p.m.
Lunch with a speaker
3:00 p.m.
Debriefing
4:00 p.m.
	Conclusion of fly-in and NOPA
members return home
Email info@iopfda.org
for more information.

Helping Fund The Future Since 1962
Now is the time to submit your application for a 2015 IOPFDA scholarship.
Last year, the association awarded a record-breaking 41 scholarships
to deserving students* based on financial need and merit.

Download the Guidelines
and an Application Today!

Visit www.iopfda.org or call (410) 931-8100
*Association member employees and their immediate family
are eligible to apply

MARCH 2015

INDEPENDENT DEALER

PAGE 31

By Stephanie Vozza

MARCH 2015

INDEPENDENT DEALER

PAGE 32

Get Mobilized With

OP Revelation

TM

Itʼs a fact. The work force is aging and is being replenished by millennials. It
is more important than ever to enable your customers to interact with your
company by using their smartphones and tablets. BMI has taken the same
power and ease of use that our e-commerce site is famous for and extended
that to Iphone/Android Smartphones and Tablet devices. Donʼt lose
business to the Power Channel because your e-commerce site is not
mobile/smartphone ready.
Visit us on the web at http://www.bmiusa.com/office-products-distributionsoftware or call us today, toll free, for a free consultation at 888-580-8382,
X206.
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Technology is the great leveler. When it’s used with energy and imagination, it can make even the smallest dealer look like they’re on a par with the biggest big box. Virtual storefronts can introduce you to new customers and tell
your story in a way that keeps your business strong and growing.
But with all the options out there, making the right choice and ensuring a solid ROI on what could well end up as one of your
dealership’s biggest investments is no easy task.
Nimble dealers avoid IT overload by identifying their key objectives and finding the providers who can help them meet them.
We spoke with 11 dealers who shared their experiences, offering insights on the technology that worked for them and various
ways it has helped with the growth of their businesses:

AOSware

“Technical support on the product is also outstanding. With
AOSware a problem or issue is typically resolved in 24 hours or
less.”
“On average we receive upgrades, additions and enhancements
every month, sometimes several times per month,” says Dittmar. “When we looked at the product, there was not a point of
sale feature in the software. Since we have five retail locations,
AOSware built a point of sale feature for our business that is now
available to all their other customers. They have also added the
ability to use magnetic stripe card readers and bar code scanners as well since we went live with the software. They recently
added a CRM feature as well.
“AOSware is always looking out for the bottom line of the independent dealer,” says Dittmar. “They are more of a business
consultant than a software vendor.”

BMI

www.aosware.com
Its history as an in-house back end operating system developed
by an independent office product dealer, has given AOSware a
leg up when it comes to serving the office supply industry, says
Clint Dittmar, vice president of sales for Mark IV Office Supply &
Printing in Uniontown, Pennsylvania.
“It’s designed from our perspective and is geared towards helping us maximize gross profit by purchasing in the most costeffective manner,” says Dittmar. “It also has a much stronger front
end website than our legacy system. We have much more control
over the customization of the entire product from the back end
to the front end website. And AOSware is constantly adding new
features to the software.”
Mark IV went live with AOSware in July 2014 with support and
innovation that Dittmar says far exceeded expectations.
“The implementation process went well,” he recalls. “We had access to training staff and technical support staff during the installation. Our staff did web-based training prior to implementation
and also had a test system to use while learning the product.

www.bmiusa.com
After using OP Revelation from BMI to run his business since
April of 2009, Bob Mairena probably knows the program as well
CONTINUED on page 35 >>
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as just about anyone in the office products dealer community.
And happily, he says, it’s been very much a case of the more he
learned about BMI, the more he found to like.
“We spent a lot of time investigating the systems that were out
there before choosing BMI and it certainly turned out to be the
right decision for us,” says Mairena, who is president of Yorba
Linda, California-based Office Solutions.
“It’s an integrated system, which means it can put real-time financials at our fingertips. It also allowed us to get rid of a separate, standalone accounting system we were using before we
switched and which had always created redundancies and inefficiencies,” he adds.

“When we switched to BMI, we were really starting from scratch,
without any workarounds or accommodations,” he explains.
“That gave us the opportunity to find new efficiencies virtually
everywhere, because it was the business needs that were driving
the software rather than the other way round. With BMI, we were
able to challenge all our processes and find the most efficient
way of doing things without having the system get in our way.”
Mairena also gives kudos to the BMI system for its e-commerce
capabilities. “The BMI platform keeps us competitive with the big
boxes and in some areas, it’s even more sophisticated than what
they have to offer,” he contends.

“Because it is a Microsoft-based platform, it’s easy to learn for
anyone who’s familiar with other Microsoft products,” he explains. “The command structure is consistent from screen to
screen so it makes it all much more logical and intuitive.”

Five years after switching to BMI, Mairena has no doubt about
the value of that move for his dealership. “In hindsight, it was
the best decision that we could have made,” he says. “The conversion went seamlessly—thanks both to BMI and to our own IT
director, Justina Rodgers, and her team—and we didn’t miss an
order or have any real issues with accounts payables or receivables,” he recalls.

