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AL Dealer Hudson Office Supply
Celebrates 75th Anniversary
Congratulations are in order for Bo Hudson and his team
at Dothan, Alabama-based Hudson Office Supply,
which this year is celebrating its 75th year of
service to the local business community.
The dealership was founded in 1941 by Bo’s
father, Jeff Hudson, Sr., who had worked previously for Burroughs Corp. and sold and repaired adding machines and check writers. Bo
himself pretty much grew up in the business
and became president in 1968.
Not surprisingly with Jeff’s background, Hudson’s
started out originally as a machines dealership. Today,
however, says Bo, supplies and furniture account for the lion’s share of the
business, though like most independents these days, breakroom and cleaning
products are also very much figuring into the mix.
As the Hudson’s team gets ready to celebrate a special landmark, the family
business tradition remains strong, with Bo’s daughter and Hudson sales rep
Anne Katherine Phillips representing the third generation of the family to be
involved in the business.
Our congratulations to the entire Hudson organization and here’s to the next
75 years!

IL Dealer Rogards Wins
‘Best Business Services’ Honors
from Local Business Magazine
It was time to party last month at Champaign, Illinois-based Rogards as Tonya
Horn, Chad Hoffman and the rest of the team celebrated their selection by
readers of their local business magazine as the “Best Business Services Provider” in their market.
There’s both a Staples and an Office Depot just down the road from Rogards
continued on page 4 >>
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EDITORIAL
Where Are Small
Business Issues on the
Campaign Trail?
You don’t need me to tell you that our current
presidential campaign is unlike any that we’ve
seen in recent years. But it might be worth
pointing out that so far, at least, small business
issues and concerns have hardly been front and
center.
That’s not a good thing, as a recent survey
of independent small business owners and
operators by the Institute for Local Self-Reliance
makes all too clear.
You’ll find a more detailed report on the survey
findings in our Industry News section but the
bottom line is that independent businesses could
be doing a whole lot better if they didn’t have to
contend with federal, state and local government
policies that hold them back or put them at a
disadvantage against their larger competitors.
Correct me if I’m wrong but I haven’t been
hearing any of the current candidates talking
much about the need for increased small
business support.
The survey identifies a number of areas where
help is needed. For example, independent
businesses too often end up being turned down
for the bank loans they need to grow. They face
unfair competition from online resellers who,
unlike them, are exempt from collecting sales tax
from their customers.
They also see their own tax dollars being used
to support sweetheart tax breaks for their larger
competitors, even though there’s a fair amount
of evidence to show big box development
actually hurts local economies rather than
helping them any.
Do you know what positions your candidates
have on these issues and others like them? It
might be a good idea to find time over the next
few months to ask them and make sure they
have answers that make sense.
PAGE 2

Being organized never
looked so effortless.
Heavy Duty View Binders
The binder to end all binds.

NEW &
Improved
Avery Binder
Features
Linen Texture

Deep texture for a high
quality impression

DuraHinge

Stronger spine hinge
lasts longer, resists tears

Dura Edge

Plyable edges
resist splitting

© 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.

Winner’s Circle

continued from page 2

but somehow, they didn’t seem to make for too much competition in the magazine’s online reader voting.

Jerry himself has served the Chamber in numerous leadership
positions with the organization, including a term as its president.

And hopefully, the dealership’s display case has still got room for
one more award. It will join the Small Business of the Year award
that they won from their local Chamber of Commerce last year.

Perhaps most impressive of all in a smaller community like Maplewood, J&E garnered over 200 votes in the public online Business of the Year poll.

What’s the secret behind all this special recognition? “We listen to our customers,” Chad told his local business magazine.
“We’re very detailed with individual accounts and customer
service has always been the cornerstone of our business.”

GA Dealer Walker Printing Named
Business of the Year

“We also empower our employees to make decisions that will
best serve our customers,” Tonya added, pointing to ongoing
training that allows their staff to feel comfortable making those
decisions as a key ingredient in the mix.
“Our account managers are doing a great job of educating our
customers on the breadth of product that we now offer and 2016
is off to a very good start,” she reports.

J&E Office City – Chamber Business
of the Year

The Walker Printing team. Owners David and Sandra Chaney hold their Business of
the Year award from their local Chamber.

Also earning “Business of the Year” honors from their local
chamber recently was Walker Printing Co. in Fitzgerald, Georgia.
Longtime chamber members, Walker’s was founded in 1971 by
Lauren Walker and current owners David and Sandra Chaney
bought the business in 2007.
While the dealership, as its name suggests, started out primarily
in the printing business, today it also offers a broad mix of products for the office, including traditional office supplies, cleaning
and break room products, office furniture and more.
Elizabeth Gibbs, Jerry and Matt (l to r) receive their Business of the Year award from
their local Chamber of Commerce president.

They were icing up the champagne in Maplewood, Missouri last
month, as Jerry Gibbs and his team at J&E Office City celebrated
their selection by the local Chamber of Commerce as its 2015
Business of the Year.
J&E’s has been a fixture of the local community from the day Jerry’s father, John, started the business in 1976. Today, it’s still very
much a family business, with Jerry’s wife Elizabeth a co-owner
and son Matt playing a key role as vice president.
Reflecting the dealership’s deep roots in the local community,
J&E was nominated for “Business of the Year” honors by the
Maplewood city manager, who highlighted its creative marketing, outstanding customer service and company-wide community involvement.
MARCH 2016

Both David and Sandra are very involved in their local community
and have served on various chamber committees over the years.
Evidently, it’s a connection that helps both sides. Walker’s has
grown every year since the Chaneys bought the business, Sandra reports.

CA Independent Gorilla Stationers
Featured on MSNBC Business Show
Rosemary Czopek and her team at Gorilla Stationers in Huntington Beach, California, are basking in some well-earned publicity
these days, after being featured last month on the MSNBC show
“Your Business” as an outstanding example of how independent
entrepreneurs with small businesses can sell successfully to federal, state and local government.
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Show host JJ Ramberg spoke of Rosemary as “something of a rock star in the
world of government contracting” and in
a piece that ran for over six minutes, she
described how Gorilla Stationers has built
a growing government business thanks
to Rosemary’s ability to secure diversity
certifications, successfully bid on government contracts and master a small mountain of paperwork requirements.
MSNBC found Gorilla Stationers via a
Small Business Administration website
and Rosemary didn’t have to think too
long to come up with a response when the
Your Business team came calling. “They
sent out a camera crew and a producer
and did two full days of filming at our facility,” she reports.
Not surprisingly, the show has had a powerful impact on the dealership’s visibility
in the marketplace. “We’ve received awesome feedback from our customers, particularly in the government sector,” says

Rosemary. “And even better, it’s provided
a strong endorsement for the Independent
Dealer Channel as a whole and shown we
can not only help customers meet their
small business purchasing mandates but
also take care of their needs just as economically and effectively as any big box
competitor.”

“We are delighted to welcome SunAmerica president Darren Snow and his team
into the Guernsey organization,” said
CEO Dave Guernsey. “These folks deepen our knowledge base and expertise in
the janitorial and facilities category, while
also bringing new skills and geographic
coverage.”
Ten former SunAmerica employees will be
joining the Guernsey organization as a result of the acquisition, Dave said.

Jan-San Acquisition for
Guernsey
Dulles, Virginia-based Guernsey last
month announced it has acquired, through
an asset sale, SunAmerica Supply, a
jan/san distributor, also based in Virginia,
that primarily services the Washington,
DC metro market.
In addition to end-user sales of janitorial
and facility supplies, SunAmerica brings
expertise in the repair and maintenance of
floor care machines and production capabilities in customized packaging.

Janitorial and facility supplies currently
account for about 10% of total sales at
Guernsey, Dave indicated, and he says
the addition of SunAmerica offers an
excellent opportunity to build scale and
reach in the category more quickly.
Business at the dealership overall isn’t too
shabby these days either. Guernsey posted a record year in 2015 with total sales
up 7% and expectations are for 2016 to be
continued on page 6 >>
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even better, Dave reported.

MI Independents DBI and Global
Office Solutions Respond Quickly and
Generously to Flint Water Crisis
In yet another demonstration of independent dealers’ ability
to respond quickly and generously to local community needs,
two Michigan dealers, working independently—how else?—last
month put together bottled water drives in response to the tainted drinking water crisis in Flint.

Somehow, we suspect nobody in the city of Flint is going to disagree with that argument. Our hats are off to two more independents who last month provided compelling evidence of just how
easy it is to do good while doing well!

SC Independent Herald Office
Solutions on the Acquisition Trail
Thomas Jordan and his team at Dillon, South Carolina-based
Herald Office Solutions broadened out their footprint recently
with the acquisition of McBride Office Supplies in Greenville, SC.
The McBride’s deal represents Herald’s third such acquisition in
the past two years and gives it a stronger presence in a rapidly
growing market.
In Lansing, Michigan, about 60 miles from Flint, Steve Klaver,
George Snyder and their team at DBI put together a campaign
that drew the support of some 60 customers, business partners
and concerned citizens and resulted in over 35 pallets of water
being collected and delivered to a Flint food bank in just one week.

The deal adds three new employees to the Herald team, with
the prospect of at least two additional account executives in the
coming months.

“We don’t have any customers in Flint but the folks there are
obviously facing a major crisis and we wanted to help,” said DBI
marketing director Benjamin Klaver, who spearheaded the effort.
“We got a huge response that was far more than we anticipated
and even some non-customers participated,” he reported.

Herald is a dealership very much in growth mode right now, says
Thomas. “Herald continues to grow in the furniture division year after year and we’re also seeing major growth in the janitorial, break
room and safety product categories, with our business equipment
and managed print contracts also trending upward,” he reports.

Also last month, in Novi, Michigan, about a 50-mile drive from
Flint, Jeff Summers, Reuben Levy and the rest of the team at
Global Office Solutions conducted a similar bottled water collection campaign of their own.