One of the system’s biggest plusses, though, was the way it gave
the dealership the opportunity to take a whole new look at just
about every aspect of how they did business.

“BMI was the best choice out there for us back then and it’s
still the best choice for us today to keep us moving forward and
competitive.”

Mairena and his team also like BMI’s Microsoft connection.

CONTINUED on page 36 >>

NEW! Introducing Acsellerate’s

Profitability Manager
Save Time and Increase Margin
The days of spending hours analyzing usage and painstakingly cross-referencing substitute items are over! The NEW Profitability
Manager will automate your analysis, pulling real time cost and customer price plans from your ERP system. It will even send desired
substitute products to the Customer Business Review, making it easy to close the loop with accounts and immediately add margin!

Hear what else the NEW Profitability
Manager can do for your business!
www2.ecisolutions.com/ProfitabilityManagerVideo

571-266-6420

sales@acsellerate.net

acsellerate.net

ECi, Acsellerate, Profitability Manager and the ECi Red Box logo are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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ECi Acsellerate

to ask questions and open up a good conversation.”
“Acsellerate software shows customers that Tallgrass Business
Resource isn’t “a sleepy old office supply dealership that’s been
in business for 90 years,” says Devine. The great thing about
Tallgrass’s owners is that they’ve always spent the money on
new technology to get an edge on the competition. We have the
reports just like big boys do. We may not be at their level on everything, but we’re darn close.”

ECi DDMS

acsellerate.ecisolutions.com
When sales intelligence and CRM provider ECi Acsellerate Solutions introduced its new Profitability Manager, it turned out to be
a profitable addition, indeed, according to Randy Devine, sales
director for Cedar Rapids, Iowa-based Tallgrass Business Resources. Devine says the tool renewed his interest in Acsellerate
and gave him a reason to take another look.
“They’ve greatly improved their CRM software, and Profitability
Manager is a neat new tool that shows you how to make more
money as you help your customers save more money—a true
win-win,” he says. “The combination of those two things plus
their flexibility made us a customer again.”
Devine says he loves Acsellerate’s business reports and reviews:
“We highly encourage our sales reps to do business reviews with
clients at least every six months,” he says. “There’s an old saying
that says it takes a lot more time and energy to recover or replace
a lost account. It’s a lot easier to keep your existing accounts
satisfied. The business reports the Acsellerate software generates helps us do that.”
Acsellerate worked with Tallgrass to implement and train its staff
on the system. Because Tallgrass had been a previous customer,
Devine says the transition was seamless.
New reps can also access Acsellerate training sessions online—a
resource that Devine, presumably with no pun intended, calls a
“goldmine.”
“We don’t have any hard figures on the impact, but I know Acsellerate makes us more efficient,” he says. “Whenever you can
take reports to customers and show real value, it strengthens
client relationships. We can also see the segments of supplies
they’re buying as well as what they’re not buying. That allows us
MARCH 2015

www.ecisolutions.com/products/ddms...
David Stock, vice president of Runco Office Supply in Elk Grove
Village, Illinois, has been a customer and a fan of ECi DDMS
since 1988.
“At the time, their back office software offered the most options,
and the best part of the company is that they’ve been able to
evolve and keep up with current technology,” he says.
Stock also uses the company’s ECinteractivePLUS e-commerce
solution. “It’s their newest and it’s worked well for us,” says
Stock. “It’s helped us come into the new Internet marketplace.”
The ECi software is easy to use, says Stock. Runco changes the
home page quarterly, and banner ads can be updated more frequently to show new products. “We can also change our home
page to reinforce the services we offer or the promotions we are
running,” he says.
ECinteractivePLUS also has great search features, which is helpful for customers, says Stock. He also likes the clean and upto-date design of the site, and says his company gets positive
feedback from customers.

INDEPENDENT DEALER
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Supporting the entrepreneurial spirit

TECHNOLOGY THAT
EMPOWERS YOUR
BUSINESS.

Red Falcon | New business system with integrated e-commerce!
OfficeShopper | New mobile shopping app!
FMAudit | Complete solution for managed print services!
Acsellerate Profitability Manager
Automatically identify more profitable substitute items
to sell to your customers!

Mike Evert, Perimeter Office,
customer since 2007

866.374.3221

www.ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of eCommerce Industries, Inc.
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And the ECi support team ensures everything operates smoothly.
Stock says he can always get quick answers or help with any
issues.
“If we didn’t have ECinteractivePLUS, we wouldn’t stack up well
against big box or online dealers,” says Stock, who is planning
further updates to the site that will give customers more details
on services Runco offers, such as furniture setup, print management, coffee and break room supplies.

tutorials and ECi also holds an annual user conference offering
even more training.
Stahr likes being an ECi customer because the company provides him with access to decision makers. “The team really listens and they want to understand what we as dealers need,” he
says. “They truly make an effort to do what we need. How often
can you call the president of a company? I love that.”
The new Red Falcon software will also give dealers insight on
what customers are doing when they visit their website.
“Which new product lines are they searching for? Are they clicking on a certain page more than we thought they were?” asks
Stahr. “This information allows you to customize your pages. You
feel like you have the tools the bigger players have and you can
see what customers are doing.”

ECi Red Falcon

Stahr says he would miss a whole lot of efficiency if it weren’t for
ECi. “They bring it all together from the wholesaler to us to our
customers, integrating everything,” he says. “It would be hard to
envision using anything else.”

Fortune Web Marketing
www.ecisolutions.com/products/red-falcon...
The opportunity to enjoy the best of both worlds is what prompted Shawn Stahr, founder and executive vice president of Richmond, Virginia-based R&R Office Supplies & Furniture, to move
to ECi’s new Red Falcon SaaS software.
An ECi customer for seven and a half years, Stahr says the Red
Falcon platform combines the best of ECi’s Red Cheetah and
Britannia software.
“A lot of technology went into this,” he says. “There will be greater search capabilities for customers with results that are tailored
to them. That is something we don’t currently have and it adds
value to the customer. Not only will it help us keep customers
longer because they have a better experience; it also increases
the average order size.”
Currently in the midst of migration, R&R expects to be up and
running with the new platform in early March, and Stahr is anxious to get started.
He says ECi has been providing strong support, with an 800-number R&R employees can call from 8 a.m. until 8 p.m. for free help.
In addition, all of R&R’s customer service reps can review video

www.fortunewebmarketing.com
Just building a new website and waiting for the traffic to show
up isn’t enough anymore, if it ever really was. New business is
as much the result of good search engine optimization as site
functionality and ease of use.
To create a site that showcases products and delivers traffic,
Trevor Katz of Office Central hired Fortune Web Marketing.

CONTINUED on page 39 >>
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“They created a responsive website that is optimized for iPad or
cell phone users,” says Katz, who is vice president of business
development and sales for the Markham, Ontario-based dealer.
“That’s very important because these days, a lot of people use
their small devices.”
Fortune Web Marketing handled everything from the layout and
design to the hosting. “We were very involved with the process,”
says Katz. “They took our site to the next level. The process took
around six months.”
Katz was so pleased with the result he also hired them to help
with SEO. The Fortune Web Marketing team added a blog to the
Office Central site and writes its content, which Katz and his staff
edit. The work has paid off; Katz says his company has already
achieved higher ranking in Google searches.
“Consulting is one of their biggest strengths,” says Katz. “Jennifer [Rae Schulman], the president, suggested that we rebuild our
forms and we’re seeing more requests for information. These are
easy leads for us to get new business.”

business isn’t just selling office supplies anymore. We’re selling
industrial, educational, legal and even groceries. It helps to gain
knowledge for all of the different pillars of our organization.”
The quality of Office Central’s website allows Katz to compete
against big box and online stores. “Your website is your first
chance to sell,” he says. “If it’s lousy, the person probably won’t
call you. If it’s good, they’ll surf around. That’s where Fortune
Web’s consulting comes into play. Our site is just as nice as Staples’.”
Katz expects to continue his relationship with Fortune Web Marketing for the long term. “They are a very relationship-driven
company, and so are we,” he says. “As they bring out new products, we will be excited to see how they can work for us. Most of
our business is driven by the Internet, so it’s important to keep
our emphasis in that area.”

“In terms of web content, you can leverage their skill set and
ideas that come from a variety of industries,” Katz says. “Our

CONTINUED on page 40 >>
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You’re an expert, a rock star. Your content shouldn't be a one hit wonder.
BLOGS / VIDEO / INFOGRAPHICS / WHITEPAPERS / CASE STUDIES / QUIZZES / LISTS

FWMROCKS.COM
877.813.6390
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GOPD

dealer.gopdllc.com
Being a test case for a new software offering be a scary prospect, but for Chip Jones, president and CEO of Minton Jones
Company in Norcross, Georgia, the opportunity helped him create a product that was perfectly suited to his needs.
Jones knew the founders of GOPD and he was the first to sign on
when they offered their software solutions in 2001.
“They all came from dealerships and that gave them a good understanding of what dealers do and need,” he says. “When they
decided to build the program, we were the guinea pig. At the
time, we had someone demanding a cart from us. It was a coincidence that we ended up getting together on it at the same time.”
Fourteen years later, Jones says GOPD is still serving the software needs of his company. “Being from the dealer side of the industry, they truly understand and care about what dealers need,”
he says.

CONTINUED on page 41 >>
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GOPD is different from other systems because of its scalability,
says Jones. “To my knowledge, they’re the only fully scalable
system in our marketplace. They constantly ask dealers for input
and they actually listen. Their platform also works with a multitude of back end systems, like Quick Books, DDMS, and even
NetSuite. And it has a feature-rich, à la carte offering, meaning
that dealers can pick and choose what they want to use, and
pay only for those features. Why pay for what you don’t want or
need?”