AZ Dealer Wist Office Products Goes
the Extra Mile for City of Hope

Global’s effort, reports Reuben, prompted a similarly generous
response from customers, with the dealership delivering eight
pallets of water to the same Flint food bank as DBI.
“At the end of the day, it’s all about finding opportunities to help
people in need wherever you can,” says Reuben. “We’re certainly
not the biggest organization in our market but if we all do a little
bit, then together, we can really make a difference,” he contends.
MARCH 2016

McBride’s has been serving the Greenville community since 1956
and Herald plans to maintain their existing facility in Greenville.

In Tucson, Arizona, last month, Ian Wist of Wist Office Products
and some of his more athletically-minded friends literally went
the extra mile and then some when they participated in the “24
Hours in the Old Pueblo” mountain bike event to raise funds for
the City of Hope cancer research and treatment center.
The event is just what it sounds like: 24 hours on a bike in the
Sonoran Desert, navigating a narrow, 17-mile circuit that comes
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for the Lake Area Technical Institute, a two-year technical college
in Watertown.
The dealership’s founders back in the 1960s played a key role
in establishing the college as a resource to train office machine
technicians and, says Joel, it has been a rich source of employees for the dealership ever since.

This was the first time the Wist organization had been involved in
the event, but they went all in, sponsoring over 20 riders spread
out across seven different teams.
In addition to Ian himself and some fellow Wist team members,
participants included local sales reps as well as HSM of America’s Todd Lipson and TriMega’s Michael Morris.
“It was not only an excellent opportunity to introduce City of
Hope to people who were outside of our industry and did not
know much about it but it, also made for some special camaraderie among everyone who participated,” said Ian, who completed his own 17-mile circuit despite losing his front tire to a
blowout several miles from the finish line.
And in addition to generating some painful blisters in awkward
places, the Wist team also raised over $12,000 for City of Hope
from the event.

SD Independent Office Peeps
Supports Local Schools and Colleges
on Several Levels
If you’re looking for a way to attract younger generation employees to your dealership, you might want to take a page or two from
the playbook of Watertown, South Dakota-based Office Peeps.
The dealership has a long tradition of working with local secondary schools and colleges, not just because community involvement is the right thing to do but also, says Office Peeps’ Joel
Vockrodt, it’s a way of educating young students on the career
opportunities offered to them by an independent dealer.
Joel and his team recently hosted a group of high school and middle school students who were part of their local Young Entrepreneurs Academy and, he says, it was a great way to show them
there’s a lot more to office products than just their local big box.
For older students, the dealership has a long tradition of support
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Office Peeps president Joel Vockrodt fields questions from a group of aspiring young
entrepreneurs who toured the dealership recently.

As part of its support, Office Peeps sponsors an annual scholarship to help offset college costs for a deserving student and also
maintain a strong relationship with the college.
Also, Joel himself currently chairs the college’s Strategic Advisory Council, which provides input to the college and also helps
lobby for government funding.
You might not be able to get involved in your local schools and
colleges on quite the same level as Office Peeps but if you’re
looking to raise awareness of the benefits of working at an independent among newcomers to the workforce, there’s surely one
or two good ideas you can borrow from Joel and his team.

TX Dealer Veteran Ray Butler Retires
Congratulations are in order for Ray Butler of Butler’s Business
Products in Houston, who has retired after over 40 years at the
helm of his dealership.
Ray founded his dealership in 1974 after spending his early years
in the industry with Victor Comptometer. In 2013, Ray sold the
business to long time employee/manager Stacy Duke.
“Ray has been a wonderful mentor to me,” says Stacy, who started working part-time at the dealership while in college and moved
through the ranks to VP before becoming owner of the company.
Given the general state of the oil and gas industry these days,
business for anyone in Houston has been challenging to say the
least, but, says Stacy, her team is responding to that challenge
and finding sales opportunities in new categories such as advertising specialties, cleaning and breakroom and shelving and
locker room products.
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Secrets of Success
BOOTHWYN, PENNSYLVANIA:

Office Basics, Inc.
When John Leighton (pictured) took over as president of Boothwyn, Pennsylvania-based Office Basics in 2010, the company was essentially an office
supplies house with annual sales of about $41 million. Today, the dealership
boasts an annual run rate of $66 million and growing, and while office supplies
still account for the lion’s share of the business, Leighton and his team are also
seeing strong growth in newer categories such as office furniture, cleaning and
breakroom products, managed print services and promotional products.
That’s a pretty impressive definition of success by any measure and one
that is due, says Leighton, to a combination of factors. First and foremost,
he says, is the legacy that his father, company founder Rich Leighton, put in
place in the 20-plus years that he ran the business.
“When my dad started Office Basics in 1987, he began as the lone salesman
and delivery man,” he recalls. “But he had strong entrepreneurial instincts
and saw an opportunity for a B-to-B delivery model at a time when the
industry was not only very fragmented but also a lot more retail-oriented than
it is today.”

n Headquarters: Boothwyn, PA
w/branch locations in Bethlehem, Lancaster,
Philadelphia and Moorestown, NJ
n Key management: John Leighton, president;
Ray Kendall, director of purchasing; Steve
Johnson, VP of sales; Norma Anthony, director of
marketing
n Annual sales: $66 million
n Products & services: Office supplies, office
furniture, coffee and breakroom, janitorial
products, managed print services, promotional
products
n Founded: 1987
n Employees: 175
n Key partners: BMI, Essendant, Georgia-Pacific,
Pinnacle Affiliates, S.P. Richards, Veritiv, Wausau
Paper Company
n www.officebasics.com

Those instincts, Leighton adds, helped Office Basics become far more of a
beneficiary from the consolidation wave that swept through the industry in
those early years than one of its victims. “As the national chains acquired
the regional players, we were able to feed off the business they left behind,”
he says.
But things would have taken a very different course, even with his father’s
ability to identify new opportunities, if a second key factor had not been in
play: the people he brought in to help grow the business.
“The key ingredient of our business today is our people and the attitude they
bring to work every day,” Leighton says proudly. “On paper, I’m the sole owner of the business but so many of our people act like it’s their company and
that type of commitment is invaluable.”
Also key to the Office Basics culture: a willingness to challenge the norm and
not be afraid to push the company in new directions. Recent changes at Office Basics include acquisitions in the jan-san and office furniture categories,
start-ups in managed print services and promotional products and a conversion of the dealership’s ERP system to a new platform.
“We have an unbelievable opportunity to grow our business but that will only
happen if we embrace change and are willing to test new markets and new
ways of doing things,” Leighton contends.
In many ways, that’s been part of the standard operating procedure since
Rich Leighton first turned on the lights at Office Basics in 1987. It certainly
proved its worth while he was in charge and if recent results offer any indication, it’s still delivering plenty of value for his son and his team.
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STAPLES-DEPOT UPDATE:

FTC Not Impressed By
Staples-Essendant Divestiture Deal

Staples’ and Office Depot’s efforts to
appease regulators at the Federal Trade
Commission who turned down their proposed merger as anti-competitive took a
new twist last month, with the announcement that the two big boxes have reached
an agreement to sell more than $550 million in corporate contract business and
related assets to Essendant.
Essendant will pay Staples approximately
$22.5 million for the business but the deal
will only go through if the merger between
Staples and Office Depot is completed.
Whether that will happen or not is still very
much an open question.
The FTC said the proposed Staples/Office
Depot/Essendant deal “would not fix anything,” according to Florida Sun Sentinel
reporter Marcia Heroux Pounds.
The regulatory agency made the statement
in a brief filed February 19 in U.S. District
Court in Washington, D.C., that seeks a
preliminary injunction to stop the merger
from proceeding until after a scheduled
trial May 10, Heroux Pounds reported.
The FTC said the proposed divestiture

would not position Essendant to compete
for large business-to-business customers
and as the contracts expire, customers
would be free to choose the combined
Staples/Office Depot as their office supplier, rather than to continue with Essendant, Heroux Pounds reported.
In its argument for a preliminary injunction, the FTC said that “allowing this
merger to close before the merits proceeding is completed would irreparably
harm the public interest. Staples would
be free to begin integrating Office Depot
immediately, accessing Office Depot’s
sensitive business information, laying off
sales people, and approaching customers
as a unified dominant supplier...Any harm
that customers suffer in the interim would
be irreversible,” Heroux Pounds reported.
Also last month, Office Depot reported
fourth quarter financial results that came
in significantly below analysts’ expectations.
For the quarter, Office Depot earned
$15 million, or 3 cents a share, and revenues of $3.48 billion. Analysts surveyed
by Thomson Reuters had projected per-

Independent Businesses Report Progress in
2015, Despite Impact of Public Policies That
Hold Them Back
Independent businesses experienced healthy sales growth
in 2015, buoyed by their strong community ties and growing
public awareness of the benefits of locally owned businesses,
according to a large national survey released last month by
MARCH 2016

share earnings of 11 cents on revenue of
$3.56 billion. It was the second straight
quarter in which Office Depot posted a
negative earnings surprise.
Sales in the company’s North American Business Solutions Division posted
a decline of 7% compared to the prior
year period. Office Depot said the sales
decline was primarily due to “substantial
business disruption related to the pending acquisition by Staples, the scheduled
transition out of a legacy OfficeMax buying arrangement, lower sales in Canada,
and lower customer order fill rates attributable to delays in certain merger integration activities.”
Customer attrition from the decommissioning of OfficeMax ecommerce sites
and the continued reduction in catalog
sales through call centers also contributed to the decline in sales, Office Depot
said.
Looking ahead, the two sides are due to
meet in court March 21 over the FTC’s
injunction request with an administrative
trial to decide whether or not the deal can
go through scheduled to begin on May 10.

the Institute for Local Self-Reliance in partnership with the
Advocates for Independent Business organization.
Survey respondents, drawn from independents across a broad
cross section of industries including office products, reported
brisk sales last year, with revenue growing an average of 6.6%.
This growth led to a significant increase in hiring, according to