Logicblock

Jones says GOPD was helpful during implementation and its
support system has stayed strong. “They make sure dealers aren’t just up and going, but able to fly on their own after installation,” he says.
In 2014, Minton Jones implemented GOPD’s new CRM system
to track incoming support calls, and Jones says it has helped decrease response time significantly. Other enhancements include
full cart customization.
“GOPD has allowed us to compete in our marketplace and it
made it very easy to migrate more customers to online purchasing,” says Jones. “You can add so many things to it and it works
with a lot of different systems. I could not operate without it.”

www.logicblock.com
Kenn Fischburg knows a lot about branding. As the CEO of Norwich, Connecticut-based SupplyTime, he’s created four core
CONTINUED on page 42 >>
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PROFIT PERFECTLY.
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businesses—Cleaning Products World, Office Products World,
Safety Products World and Toilet Paper World—each focusing
on a specific type of product. And a fifth—Hand Soap World—is
on the horizon.

JumpTech

“Customers get a lot of education thrown at them these days,
and it helps them make good decisions,” says Fischburg. “Each
one of our brands is very well focused on its product group and
we have a high degree of expertise. In fact, we’re famous for
writing the encyclopedia of toilet paper!”
Merging these targeted brands into one website—SupplyTime.
com—made sense for cross-promotion, and to create a onestop shopping site, he tapped Logicblock.
“They have great tools to populate and customize our site,” Fischburg says. “We formed a relationship with them last year and
our new site went live to the public in September.”
Logicblock offered three key elements that earned them Fischburg’s business, he explains.
“First, their design and navigation were absolutely up to our current needs,” he says. “Second, they have a fully integrated relationship with our supplier, United Stationers, pulling data and
eliminating the need for us to electronically transfer information
from our own company servers. And third, their price is competitive.”
The launch and training process took six months and, Fischburg
says, Logicblock offered good response and service with personal attention. “They also provided a lot of documented training
so my own people could educate themselves when necessary,”
he says.
While Fischburg says the big box stores land at highest positions in Google, when it comes to navigating the website and the
quality of its design, Logicblock has put SupplyTime on a level
playing ground.
“The result has been close to dramatic,” says Fischburg. “The
electronic relationship Logicblock has with United Stationers
means we have a constant stream of updates. This is of tremendous value, saving us time, resources and headaches.”

www.jumptech.com
Lee Mercer, manager of Granite Office Supplies and Furniture in
Salt Lake City, first found out about JumpTech at a trade show
in 2012.
“The fact that it allowed proof of delivery through a smartphone
app was something that we found very interesting,” says Mercer.
“Our drivers have smartphones, and it was an easy transition to
get the technology we needed.”
Before JumpTech, Granite drivers would have to print a manifest
and put it in sequence before they could start their deliveries.
“With JumpTech, the orders are put on a route and drivers can
just take off,” says Mercer. “It saves at least 20 minutes per route.
And with two routes run a day—one in the morning and one in
the evening—the savings are significant.”
Implementing the software was easy, reports Mercer. While he
says JumpTech isn’t “super cheap,” the time savings gained
make up for the cost and provide a good value.
While saving time is a huge benefit, Mercer says a close second is the message it sends customers. “We look advanced,”
he says. “Some of our customers remark that we’re better than
UPS. Being paperless is also a benefit for our customers who
prefer a greener approach to doing business.”
Another perk is that the JumpTech app lets Mercer know where
his drivers are. “It’s a feature we don’t use a lot but it’s a great
tool to have,” he says.

CONTINUED on page 43 >>
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sales-i

“The significant difference that attracted us to them was the history,” he says. “It was easily available and easy to understand.”
Strait says usage is broken down into categories, subcategories,
sub-subcategories, and even down to items.
“You get a good sense of where the dollar spend is,” he says.
“When you log in, you see your top customers, top items, gross
profit percentage and sales for a given period.”
The result has been growth year over year. “We can focus in on
category growth, which is important to us,” says Strait. “We can
sell more products to the customers we have, and identify categories people aren’t buying. We’re also able to quickly see if
people stop buying categories.”
The breadth of information sales-i provides Wist Office Supply
sales reps with knowledge they can use to increase sales, says
Strait. “Information can be retrieved from a phone, tablet or laptop, providing a customer’s history,” he points out. “If we’re in
the lobby and waiting, all we need is five minutes to get a quick
glance.”

www.sales-i.com
History tends to repeat itself, and the same can be said about
a company’s purchasing trends. It was sales-i’s strong focus on
sales history that led Bill Strait, sales manager for Wist Office Supply in Tempe, to take a close look at the program three years ago.

CONTINUED on page 43 >>

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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Thalerus Group

erates Store Solutions as a way of funding its organization, and
the COO had a distinct set of criteria he needed to meet.
“Our original platform was not proficient enough to meet our
needs,” says Boyer. “It wouldn’t allow for expansion. We were
looking for something that was easier to use and grow. We also
wanted something that had a better customer experience.”
Boyer chose Thalerus Group. “Their software had a lot more features than the others,” he says. “We liked their web development
tools; they’re easy to operate. And their price points were fairly
good.”
“We’ve seen an uptick in business,” says Boyer. “The new software allows us faster change out times when we need to do price
adjustments. This quicker response helps on the customer service side.”
The Thalerus Group software also gives Boyer and his team more
control over content and that means the company can change
ads and promotions very quickly.

www.thalerus.com
When it came time to expand his company’s online operation,
Thomas Boyer did his due diligence and researched several
website providers to find the right fit for his company. Based in
Corpus Christi, Texas, South Texas Lighthouse for the Blind op-
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“We have a lot of plans for expansion,” says Boyer. “It’s the reason we chose Thalerus. We’re generally a military supplier, but
we’re going into different categories, such as tools and equipment and tactical clothing. Our new platform will allow us to expand and keep our automations all the same.”
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Our World Has Changed. Will You?
By Tom Buxton
Last month’s issue arrived in your inboxes just ahead of a mountain of news that validated a number of assertions I had made in
my column. Sometimes timing is everything!

If we’re honest, recent events have added a level of uncertainty
and possibly even fear to those of us who have committed our
working lives to the world of independent office products.

Cap Gemini; was announced as Office Depot’s partner for merging ERPs with Max. Oh, and there was that “minor” news item
from Staples that it is pursuing a merger with Office Depot,
which, whether it is approved or not, will change the future of our
business forever.

No one can guarantee what will happen next, but one thing is for
sure: The pace of change—already frantic enough for most of
us—will only accelerate.

Both companies are shedding employees and (especially) sales
people/costs at an unbelievable rate, while betting their own future on the Internet and outsourced delivery to an extent that
only Amazon is familiar with.
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Therefore, based on the observations I have made in the course
of working with well over 200 dealers during the past eight years,
I would like to offer a number of independents’ must do’s and
must don’ts if you want to survive.
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Remember, though, that these are only my
opinions. There will be plenty of room in
the next issue for anyone who disagrees
and would like to rebut my arguments in
print.

days are not coming back and if your
business isn’t expanding in 2015, your
survival is in doubt.

Must Do’s

 uy and use one of the data mining/
B
CRM products designed for the office
products and furniture field. You cannot
afford any longer to fly blind without a
third party system that includes customer
information for you and your sales reps
as well as the ability to track the progress
of prospects. Those who use these tools
regularly find they pay for themselves 10
times over almost immediately, while protecting their companies from “wandering
rep disease.” These programs can also
be valuable resources to assist you in
creating a budget, which will be mandatory for funding your growth.

1

 e thankful for your employees and
B
vendor partners who have helped your
company survive and hopefully thrive up
until now. Thousands of good businesses have not survived as long as you
have, so congratulate yourself and your
team for coming this far.

2

Become more closely aligned with those
that serve you and don’t constantly beat
them up over price.

3

If you are a small or middle-sized dealer who belongs to one of the two larger
buying groups, demand now that they
merge as the most effective way to cut
their costs. For some dealers, a merger
may mean admitting that there will be
debts you are owed that will never be
paid. The larger independent dealers
are already following the same playbook as Staples and Office Depot and
moving towards a lower cost model.
Shouldn’t you?

4

Invest in the growth of your company. If
this suggestion seems self-serving because it’s coming from a consultant like
me, so be it. Don’t hire me. But whether
you do or don’t, you must improve your
ability to grow sales and margin while
managing your costs. Often an outside
perspective on sales growth or cost
reduction can pay for itself exponentially.
Things are changing, but the good old
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5

Must Don’ts

1

Don’t live in the past by thinking that a
retail presence is vital or even valuable to
your company’s sales. The public thinks
your retail store is “quaint” at best and
considers it outrageously high priced
compared to other sources. By the way,
it doesn’t matter how competitive your
prices really are, because you can’t
shake the stigma. Close your stores.

2

If you are surviving just through regular
(3-5 years) wholesaler cash infusions
it is time to sell. Don’t assume that the
other wholesaler will come knocking with
a big check to win you back in the next
few years. Wholesalers still give checks
out, but they are tied to growth and the
existence of excellent financials. There is
no free money. Partner with your wholesaler, because they are assisting you with
growth. Only leave them if something like
service or representation is inadequate.
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3

 on’t spend the bulk of your time trying
D
to improve your buying to the exclusion
of margin improvement. Every dealer I
have ever met can improve his or her
sales margins substantially without
buying better. If you buy more stuff for
stock but you don’t turn the product at
least 6-8 times a year and sell more than
$1,000 of it per year, you are wasting
precious cash.

4

 on’t think you can sell for half of your
D
sales for the past few years and get all
the cash up front. I was fortunate enough
to sell my business near the absolute top
of the market, but that market no longer
exists. We are in a declining space and
only the strong will survive, so unless
you are growing with a compelling go-to
market strategy that dominates your
competition, don’t ask for top dollar. Your
suitors will laugh and then go away.