INDEPENDENT DEALER

continued on page 14 >>
PAGE 12

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

Industry News

continued from page 12

the survey. Overall employment at the independent businesses
surveyed expanded by 5.6% in 2015, with more than 30% of
respondents reporting the addition of at least one employee.
Local First initiatives are part of what’s strengthening independent businesses, the survey found. Two-thirds of respondents
in cities with an active Local First, or “buy local,” campaign said
that the initiative is having a noticeable positive impact on their
business, citing benefits such as new customers and increased
loyalty among existing customers.
Less positively, the survey also found that independent businesses
are facing a number of challenges, many related to public policy.
One obstacle is a lack of credit for businesses seeking to grow.
The survey found that one in three independent businesses that
applied for a bank loan in the last two years failed to secure one.
That figure was 54% among minority-owned businesses, and
41% among young firms, whose expansion has historically been
a key source of net job growth.
Competition from large Internet companies is also a top challenge for survey respondents, particularly for independent retailers, 70% of whom ranked it as very significant to their business.
Another leading obstacle is the fact that large competitors can
use their market power to secure better pricing and terms from
suppliers. On the policy side of these challenges, majorities of
the businesses surveyed said they would support legislation to
cap the dollar value of the economic development tax breaks
that companies are eligible to receive, and that they think regulators should more vigorously enforce antitrust laws against dominant companies.
The rising cost of commercial rent is another difficulty for independents in the survey, as well as steep swipe fees set by credit
card companies. A large majority of retailers surveyed favored
government action to cap credit card swipe fees, as the E.U.,
Australia, and other countries have done.
“While these obstacles are certainly formidable, independent
businesses have seen a remarkable increase in public awareness and support in recent years,” said Stacy Mitchell, co-director of the Institute for Local Self-Reliance. “In our survey, many
expressed a determination to build on the momentum of the ‘buy
local’ movement to press for policies that will give small, local
businesses a better opportunity to compete and thrive.”
“The work of educating consumers, fellow business and public entities about the value of local-first efforts is not a one-time
event,” said Michael Morris, executive vice president of marketing for TriMega, whose members participated in the survey.
“Rather, it is an ongoing focus designed to heighten awareness,
spur more thoughtful buying decisions, and ultimately strengthen
communities through local support.” DOWNLOAD the full report
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NOPA, Independent Stationers and
TriMega Launch Pilot Program to Help Give
Independents ‘Endless Aisle’ Presence
The National Office Products Alliance (NOPA), Independent
Stationers (IS) and TriMega Purchasing Association last month
announced they have formed a consortium whose goal is to increase the number of stock keeping units (SKUs) available to
independent dealers for their content libraries and enable them
to present an “endless aisle” web presence similar to today’s
online-only resellers and their big box competitors.
NOPA has retained PTC Associates as program coordinator. PTC
Associates, led by T.J. Crayne, is a group of distribution veterans focused on leveraging their technical capabilities to increase
companies’ profitability and market penetration.
The program coordinator will be responsible for working with the
various interested parties to identify a content aggregator and
determine what manufacturers and what SKUs are to be added
to the content library.
The program coordinator will also work with the aggregator,
manufacturers and others to determine specific content the industry will need to effectively utilize the program.
Additional information will be made available to the Independent
Dealer Channel as the program expands, NOPA said.

Independent Stationers Announces Print
Fulfillment Solution for Members
The Independent Stationers dealer coop last month announced
it has joined forces with Vistaprint Corporate Solutions to provide
its members and affiliate members with a professional print fulfillment solution they can offer their customers.
By making Vistaprint Corporate Solutions’ full range of printed
products available to their customers online, IS members can
grow their existing accounts as well as attract new business,
IS said.
For participating members, Vistaprint Corporate Solutions provides a dealer branded portal which enables the dealer’s customers to quickly and efficiently order items online. The dealer
retains ownership of their customers and earns a commission on
all orders placed.
Commented IS merchandising director Mike Foster, “The opportunity for our members to add value to existing customers,
as well as attract new business, offering a range of professionally printed, personalized products, is an exciting proposition.
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Vistaprint Corporate Solutions offers
6,500 items from business cards and promotional branded gifts to custom calendars and stationery.”

Regency Franchise Group
Adds Coastal Office & Promo
Products to its Network

Tim Webster, Vistaprint’s head of business development, added, “There is massive potential for dealers to achieve sales
from print. There are a number of resellers
who are securing around 20% of sales
from print and associated items, but there
are many more who don’t have the tools,
infrastructure or knowledge to leverage
the opportunity. What we’re doing is providing dealers with a zero cost way to promote and sell a brand new range of printed items to their customer base as well as
helping those who already provide a print
management service to top tier customers to simply widen their offer across a
wider client base.”

Regency Franchise Group last month announced the addition to its network of
Coastal Office & Promo Products in Chesapeake, VA.

The official launch date of the new program is April 1, IS said.

Founded in 1992, Coastal specializes in
office supplies, office furniture, promotional products and janitorial products.
The business was acquired in 2006 by
current owner John Willcox.

exceed his goals in this industry,” said
Eric Beguelin, founder of Regency Franchise Group. “We will create a business
plan for John and he will work closely with
our gowth team that will put him on track
to win major accounts and thrive in his
business.”

EDspaces Named One of 50
Fastest Growing Shows

Willcox said he is now turning to Regency Franchise Group to grow his business
through expanded product and service
offerings, an upgraded technology infrastructure and Web-ordering solutions for
office products, commercial print, promotional products and apparel.

EDspaces, the Education Market Association’s annual event for planners, designers
and managers of today’s learning environments and the dealers, service providers
and manufacturers who support them,
has been named by Trade Show Executive (TSE) magazine as one of the 50 Fastest-Growing Shows by total attendance
from 2014 to 2015.

“We are excited to welcome John Willcox
to Regency Franchise Group and help him

continued on page 16 >>

WEB mastervision.education
BI-SILQUE VISUAL COMMUNICATION PRODUCTS, INC.
4171 West Hillsboro Blvd. Suite 10
Coconut Creek, FL 33073
PH (561)314-3970
FX (361-314-3975
EMAIL info.us@bisilque.com
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EDspaces was also identified by TSE as a Fast Tracker (Top
100) for growth by net square feet of exhibit space. The 2015
show had record attendance among both architects and school
purchasing officials and featured 152 exhibitors in 470 10’ x 10’
booth spaces.
“We are very excited to see the industry rally around EDspaces’
mission to bring together all of the key stakeholders that influence innovative learning environments.” said Jim McGarry, president and CEO of the Education Market Association.

one website for the multitude of products, services, and solutions purchased from CIG, the company said.
MSE dealers will register on the new CIG website, www.cloverimaging.com. West Point dealer logins will be migrated to the
new site as the wespointproducts.com site is phased out. Depot
International and Axess websites will continue to operate as they
have, but all dealers will have access to purchase those products
through CIG, the company said.

This year’s EDspaces will take place November 2-4 in Cincinnati.
A call for presentations for the event is currently underway. For
more information, visit www.ed-spaces.com.

Company President Janet Collins to Leave
GMi

Clover Imaging Group Rebrands With New
Strategy, New Logo and New Website

Janet Collins, president of GMi Companies, has decided to leave
the company after six years at the helm. Collins worked as a
strategy and marketing consultant for GMi for years prior to becoming president in 2010.

Clover Technologies Group announced last month the creation
of the Clover Imaging Group (CIG) as a company in the Clover
organization on the same level as Clover Wireless and Clover
Telecom.
The company said the Clover Imaging Group was launched last
year as a marketing umbrella to unite the brands and services
available through Clover’s imaging supplies division. Now, all
MSE, West Point Products brands, products, and services will
be available from the new sales and marketing entity, Clover Imaging Group, the company said.

“I’m very proud of the work we’ve accomplished and of the employees at GMi. We’ve created an accountable, high performing
culture, focused on doing the right things for our customers,”
said Collins, who added, “I’m ready for a new challenge.” She
will continue at GMi through the end of March.
CEO Mark Leasure said GMi is currently in the process of searching for a new leader. “Janet has laid a great foundation and
we will miss her leadership and energy,” commented Leasure.
“She’s leaving us with tremendous momentum to grow into our
next chapter and we wish her all the best in her new ventures.”

SYNNEX Launches Public Sector Specialized
Training Roadshows
Technology solutions distributor SYNNEX Corporation has
scheduled a series of roadshow training sessions to help its customers capture more of the opportunities available to them in
public sector markets.
Concurrent with the rebrand is the launch of a new CIG website
that enables customers to order from the entire CIG portfolio of
toners, inks, server and computer parts, etc.

The roadshow series will offer content uniquely tailored for federal government, state and local government, education (both K12
and higher education) and health care, the company said.

“The companies West Point Products and MSE will no longer
exist as sales entities,” said Luke Goldberg, EVP, global sales
and marketing for CIG. “All of the excellent MSE and West Point
Products consumables, brands, and services are now available
from your single source, CIG.”

“Each vertical within Public Sector has its own mission, which is
why it is imperative to provide our solution providers with specialized training for each,” said Eddie Franklin, vice president,
sales, public sector and vertical markets, for SYNNEX.

Clients will now have one sales representative, one invoice, and

“Providing opportunities for our customers to meet in person
also gives our solution providers the ability to make connections

continued on page 17 >>
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with like-minded organizations and collaborate on how to solve
real business problems within these vertical-specific markets,”
Franklin added.

“There was a need to move towards a new, common brand to
further unify the group,” commented. Joana Seixas, head of corporate communications for The Navigator Company.

For additionals information and details of the full schedule of
events, contact your SYNNEX sales representative or email
govsolvevents@synnex.com.

The Navigator Company is Portugal’s third leading exporter and
accounts for approximately 1% of Portugal’s GDP and about 3%
of the country’s total exports.

LMI Solutions Laser Printer Toner Cartridges
to be sold under Kodak Brand

Longbow Consulting Group Partners with CRM
Provider bpm’online

LMI Solutions, manufacturers of aftermarket toner cartridges, remanufactured printers, parts and managed print infrastructure,
last month announced a new brand licensing agreement with
Eastman Kodak Company by which LMI will resell its laser printer
cartridges under the Kodak brand.

The Longbow Consulting Group division of CRM International
and CRM provider bpm’online, have partnered to deliver what
they describe as “an agile and sophisticated CRM solution to
serve businesses by empowering them to build top-notch customer relations while effectively managing key business operations.”

“It’s a completely different go to market model with tremendous
upside with a brand name like Kodak,” stated Gary Willert, president and chief executive of LMI Solutions. “We believe today’s
online consumers are making value driven decisions and our
partnership with Kodak will deliver a top quality cartridge from a
trusted brand at a lower price than the OEM cartridge.”

Portucel Soporcel Rebrands as The
NAVIGATOR Company

“Partnering with bpm’online, Longbow Consulting Group can offer their clients top-notch solutions to align marketing, sales and
service on a single CRM platform,” said Neil Saviano, president
of CRM International and Longbow Consulting Group. “We see
great demand for this kind of product among our prospects and
anticipate that the alliance with bpm’online will help us offer a
great CRM solution to meet the needs of our customers.”
For more information, contact Neil Saviano at Longbow Consulting (PH: 978-750-6882; Email: neil@crminternational.com).

Portuguese paper manufacturer the Portucel Soporcel Group
announced last month it is changing its corporate brand to “The
NAVIGATOR Company.”

Cannata Report Names Scott Cullen Managing
Editor and Chief Correspondent
Veteran industry journalist Scott Cullen has been named managing editor and chief correspondent of The Cannata Report,
one of the leading publishers covering the independent business
technology and workflow solutions dealer channel.
“We are thrilled to welcome Scott to The Cannata Report. His
expertise is unmatched as is his reputation as one of the most
widely read and respected journalists in the industry,” said Frank
G. Cannata, president, editor-in-chief and publisher.

The company said the new corporate brand represents a union
of companies with over 60 years of history, and presents a more
modern and appealing image for one of Portugal’s largest multinational groups.

Cullen has reported on the document imaging industry and written for an array of industry publications for 30 years. He is the
founder, publisher and editor of The Week in Imaging, which he
launched in 2009 and subsequently merged with ENX in 2014.
Most recently, Cullen served as editorial director of ENX/The
Week in Imaging.

continued on page 18 >>
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Newsmaker Interview:

AOPD Executive Director

Mark Leazer

Earlier this year, a changing of the guard took place at the AOPD dealer national accounts network, as Mark Leazer, formerly director of sales technology at AOPD member dealer FSIoffice, took over as the organization’s executive director from Bud Mundt,
who had held the position since 2004.
Leazer assumes the top staff position at AOPD at a time of more than just a little uncertainty, due mainly, of course, to the year-long will-they-or-won’t-they saga of the
Staples-Office Depot merger. And while Leazer declined to comment on the specifics
of the deal—citing concerns about litigation between the two companies and the Federal Trade Commission, he made clear his belief that no matter what the final outcome,
independents will find a lot more to celebrate than to fear.
In the following interview, Leazer offers his perspectives on the national account opportunity and his goals for AOPD in the coming year.
continued on page 19 >>

Introducing...

OPWIL’s 2016 Board Members

Why Join?
Kathy Hoyle
Co-Founder
Education

• Becomes a better leader in your business role.
• Connect, network, and learn from other successful women.
• Expand your connections and influence in the office products industry.
• Seek out mentors from your network or be a mentor to other aspiring
women.
• Serve women in the OP industry, and businesses in your community.
• Become an agent of change, by advocating and promoting leadership
roles for women in our industry.

To join today visit OPWIL.com

Sandra Williams
Education

Tricia Burke

Membership Chair
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Beth Wright
Membership

Vicki Giefer

Marketing Chair

Janet Bell
Marketing

INDEPENDENT DEALER

Krista Moore
Co-Founder
Chairman

Kimberly Fulford
Partnership Chair

Martina Derra
Marketing

Chris Lankford-Grow
Partnership
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here are clearly a lot of people in
the dealer channel today who see
national accounts as an area of major
opportunity, as indicated by AOPD’s own
growth in recent years and the EPIC Business
Solutions national accounts initiative from
Independent Stationers and TriMega. What’s
your own assessment of the opportunity?

LEAZER:
Regardless of whether the Staples-Office Depot merger
happens or not, the national accounts opportunity for
independents today is probably the best that it’s been in at least
a decade. Just before I left FSI, by way of an example of what’s
happening today, we started working with a major new account
that had been a long-time customer of OfficeMax—probably
for twenty years or more. They went through the merger
between Office Depot and OfficeMax and that was not a good
experience for them.
It was so bad, in fact, that when they heard Staples and Depot
were going to merge, they actually called FSI to talk about

switching. And they were adamant that they weren’t going to go
through another big box merger.
That’s just one example. I could list many more—not just at
FSI but at dealers across the country—who are finding large
corporations much more receptive to the idea of doing business
with a locally owned and operated independent than they used
to be.

W

hat do you see as the keys for
dealers to make the most of the
national and regional account
opportunity?
LEAZER:
Pricing is still where it all starts. If it’s a case where you have
to be absolutely the lowest priced, we may or may not win
the battle. But if we’re in the ballpark, then the service and
the “Buy-local, service nationwide” message has been really
resonating over the last several years, not only for AOPD but for
the dealer community as a whole.
continued on page 20 >>

Before You Know It, Fall Will Be Upon Us;
That Means Only One Thing:
The BSA Annual Forum
This year, the BSA Annual Forum is
heading to the West Coast and will be
held Sept. 7-8, 2016 in Downtown San
Diego at the historic US Grant Hotel!
The Forum will also feature an educational track from industry leaders
related to online merchandising. Find out more on the BSA’s website
at www.businesssolutionsassociation.com.

MARCH 2016

INDEPENDENT DEALER

PAGE 19

Industry News

W

continued from page 19

hat is your assessment of
AOPD as you move into the
executive director position?

LEAZER:
I’m very pleased with what I’m walking into at AOPD, as
opposed to when I took on the interim director position at
AOPD in 2001. Back then, we were struggling to stay afloat.
Today, I’m stepping into Bud Mundt’s shoes after he’s put
AOPD in a very good position.
AOPD’s national account sales were up 22% year over year in
2014 and we were up another 13% in 2015. Our two largest
contracts, NCPA and Premier, were up tremendously this past
year—Premier was up 27% and NCPA was up 71%! And we
expect our growth to continue going forward. We’re currently
72 dealers strong and talking on a regular basis to new dealers
who are interested in joining.
We have an excellent staff and excellent consultants who work
for us on bids and sales management and our dealers overall
seem to be pretty excited about the opportunities they see
coming their way through AOPD.

W

hat are your most important
goals for AOPD for the
coming year?

LEAZER:
Continued growth is certainly Number One. We’re also going
to be expanding our presence in some of the new growth
categories. On the janitorial side, Gojo Industries is a new
business partner and we see more janitorial companies joining
them over time.
We’re also looking to complete a couple of major tech projects
that we’ve been working on for a while. One of them is POS
reporting. That will be a huge benefit for our business partners
and enable them to better measure their own ROI from
membership in AOPD with more detailed sales information
on AOPD business. We made good progress on that effort in
2015 and we’re really looking to complete it this year, probably
by mid-year.
We will also be seeking to expand our Private Supply Network
program (PSN) to include all the industry’s leading systems
providers, so that we get us better connected with one another
as dealers.
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H

ow do you see AOPD’s current relationships with the other dealer groups
like IS, TriMega as a whole and Office
Partners, and how would you like to see those
relationships develop going forward?
LEAZER:
There is certainly a higher level of collaboration among the
groups than in the past, particularly in the meetings area and
that’s all for the betterment of the industry, in my opinion.
All of us who have leadership roles with the various dealer
groups need to keep in mind just who our main competition
is. Whether Staples and Office Depot merge or not, those two
firms, either separately or together, will still have somewhere
around $20 billion of contract business. With that kind of
competition, it really doesn’t make a lot of sense for the dealer
groups to be beating our heads against each other any more
than we have to.

A

ny parting words for AOPD members,
the dealer community and the industry
in general?

LEAZER:
If you ask any of the dealer groups in our industry today about
the future, they’ll all point to the huge opportunity that’s in front
of us. The key question, of course, is what do our dealers need
to do to take advantage of it.
The key thing is to make sure they’re positioned properly. That
means making sure they’re with a group that meets their needs
and can help them grow their market share. It also means
keeping their technology up to speed and taking full advantage
of what their systems offer.
The same thing applies to their dealer group and the programs
they offer. All the groups out there, including AOPD, offer
extensive training opportunities and buying and marketing
programs that can really help level the playing field in the
marketplace. But there are too many dealers who don’t avail
themselves of programs that in many cases are literally at their
fingertips. We see it in AOPD every day and I’m sure the other
groups do, too.
This is a time of tremendous opportunity for today’s
independents but capturing that opportunity won’t happen
automatically. Dealers are going to need to make sure they
are taking full advantage of all the resources available to
them—from the groups, the wholesalers and their technology
providers—if they’re truly going to tap the full potential of what
we see coming down the road.
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SUPPORT CITY OF HOPE

Joe Templet
Senior Vice President, Essendant
2016 Spirit of Life® Honoree

2016 SAVE THE DATE
MONDAY AND TUESDAY, MAY 9 TO 10
Bob Parker Memorial Golf Outing at
Kiawah Island, hosted by GOJO Kiawah
Island, South Carolina

WEDNESDAY, SEPTEMBER 14
Howard Wolf Golf Classic
Wheaton, Illinois

SUNDAY AND MONDAY, AUGUST 14 TO 15
Honoree Golf Outing at Conway Farms
hosted by Essendant, Lake Forest, Illinois

THURSDAY, SEPTEMBER 15
Spirit of Life Gala
Navy Pier – Chicago, Illinois

The National Business Products Industry is committed to putting our
compassion into action and I am proud to be our industry’s
2016 Spirit of Life honoree.

PHL-23605

For information: cityofhope.org/nbpi or call 866-905-HOPE.