5

 ON’T THINK THAT YOU CAN RIDE
D
OUT THE CURRENT CHANGES WITHOUT CHANGING!
As I said last month, 2015 can be an amazing year for independent dealers. But only
those who create and plan for change will
thrive. The others will face more than their
fair share of change, whether they like it or
not, and I doubt it will be pleasant.

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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Are You Running
as Lean as You
Could Be?
By Donnie Corron
With the
industry
as competitive as
it is these
days—and
with the
prospects of
things getting
even tougher if
the Staples-Office Depot deal
goes through—
it’s more critical
than ever for
independents
to be operating as lean
as they know how and seizing every
opportunity to take cost out of their
operations.
As a custom stamp manufacturer, we
have faced similarly fierce competition
for many years. Here are just some of the
lessons we’ve learned along the way that
dealers might find useful for their own
business.
Any organization looking to maintain a
“lean” environment needs a continuous
focus on reducing waste. For us, it led to
a total redesign of our engraving operations. We moved our entire raw material
inventory to an area where it was best
suited for the production process and relocated machinery to allow for a smoother production flow.
As a result, our engraving department
now operates from start to finish without
wasting unnecessary motion, inventory
or waiting on something to complete a
job. This allows us to service our clients
more promptly while reducing our overall
production costs.
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When was the last time you looked at
your own order processing operations
to insure it was running with a similar
degree of efficiency?
Running lean starts with top management’s commitment. It must be instilled
in every department and employee to
make sure every aspect of your operation—from new business development
through to order fulfillment and collections—is running as smoothly as possible.
You must make this objective part of
everyone’s daily thought process so that
your people always looking for more
ways to improve.
It also means making sure everyone in
your company understands how important they are and how their actions can
impact both the top line and the bottom
line. They also need to be reminded early
and often that change is good and encouraged to be creative free-thinkers.
In our own company, our operations
manager Lynn Werle employs an SOC
approach (Structure + Organization +
Consistency) as the foundation of our
efforts to create a lean environment.
A clear Structure allows everyone to work
in the same direction and operate with a
high level of accountability
Once the structure is in place, Organization stresses the importance of everyone
keeping his or her work areas—including
any sales and/or customer data in the
computer—current, clean and organized.
This is not the responsibility of just one
person but of everyone!
If Structure and Organization form the
foundation of our lean environment, then
Consistency insures it is maintained and
INDEPENDENT DEALER

enhanced on an ongoing basis. Also key
to running lean is ongoing cross training.
Intradepartmental and interdepartmental cross training are both important to
maintain a consistent level of execution.
The people on your team should be able
to fill in or move to another department in
case of an absence or vacation, so that
events like these have zero impact on
your customers’ experience and on your
own internal costs and efficiency.
At Roanoke Stamp & Seal, we are very
process-driven and your dealership will
benefit from a similar approach. We work
closely together to fine tune key processes and problems are addressed by a
group and not just an individual.
Regular departmental and production
meetings serve as a key facilitator to
keep our lean operations efforts moving
forward. And we actively encourage and
reward suggestions for new ideas and
improvements from every aspect of our
business.
Whether you’re a manufacturing company or a distributor, “Lean” is a journey
and a progression of both system and
thought. It’s one that has brought new
levels of efficiency and profitability to our
company and I’m confident it can do the
same for your business. If you’d like to
earn more about how we do it, please
feel free to contact me at 540-342-4766,
ext. 211.

Donnie Corron is president of Roanoke Stamp & Seal,
manufacturers of customer stamps, seals, badges,
signs, etc. For more information, visit
www.roanokestamp.com.
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Take
the
Sales
Abilities
Test
By Marisa Pensa

How often do you truly examine your own sales abilities?
Maybe not often enough. So,
take out your Sharpies…it’s
time for a simple YES or NO
quiz:

1. Do you know your
average sales cycle?
2. Are you getting return
calls when leaving
voice mails?
3. Do you know how
many “No” responses
you need to reach
your sales goals?
4. Do at least ten people
have your name in
their calendars to talk
about new business
with you in the next
two weeks?
5. Do you stay in control
of the sale?
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No matter how many YES or NO answers
you had, it never hurts to review the facts…
1. Knowing your average sale cycle is
critical. Yes, there will be sales that
take longer than average but knowing
the average time helps you see when
you are losing momentum. The longer
a sale takes beyond the average sale
cycle, the less likely it is to happen.
 ction Step: Identify three prospects
A
you have been working on longer than
average. Get creative on these. Most
likely, you are losing momentum!
2. Mastering voicemail. The number
one reason your voicemails do not get
returned is because your voicemail
sounds like a sales call. Whether you
are calling prospects or customers, create intrigue, curiosity, and keep it short
and sweet!
	Want to really increase your return calls
from voicemail? Send us a sample of
your voicemail script via our website:
www.methodsnmotion.com. We would
love to give you feedback and help you
increase your results!
3. Hearing the “No.” Change your mindset about this. We are in the business
of hearing “No.” If you are not hearing
enough “No” responses each day,
you might not be prospecting enough,
either by cold calling or prospecting
within your existing customer base.
Knowing how many “No” responses it
takes to get to “Yes” will help you power through to success.
Action Step: Track your ratios for two
weeks. On average, how many calls
does it take to get one appointment?
This will help you determine your activity targets and typically how many “No’”
responses it takes to get a “Yes.”
4. Showing up. Exactly how many people’s work calendars does your name
appear on? This should be a mutually
agreed upon date and time on both of
your calendars. This question can be a
reality check. Sales professionals are
addicted to a terrible drug: Hopium. We
INDEPENDENT DEALER