When the Fox Is Guarding the Hen House
By Chip Jones
As a small business owner like so many
of you, I compete every day for business.
At Minton-Jones, we work hard to gain
customers and keep them from switching
to large corporate competitors. I never
thought, however, that I would also have
to devise a strategy to compete for business against the federal government!
If you’ve ever done business with the federal government, you’ll know the process
is not easy. In a lot of cases, we lose money with all the red tape and price controls
that drive that market.
MARCH 2016

Take all that and add in the fact that in order to be an approved government vendor, we have to be AbilityOne-approved
and agree to sell AbilityOne products to
our government customers and the challenge becomes even more daunting.
Let me say at the outset that I am not
opposed to the AbilityOne program or its
intended mission. But I do oppose any
government-backed program that operates without oversight and that not only
can mandate my business be an authorized reseller of their products, but that
INDEPENDENT DEALER

can also then compete against me for the
same contracts.
That is not how competition works in this
country, but it does within our federal government!
As a taxpayer, voter and small business
owner, I am frustrated that the government, albeit with good intentions, created
the AbilityOne program but allowed it to
run independently without oversight for
decades.
continued on page 23 >>
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Fox in the Hen House
I am angry that as a small business owner,
we can’t get the same attention the AbilityOne program gets.
The AbilityOne program hands out a Legislator of the Year Award, which Congress wears as a badge of honor. I ask
for simple consideration and someone
to address my concerns, and I get patted on the head and told to run along. No
more! Small businesses are not going to
be pawns in the 2016 election or allow
Congress to hide its head in the sand as
the AbilityOne program operates without
oversight. The era of turning a blind eye
is over!
It’s for reasons like this that I first joined
NOPA and agreed to serve on its Small
Business Advocacy Committee. For more
than 10 years, NOPA has called on Congress to oversee the AbilityOne program
and ensure it is meeting the needs of
those it was intended to help.
For years, the organization has called on
Congress to investigate charges of abuses and questionable business practices
at AbilityOne but because of the politically-sensitive nature of this issue, reform
has been an uphill battle.
The tide, however, may be changing with
CNN’s recent stories on allegations of
corruption within the AbilityOne program
and SourceAmerica, its partner.
It has taken us more than 10 years, but,
for the first time I can remember, attention
is being paid to these concerns.
I will let the Justice Department and
others deal with the allegations being
made by CNN and others; at a minimum,
though, these allegations show an immediate need for constant oversight of the
AbilityOne program.
That’s why NOPA is asking Congress to
immediately bring the AbiltyOne leadership team to Capitol Hill for a public hearing examining these allegations and the
program’s operations.
AbilityOne needs immediate changes. It
MARCH 2016
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should not be a workshop for those with
disabilities but serve as a stepping stone
for them to receive job training they can
use in the private sector when possible.
The program has become a sheltered
workshop with a captive workforce paid
less than minimum wage while the company that employs them annually makes
hundreds of millions of dollars selling to
a captive market—the government—that
must buy their products regardless of
quality.
On the one hand, the AbilityOne program
is taking advantage of persons with disabilities by sheltering them in these workshops and paying them less than minimum wage. And on the other hand, the
organization can go out and get top dollar from taxpayers when the government
buys their goods.
When practices like these happen in the
private sector, the government stops doing business with these companies. But
when those practices are perpetrated by
a government-backed program, it simply
makes more money. And our elected officials wonder why the electorate is angry!
NOPA isn’t looking to shut down the AbilityOne program. The organization supports the program’s original mission but is
concerned the program now places greater focus on profits than on helping people.
In 2003, NOPA raised with Congress and
AbilityOne management the idea of creating a pilot program with the private sector
that would begin to move persons with
disabilities from the workshops into private sector jobs. We were rebuffed and
told the kind of program we were suggesting was simply not possible.
Not possible or we were dealing with an
unwilling participant? The reality is, it’s
not in AbilityOne’s best interest to move
workers out of their program because
they have captive workers making subminimum wage which allows the program
to generate hundreds of millions of dollars
annually—money that CNN alleges is goINDEPENDENT DEALER

ing to people with close ties to the AbilityOne and SourceAmerica programs.
NOPA is continuing its push to bring genuine oversight to the AbilityOne program.
It certainly isn’t there right now, as anyone
who has ever issued a protest against the
organization for adding one of their top
selling items to the A List can attest.
The standard response to such protests
up until now has been a form letter stating the product doesn’t meet the threshold for the AbilityOne program to consider
taking it off the A List. How that threshold
was determined is a mystery. The AbilityOne program has no one overseeing its
operations, no independent body reviewing protests.
AbilityOne could be a valuable program if
it lived up to its original mission. It is our
hope Congress will pass legislation that
will reform the AbilityOne program. Small
business should not be held hostage by
the AbilityOne program by both having
to sell their product and then compete
against them for the same contracts.
Taxpayers should not be funding a program through tax dollars when the program appears to be bilking hundreds of
millions out of the government that are
then funneled to their preferred partners.
Congress can and should act!
NOPA will continue advocating for oversight, not because we want the program
to dissolve, but because it is the right
thing to do for those who work in the program, for those who pay taxes and for
small businesses—across a broad range
of industries and markets served—that
are being strong-armed by a program with
zero oversight.

Chip Jones is president and CEO of Minton-Jones
Company in Norcross, Georgia and a member of
NOPA’s Small Business Advocacy Committee.
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Participate Today in the NOPA Compensation & Benefits Survey
The survey went live Feb. 29 and will only be open to NOPA members for a few short weeks
One of the major benefits of NOPA membership is access to industry-leading research our dealers can use to measure
their own performance in critical areas
against their peers and national benchmarks. One excellent example: the recently launched NOPA Compensation &
Benefits Survey.
Working with multiple industry leaders,
NOPA has crafted a survey that asks the
important questions relative to dealer
compensation and benefits and captures
the insights our members need to run their
businesses most effectively. Survey questions are specifically targeted to independent dealer practices and priorities and all

responses are kept totally confidential.
To take the NOPA Compensation & Benefits survey, visit www.noparesearch.com.
The data gathered via the survey will be
aggregated and shared with participants
and used to help the association determine future educational and member-focused outreach.
NOPA wants to ensure that all of our members have access to best-in-class practices, industry insights and data-supported
content to allow them to work smarter not
harder. Your participation in this survey
will help the association do just that!

The survey opened February 29 and will
conclude in a just a few short weeks. If you
have questions about the survey or would
like to become a member of the association in order to participate, do not hesitate
to contact NOPA at info@iopfda.org.
Remember: NOPA is only as strong as the
support and commitment it receives from
our membership. Your action and involvement is necessary in order to ensure the
most up-to-date, targeted data is being
gathered and shared to strengthen the
Independent Dealer Channel as a whole.
Once again, to take the survey, please visit www.noparesearch.com.

Tired of Unremitting Business Taxation?
Is Congress Ignoring its Responsibilities
to Small Business Owners?
No doubt you answered "yes" to one of
these questions. So, join other
Independent Dealers for the NOPA 2016
Small Business Advocacy Fly-in Apr.
12-13, 2016 in Washington, D.C. and
educate lawmakers on how they can
help business owners grow their
businesses and employ more people.

Learn more about the fly-in by visiting
http://bit.ly/NOPA2016FlyIn or calling
(410) 931-8100.
MARCH 2016

INDEPENDENT DEALER

PAGE 24

Never has effective use of technology been as critical for running a successful independent
dealership as it is today. Without it, it’s near impossible to compete—not only against the big
boxes and the online players, but also against other independents who are increasingly focused
on using technology to find a competitive edge.
Fortunately, there are plenty of dealers who recognize that basic fact of business life in the
industry today and who are willing to open their check books and invest in the programs and
services that best fit their model and that help strengthen both their top and bottom lines. Here’s
this year’s look at some of the folks who are doing all that and more.
continued on page 26 >>
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AOSWare

platform,” says Caldwell. “This is much better than some of the
canned offerings out there, where they just slap a dealer name on
an already existing url.”

BMI

www.aosware.com
Joe Caldwell and his team at Westbury, New York-based American Office Solutions made the switch to AOSWare about 18
months ago, after his previous technology provider announced
plans to stop supporting the software he was using.
He recognized that making a change would be neither quick nor
easy. “You get stuck in a software package, and once you are
used to doing it one way it is really hard to switch,” he says.
AOS software, says Caldwell, makes it easy to manipulate the
appearance and content of his website as most activities can be
accomplished from just one screen on the back end.
“You can add copy, images and key words all from one screen,”
says Caldwell. He says adding items can be done in a matter of
minutes. He is especially appreciative of the capability to generate unique part numbers, which makes it more difficult for visitors to do competitive shopping.
The system also provides a powerful search engine. “The customer enters the key word and then on the left-hand side of the
screen there is a filter that lets them drill down further,” says
Caldwell. The AOS system enables customers to set up personal
favorites and also includes SEO capabilities as part of its standard package.
When it comes to problems with the system or any needed
customization, Caldwell is impressed with how quickly AOS responds to his concerns. “You just put whatever your issue happens to be on the support site and you get a response, generally
within 24 hours,” says Caldwell. That usually solves any problems.
“If you need a minor correction to your software to improve your
operations they will actually change the programming on your
MARCH 2016

www.bmiusa.com
Southwest School & Office Supply went live with BMI on April
13, 2015. Aja Stickler, bid and marketing manager at the Jurupa
Valley, California dealership, remembers the exact date as she
says it is burned in her memory.
Southwest had been on its previous system for close to 20 years
when it received notice that the system was being discontinued. That prompted an intense period of investigation and development to assure that the technology selected would meet
the dealership’s business demands as the largest school supply
dealer in California.
“BMI had what we needed and they were there for us during
the whole conversion,” says Stickler. “Through every step of the
process representatives from BMI have been available and they
know what they are doing,” she says.
BMI’s employees made the difference when it came to training
and working with Southwest employees. “They have some incredible programmers on staff who can walk you through the
system and make you feel comfortable,” says Stickler. No matter
what request she made they never failed to come up with a solution, she adds.
The new system is cloud-based, which Stickler says is a good
choice as the server they had been using was in need of maintenance. “We went with a provider called Rackspace, which was a
recommendation from another BMI customer. Rackspace offers
a computing infrastructure that hosts complex applications that
run the latest data engines and e-commerce platforms.
“From a business standpoint BMI has enabled us to streamline

INDEPENDENT DEALER

continued on page 28 >>
PAGE 26

Get a

jump!
on deliveries, invoicing and customer service

JumpTrackTM Proof-of-Delivery system helps
dealers plan, capture and track deliveries
• Access JumpTrack to download delivery information or upload
signature capture and details via iOS or device for AndroidTM
• All information is accessed from and stored in the cloud
• Signature and delivery detail capture is immediately available online
• Deliveries, returns and drivers are all easily tracked, increasing
accuracy and accountability
• Drivers can be tracked using GPS and, for an additional fee, a route
optimization feature can be included

Learn how JumpTrack can improve your business.

Contact us today!

800-588-5128

info@ecisolutions.com

ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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operations,” explains Stickler. For example, warehouse operations have always been closely monitored but now that’s an automated process instead of paying someone to manually track
how many lines a picker picked in a shift.
The system also has an iPhone-based proof of delivery feature
that confirms the delivery process so that if there is ever any issue, personnel at Southwest can go in and see the signature and
photo that confirms the delivery. “It also links to our ecommerce
site so our customers can go online and look up their order history,” Stickler adds.
Another practical feature is the first-in-search offering that BMI
offers. Because Southwest buys 90% of its inventory direct it
didn’t make sense to utilize the search engine that its wholesaler
offered. “We have over 6,000 of our own SKUs, and we wanted
them to come up first,” says Stickler.

ECi Acsellerate

acsellerate.ecisolutions.com
Chuckals Office Products was first introduced to Acsellerate
software by ECi, its long-time technology provider. The dealership already used a CRM system and had been developing
its own reports for some time, but, explains Jon Rossman, vice
president of the Tacoma, Washington dealership, the powerful
analytics Acsellerate makes possible was far more robust. “We
use every little bit of the analytical system,” he says.

any growth or shrinkage and you can run it for any product category,” he adds. It also shows which sales territories are shrinking
and where the shrinkage is coming from.”
The segmentation report tells salespeople which accounts aren’t
buying which product lines. Salespeople also check the trend
report on a daily basis. This report shows trends within accounts.
“We look for zeroes within an account, and if any account has a
zero we ask why that is,” says Rossman.
Rossman goes on to explain how Acsellerate is also used inhouse as a sales training tool. “Within our weekly sales meetings we use Acsellerate to show growth, along with any kind of
challenge within accounts. The software empowers our people
to ensure that they are making the right phone calls.”
The ability to access detailed, real-time account information
at their fingertips has contributed to the continuing success of
sales efforts at Chuckals. “To have that information available and
be able to react to it means we can really keep up with what
our customers need,” explains Rossman. “The number one thing
we can do utilizing this system is to take action and take action
immediately.”
Rossman says that he runs a customer report call on a daily basis. “With this report I can understand the performance of every
sales territory at any point in time and compare it versus the previous month,” he says. “I know instantly how a salesperson is
doing every single morning and for me that is priceless.”

ECi DDMS

www.ecisolutions.com...
With multiple locations across Michigan and one in Indiana,
Grand Rapids-based Integrity Business Solutions needed a
back-end system that could handle the complexity of its wide
ranging operations.
Integrity had been using Britannia since opening its doors in
2001, but by 2007 it became obvious that it was no longer the
complete solution that it needed. As the company expanded its
school business, explains Steven F. Shick, IT director, it needed a system that could hold orders for months prior to delivery.
“We were having problems taking orders in April or May and not
delivering them until September,” he says. “That was becoming
an issue.” The system selected also need to run multiple general
ledgers.
Rossman uses Acsellerate daily to manage his nine-person sales
team. “The number one report is the customer segmentation report,” he explains. That report divides customers into business
categories—small, medium and large-sized accounts. “It shows
MARCH 2016
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An

Insider’s View
LEADING ERP PROVIDER, ECI SOFTWARE SOLUTIONS,
EXAMINES THE FUTURE OF TECHNOLOGY

Andrew Morgan, President, Office Products Division, ECi Software Solutions

F

or more than 30 years, ECi Software Solutions has been
supporting small and medium-sized enterprises with
ERP business management software and solutions to
help independent dealers grow and compete.

With two products designed specifically for office products dealers, Red Falcon™ and DDMS® software, ECi continues to expand
its leadership position in the industry with advances in technology
that include mobile, e-commerce and cloud computing.

Andrew Morgan, President of ECi’s Distribution Division (formerly Office Products Division), believes that the independent
dealer channel will thrive in the future and those dealers who
embrace technology will be the ones to succeed.
“I believe that business owners truly appreciate local resources,” says Morgan. “They want to purchase their office products
from a local dealer who is able to provide all the capabilities of
a big box player while maintaining their roots in the community.”
It’s not just about price anymore. Businesses are increasingly
embracing “buy local” and, if the technology is aligned, businesses will choose the independents.”
ECi’s focus is to provide technology that is not only cutting
edge, but is also ready for the future. With that in mind, an emphasis has been placed on cloud computing. “Red Falcon is already a cloud-based system,” says Morgan. “And coming soon
is DDMSPLUS™ which will also be cloud-based. It provides
everything the legacy version of DDMS has, but it is accessible
from any Internet connection.”
Morgan goes on to explain that the “cloud” is simply the availability of software and services through the Internet, rather than
them being housed on a server on the premises.
“The ability to access a cloud-based product from anywhere
with an Internet connection gives the systems greater flexibility,” continues Morgan. “This saves on hardware, maintenance
and software upgrades and also provides security, backup and
disaster recovery solutions that EVERY business in any vertical
should consider.”
MARCH 2016

During the past two years, ECi has moved aggressively to
transition its solutions to cloud-based ERP and e-commerce.
“We have invested heavily in mobile and e-commerce as well
as in data and analytics to assist in merchandising and marketing,” says Morgan. “We will continue to invest in technologies
that drive our dealers to better systems that provide improved
scalability and results.”
One of Morgan’s biggest concerns, though, is dealers not
embracing cloud-based and mobile technology. He also worries
about dealers not moving into additional verticals that will allow
them to continue to expand their businesses. He believes it is
imperative that the “traditional” office products dealer move into
cross-vertical sales and distribution that fit their business model.
“My hope is for the evolution and cross vertical penetration
of the office product dealer,” he continued. “Our goal is to drive
advancement and better surround technologies that assist in
dealer growth.”
To achieve this, ECi will continue to invest in cloud technology that will make it easier for dealers of all size to invest in
ECi’s products. Cloud-based services require no infrastructure
investments such as servers, hardware, and software updates.
It requires fewer personnel to maintain, and doesn’t require the
expenses associated with upgrading—since the software is
always current and your data is always backed up and safely
maintained offsite.
In addition, ECi will continue to invest in delivery and route
optimization, mobile apps, personalized marketing and merchandising, and analytics to name a few.
The future for the dealer community has come full circle and by
embracing tools to help create expansion and promote efficiency,
local dealerships are poised to claim a larger share of the market
space over the next few years. ECi plans to be on the leading
edge, providing the needed tools and services to dealers.
For more information on ECi and its solutions specifically
designed for office products dealers, visit op.ecisolutions.com.
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DDMS offered both the complexity of operations and ease of use
that Integrity needed. As a bonus various employees throughout the company, at different dealerships that had been acquired
over the years, were already familiar with the system.

ECi Red Falcon

www.ecisolutions.com...
When Sundance Office Supply, Broken Arrow, Oklahoma, first
looked at Red Cheetah software back in 2003, one of its primary
interests was building an online business. “Online ordering was
still relatively new at that time,” recalls Allen Saunders, general
manager at Sundance. “But we knew online was the direction
that the business was going.”
At the time Red Cheetah (now Red Falcon) was all about building
online sales. “The store front it offered at the time was more robust and similar to what some of the big box stores were rolling
out,” explains Saunders. “And we needed something to compete
with them.”
Other advantages that Red Falcon brought was a lower cost, in
part because it was web-based and Sundance no longer needed
to house a server. It also eliminated the tedium of loading price
files, which Saunders used to do manually.

The main advantage that Integrity gains through using DDMS is
how easily it integrates with its ECi Interactive front-end system.
Shick says that adding items to the catalog is done quickly and
easily, and there’s never an issue with the visibility of new products on the website.

“At the time we made the switch about 17% of our business was
coming in online,” says Saunders. Currently 80 to 85% of the orders at Sundance come in online. “Part of what our salespeople
do when they call on a new prospect is to demo the website and
show customers how easy it is to use,” he adds.

The DDMS system in use at Integrity is cloud-based and is hosted at a Tier 3 data center with climate control, multiple Internet
connections and redundant power. If one of Integrity’s remote
locations should go down due to a power failure or some other
issue, their customers can be serviced from Grand Rapids. “I can
log in with that location’s ID and then process their orders and do
their purchasing,” says Shick.
Shick is especially enthusiastic about the benefits that the cloudbased system has to offer. “The big thing is the redundancy and
the robustness of the infrastructure for the hosted platform,” he
says. The other consideration is the ease of use. “I don’t have
to maintain servers anymore. They do all the backup and all the
updates.”
The furniture module that’s part of DDMS is dynamic enough to
handle the full range of Integrity’s contract operations. DDMS accepts design files from Giza and once they are pulled in the software generates installation orders, tracks shipments and follows
the entire order until it is ready to be billed. “Once everything is
complete DDMS sends out a detailed invoice of everything the
customer was billed for including any services that may have
been added on,” says Shick.

Red Falcon’s webstore offers an array of functionality that makes
it user friendly. “If customers need it we can implement administrator levels,” says Saunders. “It also has the ability to create
favorite’s lists and categorize them.” Customers can also add
notes to an item that is ordered; the note shows up on the invoice
and can indicate which person or department ordered it. “There
are a lot of little features we like to point out to customers that
make the site easy to use.”
continued on page 31 >>
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Saunders likes the flexibility the pricing function has on the back
end. He is able to start with pricing matrices from his wholesaler
and adjust them in any number of ways to provide customers
with higher or lower pricing. “I have about 25 different price plans
that we have created in a number of different ways,” says Saunders; “some might be more aggressive, some less aggressive.”
He is able to mix and match different components of these plans
to provide custom pricing for Sundance customers.

needed to have a mobile website.”