“hope” they will order. We “hope” they
will log onto the account we activated. We “hope” they like the quote we
emailed. Interest is gauged by action. A
prospect can say they’re interested, but
when he or she puts YOUR name in his
or her calendar in the next two weeks,
you know you have an engaged potential buyer. Always ask for a Next Step.
No date…no time…no orders!
Action Step: Take an honest look at
your pipeline. If all you have is a plan
to follow up, take it a step further and
ask the prospect for a specific date
and time to talk so you can both avoid
phone tag.
5. Staying in Control: Someone is getting
sold on every sales call—either you
or your prospect. Stay in control by
being ready for objections in advance.
Requests for price comparisons and
other predictable responses do not
catch world-class sales performers by
surprise. Confidently and skillfully turn
around objections and guide your prospects to a logical next step.
Action step: Write down what you
hear as the top three objections that
stall a sale. Prepare your responses in
advance and plan how you will stay in
control of the sale. “We are not ready to
order” should be no surprise. Turn this
around and gain agreement, even for a
small order!
Good selling and feel free to contact Methods in Motion if we can help you in any
way!

 arisa Pensa is the owner of
M
Methods in Motion, a sales
training organization that has
helped hundreds of companies,
both in the office supply industry
and across a range of industries,
start inside sales teams and
develop both new and seasoned
sales professionals and sales
managers. For more information,
visit www.methodsnmotion.com.
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Five Ways to Succeed at Telephone Prospecting
By Troy Harrison

To paraphrase Mark Twain, “The rumors of telephone prospecting’s
demise are greatly exaggerated.” There’s a reason for that.
One of the most marketable things any
sales trainer or author can do is tell salespeople, “You don’t have to prospect.” Today’s plethora of social networking tools
have fed this fire, telling salespeople that
if they only Tweet enough, customers will
beat a path to their door.
There’s only one problem: It doesn’t work.
The average B2B salesperson might pick
up one or two new pieces of business
here and there, but if growth is needed,
a dedicated prospecting effort is the only
answer. Still, there are obstacles:
• How can you make prospecting a
good use of your sales reps’ time?
• How can you manage a process that
will ensure the results happen?
MARCH 2015

• How do you motivate your salespeople to prospect?
• How can your salespeople effectively
win appointments?
The answer to all of these questions: a
quality, data-driven tele-prospecting program. A data-driven tele-prospecting process is far different from what most salespeople do.
Most prospecting processes fail because
they are based on an obsolete approach
(door-to-door prospecting), or because
they have inadequate resources or metrics (most telephone prospecting).
Without the right process, tools and metrics, your salespeople won’t get the appointments that they need in order to
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grow their territories.
The good news is that you can put in place
the right tools, metrics, and resources to
get appointments with new customers efficiently and effectively—whether you are
a salesperson, a sales manager or a business owner. All you need to do is implement these five keys:

1

1. Have a good database. For some
reason, data acquisition is the most
intimidating part of tele-prospecting for
many people. It shouldn’t be.
	You can acquire a calling list that costs
(from Dun and Bradstreet, Hoover’s or
CONTINUED on page 51 >>

PAGE 50

TROY HARRISON

continued from page 50

InfoUSA) or even for free (from ReferenceUSA, an offshoot of InfoUSA
that’s available through most public
libraries).
	Start by describing your target customer. Use Geography, Business Type
and Business Size as your primary
selectors, and branch out from there.
	Then, either buy a database from one
of the three companies mentioned
above or get a library card and PIN
and access ReferenceUSA from a
nearby library.
	Either way, without a database with
a quantity of contacts (500-1000 per
territory minimum), you won’t be able
to succeed.
	A quality database includes, at minimum, the following fields for each
company record: Contact name and
title, company name, phone number,
address, website, type of business and
business size (either in employees or
revenue).
	If you have this information, you have
everything you need to know in order
to make the call; extensive pre-call
research is unnecessary and a time
waster. Research AFTER getting the
appointment.

2

2. Import the database into a good
CRM system. CRM, of course, stands
for Customer Relationship Management. It can be fairly inexpensive and
installable on one computer or it can
be an enterprise solution.
	Are you a salesperson in a company
that doesn’t have CRM? Spend a hundred bucks or so and buy a one-user
copy of ACT.
	Either way, you need the above database imported into your CRM system
so that your salespeople can pull a
contact up on the screen, make the
call, type a couple of quick notes and
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then move on to the next contact.
Successful teleprospecting depends
on quick repetition.