One of the best features of working with Red Falcon is the customer service. “You don’t talk to a different customer service
person every time you call, which we like because that is how
our own company is built,” says Saunders. “We talk to the same
dealer advisor every time we call, and he has gotten to know us
pretty well.”

Fortune Web Marketing

www.fortunewebmarketing.com
As website sales continue to become ever more competitive,
Dave Garbus, president of Huntington Business Products, Plainview, New York, was certain he needed to make some changes. “As an independent dealer I knew that to stay competitive I

It wasn’t that long ago that Garbus read on Google that without
a mobile-ready website any online business would drop in the
rankings and that was when he turned to Fortune Web Marketing
for help.
He had started working with Fortune originally on search engine
optimization close to two years ago. “They seemed to have the
continued on page 32 >>
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best plan for moving it forward,” he says. “They definitely provide
resources that have an impact on search engines when it comes
to SEO.”
The Fortune team worked on improving his rank on searches
related to furniture, especially open plan systems and cubicle
furniture. “They helped my organic ranking,” explains Garbus. “If
someone searched for office furniture in Long Island or Nassau
Suffolk, we were more likely to come up on the first page of results. We have definitely generated some furniture leads that we
have converted into sales,” he adds.
He concedes that he hasn’t set the world on fire with leads off the
Internet, but that just shows how competitive online sales have
become. “If that customer is shopping online, chances are she
is looking at other websites,” adds Garbus. “That is just the way
the world is now.”
Fortune also has supplied website analytics for Huntington for
the past several years. “They provide quarterly recaps on site
visits and what pages people visit most,” says Garbus. “The data
provides a snapshot report of online activity.”
Last summer, Fortune was given an additional assignment to
work on: a redesign of the Huntington website. A whole new design was launched at the beginning of the year. “It is really cool,”
says Garbus. “If you view it on your iPhone or your iPad it is the
latest technology.”
He says he feels confident that Fortune Web Marketing is the
best resource when it comes to website technology. “They have
been doing analytics for us since 2012,” he says. “They have a
good understanding of what is happening with online marketing
and are a good resource for the industry.”

Enavate

“We needed a system where we could set up a punch-out ourselves and not have to engage our systems provider each time,”
he adds. With just a little bit of training that was possible and
punch outs literally became an everyday capability.
“We’re on a platform that we feel can evolve with us as we move
deeper into other lines of business with different workflows and
expectations,” says Player.
Ecommerce capabilities were also extremely important as online ordering at Innovative has grown north of 80%. When the
Enavate system was first installed Innovative capitalized on its
existing relationship with United Stationers to incorporate offerings such as Smart Search and Smart Merchandising which enhanced the web experience.
Now that Enavate is fully independent, Player suggests that many
of the changes that have taken place are moving in a positive direction. He is encouraged and looks forward to the possibility of
continued innovation.
“Since moving to the MBS Dev platform our capabilities and flexibility took major strides forward. We hope to continue that as
Enavate further evolves the product,” he adds.

www.enavate.com
For Burnsville, Minnesota-based Innovative Office Solutions, it was
the company’s rapid growth that pushed it towards the MBS-Dev
system, explains Jason Player, CIO and CMO for the dealership.
“We needed a system that was going to grow with us,” he says.
“We needed to take a leap forward in making processes more efficient and having the tools and flexibility to adapt to our changing business.”
The fact that it could be configured by dealers added further to
the appeal. “We were getting a lot more requests from customers for punch-outs, where customers wanted to integrate their
systems with ours and do away with paper-based processes,”
explains Player.

Player points to an acquisition that Innovative made at the beginning of last year to underline the flexibility the Enavate system
makes possible. The company in question was roughly half the
size of Innovative at the time and complicating the transaction,
that dealer used a different wholesaler, had a different technology supplier, and was a stocking dealer compared to Innovative’s
stockless model.
“It was a major acquisition, and we had them fully integrated into
our business with all their customers converted to our system
within four months,” says Player. “It is just another example of
how Enavate enables us.”

continued on page 33 >>
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GOPD

people to train them.”

dealer.gopdllc.com
Based in Charlotte, North Carolina, Carolina Business Supplies
targets larger customers in both North and South Carolina. When
they first opened their doors, owners Randy and Alice Dixon began by targeting the four or five largest industrial accounts in a
market, went after them with super aggressive pricing and then
moved on to the next town.
From the beginning Carolina Business Supplies has relied on
software from GOPD. “GOPD is great for startup office supply
companies; they are great to work with,” says Randy Dixon.
GOPD enabled the dealership to open a web store and enter the
realm of online commerce. Clients can go online to place orders
or follow links to order direct from manufacturers for products
such as rubber stamps, cardboard boxes or polybags. “The order is filled and drop shipped by the company right to the customer and we do the billing,” explains Dixon.
More recently, the technology provider was instrumental in relaunching Carolina Business Supplies’ website. “GOPD worked
hand-in-hand with us,” says Dixon. “They walked us through
every step of the website design and worked directly with our

MARCH 2016

One of the top features of the new site is the ability to quickly and
easily change content. It is easy to change banners, offers and
links. “We can go directly from promoting food service items or
poly bags and packing tape to JanSan,” he says. “The flexibility
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to promote on the fly is a nice feature to have.”
Dixon is just as enthusiastic about the back-end capabilities of
the GOPD system He is able to process orders for Essendant,
S.P. Richards, and Supplies Network, but he is working with
GOPD to expand this capability still further.
“We have to purchase manually from several wholesalers and
manufacturers that can’t go through the system,” he says. “But
GOPD is working aggressively to catch up with the technology.”
The technology supplier has been great to work with, adds Dixon. “We wouldn’t be where we are without GOPD.” Help and
training is just a phone call away. “They are very good at listening
and seeing what we think needs to be done.”

The KITS collaborator
www.kisp.com/kits

there. “I can actually change the fabric right in front of my clients
and do a high-definition rendering,” explains Santer. She can
also take a photograph of the space, import that into the KITS
app, and show the proposed furniture in that space.
After she had been using the software for about a year, the company introduced an update called the KITS Design Collection.
Using this, she can import images of people, computers, flat
screens, walls and flooring to make her renderings more realistic.
When clients see images of the exact furniture they have selected with the finishes and fabrics in place, and get an estimated
price at the same time, Santer’s job is that much easier. “The
high-resolution renderings sell every job,” she says.
When she first started to use KITS, she had the opportunity to bid
on a package of collaboration areas for a new building. “I knew
just enough to be dangerous,” she says. The design team for the
building had no idea what it wanted. “I developed scenarios for
five different areas and pulled it into their flat screen,” she says.
Not only did that sell the job but the designers made enough
changes that they ended up spending double the initial price.

Logicblock

www.logicblock.com
With a smallish geographic market at its front door, Office Supply Hut, Jackson, Michigan, has looked to the Internet to grow
its business with considerable success, posting a year-over-year
increase of 30% in Internet sales from 2014 to 2015.

With many years of experience selling contract furniture, Lucinda
Santer has seen different technology options come and go. Her
latest tool of choice is The KITS collaborator Mobile software,
which has become her go-to choice for impressing customers
and closing deals.

“More people are shopping online every day,” says Robert Doyle,
president and owner. Millennials do a lot of their shopping online
and that is where he sees a good part of his increased sales
originating. One of the keys to achieving that online success, he
suggests, is working with Logicblock for both its front-end and
back-end operations. He says that Logicblock provides a user
friendly front end that is easy to change.

Santer is an account manager at Contemporary Galleries in
Charleston, West Virginia, the Herman Miller dealer for the state.
Her sales manager introduced her to the product almost two years
ago. “He forwarded this email to me to take a look,” she says. “I
watched the demo video, sat in on the webinar and I was floored!”
“Once I get all my drawings done in AUTOCad,” says Santer, “I
can export my folder through the KITS website.” After that she
publishes to mobile. Then she turns on her iPad, and the floor
plan she created produces a mobile presentation.
There is no need to redraw anything that was input into AUTOCad. All of the product details and surface finishes are already
MARCH 2016
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That was important for Office Supply Hut. The dealership
launched a redesign of its web site earlier this year. The new design was developed locally, and when approved, was submitted
to Logicblock where it was implemented.

That was important, she says, because when it comes to getting
salespeople to actually use the software ease of use is critical.

“You can easily change the look of the web site and keep it up
to date,” says Doyle. And he does that on a regular basis. Doyle
changes banners regularly to keep content up-to-date with the
latest marketing. There isn’t much that he doesn’t have under his
own control.
“I can pretty much do anything. I can blog, add links, add custom
pages, change the products around and put up bestsellers,” he
explains. “If more extensive changes are required Logicblock developers are readily available to assist with any changes. “Their
support is excellent,” he adds.
The back end of the Logicblock system has several features
that Doyle finds especially useful. “There is an icon that shows
you that orders have shipped,” he says. “I also like the fact that
customers get email notifications with a tracking number when
their orders ship. The back end also offers extensive reporting,
including organizing orders by several criteria, such as by size,
and maintaining detailed customer information.
He gives the digital platform that Logicblock offers top grades and
adds that the support the company offers is also excellent. “Those
are two of the most important considerations,” says Doyle.
Nine times out of 10, he says, he can get the owner on the phone
when there is a problem. He had a small issue the morning when
he talked to INDEPENDENT DEALER and it was fixed in less than
20 minutes. That quick response and a user friendly front end
add up to a winning combination.

sales-i

www.sales-i.com
FSIoffice, Charlotte, North Carolina had used Goldmine as its
CRM tool for a number of years, but the lack of options for business intelligence or analytics was becoming more and more of
an issue. “We had total sales for an account,” says Beth Freeman, assistant vice president of sales, “but that was it. There was
no detail.”
Freeman reviewed all of the industry options before deciding
three years ago on a combination of SugarCRM and sales-i. “We
liked what we saw with Sugar,” says Freeman, “and having the
integration with sales-i was going to help us develop campaigns
based on customer usage and their actual transactions.”
There are a lot of great technology tools available to dealers, suggests Freeman, but sales-i appealed because of its ease of use.
MARCH 2016