3

3.	Have the right metrics. Too many
salespeople fail at tele-prospecting because they don’t know what success
looks like.
	From many studies over the years, a
focused B2B salesperson working with
the proper database (as above) can
typically hit the following metrics in a
focused hour of prospecting: 20 Dials,
6-7 Contacts (a voice-to-voice conversation with the target decision maker),
1-2 Appointments.
	Keep in mind, these are achievable
by a focused salesperson who is
equipped to make a call, type a couple
of quick notes, tab to the next person
and make another call.
	If the numbers sound too high, work
backwards through time. 13-14 of
these Dials will not result in a contact,
so even leaving a voice mail message
will take a minute apiece, maximum.
The appointment-setting conversations
will take the longest, perhaps as much
as ten minutes apiece. That’s 20 minutes, so we now have approximately
25 minutes for five conversations that
will not result in appointments, or five
minutes each.
	Give your salespeople the tools, monitor their calling efforts and you’ll find
that the numbers are quite reasonable.

4

4.	Use a quality Infomercial. Your
Infomercial is a quick 15-20-second
introduction and pitch to earn a conversation with your prospect. It’s an
expression of confidence and how you
help your customers.
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	Basically, the parts are: Introduction
(who you are and who you work for),
Statement of Help (how your customers benefit from doing business with
you) and the Following Question (a
question that ties back to the Statement of Help, designed to spot a
need). For instance, my own Infomercial might be:
	“Hello, Mr. Customer. I’m Troy Harrison, and I help my customers profitably grow their sales and market share
by training salespeople and sales
managers to perform at a world class
level. How do you feel about the effectiveness of your sales force?”

5

5.	Use call blocking to your advantage. Salespeople who succeed at
tele-prospecting are salespeople who
make prospecting a priority. To make
prospecting a priority, schedule it on
your calendar as you would schedule
any other appointment or meeting.
	“Call blocking” is the process of
setting up a time, preparing to make
calls, and then using that time ONLY
to make prospecting calls. You can
do this individually or as a sales team;
what’s most important is that you do it.
If you implement these steps, your sales
force will win more new business and that
new business will likely be of better quality than you’re getting now. And, like Mark
Twain, you’ll discover that tele-prospecting is very much alive.

Troy Harrison is the author of “Sell Like You Mean It!”
and a speaker, consultant, and sales navigator who
helps companies build more profitable and productive
sales forces. For more information or to sign up for
his weekly E-zine, call 913-645-3603, e-mail Troy@
TroyHarrison.com, or visit www.TroyHarrison.com.
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The Other Side of Michael Morris

Making a Difference in Haiti
Most industry people know Michael Morris as TriMega’s marketing guru. Recently promoted to executive vice president
of marketing, Michael is the ever hardcharging industry professional who brings
a high degree of energy and innovation
to his job. But every so often, that energy
gets focused on a place that’s about as
far from the U.S. office products industry
as you can imagine.
For about a week over Thanksgiving for
the past six years, Michael has participated in volunteer projects as far away
as Africa and India. For the last three
years he has traveled to Haiti where he’s
taken a two-hour adventure ride up into
the mountains above the capital Port-auPrince to volunteer in the village of Desab.
Desab is a place of grinding poverty.
There’s no running water or electricity, and
the nearest market for villagers is a threehour walk away. The village itself consists
of little more than a school house, a bakery
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and a clinic interspersed among the wooden framed huts where the villagers live.
It’s the school—with some 270 kids ranging from kindergarten to sixth grade—that
has benefited most from Michael’s efforts.
He has not only worked on various repair
and constructions projects, but has also
taught classes—mostly very basic reading, writing and arithmetic, he reports.
Last year, thanks to the generous support
of the TriMega staff, Michael was able to
help build a school house for the sixth
grade, which up until then had to hold
classes in a nearby church.
“We put in some very basic structures but
they make such a big difference for the
people in the village,” he says. “Working
in Desab has become something I just feel
I’m compelled to do, if for no other reason
than to give back in return for all the many
ways I’ve been blessed myself—both professionally and personally. It is incredibly
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humbling and incredibly satisfying to be
able to get to know these amazing people
and very encouraging to see the impact of
the work through the smiles on their faces.”
Right now, Michael’s focus is once more
back on office products with a full-slate
of TriMega marketing projects, but he’s already got his time blocked out for the next
trip to Desab.
In addition, he has recently joined the
board for Volunteers for Peace (VFP), the
Vermont-based organization that coordinates his and several other projects in
Haiti and in other areas in need throughout the world.
If you’d like to add your own support to
Michael’s and VFP’s efforts, reach out to
Michael directly at mmorris@trimega.org
or visit www.vfp.org (click on ‘Join us’,
‘Donate’ and select “Haiti Program Support”) to contribute and help make a difference.
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