‘Sales-i is very much a point-and-click process,” suggests Freeman. It overlays seamlessly on the CRM program and accounts
for the easy access that is so important to salespeople. Salespeople can go to the CRM program and see everything they
need. “They don’t have to separately log into sales-i,” she adds.
They can enter search criteria to get a report but all they have to
do is call up an account and drill down. “They just have to click
and drill down to find information.”
This process gives salespeople the ability to quickly review sales
in a specific category, for instance. “They can easily see what
they are missing and it certainly improves their ability to penetrate an account,” she says.
“A campaign module within sales-i allows us to seed information to our salespeople based on current marketing campaigns
or certain products or product categories that we are trying to
push,” says Freeman. No one needs to comb through the data
to find this information, sales-i just pushes information out to the
sales team.
FSIoffice recently used this capability on marketing efforts for
Dymo Labelers. “We found all the customers who had purchased
label makers in the last six months,” says Freeman, “and then
we ran a special on the label tapes that go into those machines.”
All those customers were identified using sales-i. That information was used to create email marketing pieces and through the
integration with the CRM tool those emails were sent to those
specific customers.
The working relationship with sales-i has progressed smoothly.
“They have been very responsive,” says Freeman. She says that
FSI had them produce several customized tools. “They have always been responsive and great to work with.”
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SSI

www.ssiop.com
“We believe in technology,” says Kenny Sayes, president and
owner of Sayes Office Supply, Alexandria, Louisiana. “We know
what it does for us competitively and keeping ourselves on the
cutting edge is an important part of our business.”
Sayes has been using SSI since late 2014 and says it’s a good
choice if, like him, you run a dealership that isn’t large enough to
do its own programming. It was a simple and relatively inexpensive system, says Sayes, and most importantly the system setup
was accomplished in a matter of months.

cheapest ones to come up first; I want the one to come up first
that they are most likely to buy,” explains Sayes. Customers are
also able to get their account information off the web site; they
can generate invoices and see any outstanding balance. “The
front end is everything we have hoped for,” says Sayes.

SugarCRM

www.sugarcrm.com

Sayes likes the complete automation that the SSI system makes
possible. “I want total automation. If the computer does it, that
means we won’t mess it up,” he says. The front and back ends
at Sayes Office Supply have been fully integrated and pricing is
automatically updated between the two and inventory counts are
adjusted at the same time.

Support has been critical to the success of the installation and
Sayes says Charles Russell, one of the owners at SSI, is always
available to answer questions and resolve any issues. “We found
that if we needed capabilities that even remotely made sense,
Charles would build it for us. He was very quick at customizing
the system.”
To automate the delivery process, Sayes uses Roadnet software
to quickly determine optimum delivery routes and maximize fleet
investment. SSI built a module to integrate the two systems.
Drivers get signatures from customers on their automated devices and that signature goes back to the SSI system and serves as
proof of delivery.
Sayes is a first-call Essendant dealer and uses the wholesaler’s
search engine but SSI drives product positioning on the Web
site. “When a customer searches for can liners I don’t want the
MARCH 2016

Finding growth in office supplies at a time when businesses
tend to be using less of the category is a challenge, to say the
least. That’s why Brett Baltz, director of business development
and finance at Egyptian Stationers, Belleville, Illinois, invested
in SugarCRM software from Longbow Consulting Group. “Sugar
takes sales analytics from sales-i and works with Essendant’s
Email Plus program to do targeted marketing for us,” he says.
In part Egyptian latched on to this approach due to the changing
face of sales. Baltz explains that there has been some turnover
of sales representatives at the firm, and the last time that happened there was a scrabble to recover lost account data. “The
system makes it easy to transition from one account rep to the
next because all communications get logged into the CRM,” he
explains.
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“It is a great way for us to keep track of the different touch points,
all the different marketing pieces and all the different activities
we are engaged in,” he continues. “It gives us one easy place to
store all that information.” It is all about empowering the sales
team to do better.”
Egyptian recently used the system to produce a win-back campaign. “The CRM software connects to the email program and
pulls in any customer that hasn’t made a purchase in the last 120
days,” says Baltz.
Contacts are pulled in from SugarCRM and Email Plus sends a
win-back email with an offer to those contacts. If they make a
purchase they’re removed from the campaign; if not, they get
a reminder email about a week later that looks different but has
the same offer. So far, Baltz has seen only positive results from
such efforts.
In a different time, it was up to the sales rep to identify accounts
that weren’t buying and reach out to them as best they could.
“Today we don’t have to do that because the CRM system alerts
the reps that an account isn’t buying,” says Baltz. Then it actually
generates the email to win back that business.

Thalerus

www.thalerus.com
With a growing dealership in Phoenix, Arizona and Houston, Texas, IQ Total Source is on track for continued growth. In business for 8-1/2 years the company has grown to $10 million in
sales and credits Thalerus with being the technology partner that
helped achieve that success.
When it came to selecting a technology company, Thalerus
seemed the obvious choice explains Ryan Puccinelli, owner and
partner at IQ.
“Out of all the programs we investigated, the ability to customize
and allocate cost in creative ways from an invoicing standpoint
definitely separated them from the competition,” he says.
Customization in this instance refers to the system’s ability to
predefine a customer’s allocation needs. “A lot of businesses
spend time on the back end when invoices come in and an accounting person codes them to enter the invoices into their system,” says Puccinelli.
continued on page 39 >>
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With details from the customer, IQ is able to input coding on the
orders so that when the customer accounting group receives the
invoice there’s no need for manual input. “That saves time for
our customers’ accounting teams because we’re able to do upfront what previously they could only do on the back end,” adds
Puccinelli. With the larger accounts that the company targets this
kind of service is particularly relevant.
The customization ability extends to the Thalerus front end. IQ
worked with a third-party marketing company to create the look
of its web pages. “With investment on our end the Thalerus system allows us to keep the look and feel of the site whether you
browse around or log in as a customer,” explains Puccinelli. “You
never really know that you are moving between Wordpress and
Thalerus.”

Thalerus offers opportunities for triple cost allocations, he explains. For example, if a customer wants an invoice broken down
by general ledger, then by location and then by department that
can be accomplished. “We can provide them an invoice in a variety of creative ways,” says Puccinelli, “based on the way we set
up the system and how we train the customer to enter orders.”

The back end of the Thalerus system also was customized to
integrate with purchasing software from IQ customers. “The procurement software of larger enterprise accounts can integrate
with the back end, so a customer can enter an order in its purchasing system that feeds directly into Thalerus,” says Puccinelli.
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Building a Dynamic Sales Culture in Your Dealership
By Phil Barnette

As the professional world of selling continues to evolve, it’s essential that sales
organizations understand the culture in
which they operate. Does your sales organization have more of an operational culture or a sales culture? For optimal success, it is imperative that leaders create a
dynamic sales culture.
I once heard speaker Tom Helton state
that the true definition of culture is: “How
we do things around here!” Perhaps that
appears too simplistic, yet as we understand what it takes to create a dynamic
sales culture, we begin to understand that
sales must indeed be the focus of “how
we do things around here.”
In many businesses today, the sales organization operates independently from the
rest of the organization. Customer service, the warehouse, the front office staff
and other departments truly don’t always
know the goals and objectives of the sales
team and that’s not a good thing.
One of the first priorities of dealer leadership is to develop a sales culture that
lets everyone in the organization know the
goals and objectives of the sales team.
They also need to know the role each
individual and department has to play in
helping the sales team achieve success.
It’s not hard to imagine how strong an organization can be when everyone knows
the sales goals and is working in sync to
achieve those results.
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The next step to secure a dynamic sales
culture is to get the right associates in the
right positions so that their strengths can
be maximized. Specifically focusing on
sales associates, many times we have
account acquisition specialists (hunters)
maintaining accounts while maintenance
associates (farmers) are out trying to acquire new business.
Not everyone on the sales team falls
strictly into one or the other camp, but the
majority of each associate’s time should
be spent focusing on his or her strengths.
The leader’s focus should now turn to who
leads the sales organization. As the leader, the sales manager is actively involved
with all operations of the sales organization and also serves as the conduit to the
entire organization.
Beware of making the all too common
mistake of assuming that your best sales
associate should be your sales manager.
Using a sports analogy, the best player
doesn’t necessarily make a great coach.
A high-producing sales associate can
make an effective sales manager, but in
many cases all that selection accomplishes is to take your top-producing sales
associate and diminish his or her effectiveness. Sometimes the best option is to
go outside our industry and find a professional with sales management experience
elsewhere.
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Once the team has been developed, the
training and development begins in earnest. Your dealership has invested time
and money in recruiting and hiring, so keep
feeding your investment and enjoy the full
return. Build a culture of continuous improvement and invest time and money in
ongoing training of your sales associates.
Two additional components are also important. First of all, commit to stay the
course. At times your sales organization
may be tempted to relax, but it’s critical
that you hold the course in good times
and bad and maintain a high level of goals
and expectations.
Lastly, and perhaps most importantly, be
sure to celebrate your successes. And
don’t limit your celebration only to the sales
organization. Involve the entire company.
After all, they are part of the culture you developed and with them, you’ve prospered.

For more than 40 years, Phil Barnette has been
helping sales and sales management professionals
in the office products industry compete and win
in a rapidly changing and increasingly demanding
environment. Before setting up his own consulting
organization, Barnette played a key role in
developing sales and sales management training
courses for Essendant under its Core Learning
program. For more information on his current
services, contact him by phone at 253-486-3492;
Email: p.barnette@comcast.net.
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But What If My Reps
Just Won’t Change?
By Tom Buxton

Most managers know that yesterday is
not like today and that selling tomorrow
will be an adventure, no matter how prepared their sales people are. They recognize they need to change their sales
culture and in many cases, they are doing
just that.
However, I see far too many dealers who
feel burned by their investments in rep development and are either just maintaining
their businesses or slowly dying.
Within the next few years they will need
to either sell out or be acquired, because
they cannot or will not change their sales
culture. And there’s one factor more than
any other that prevents their sales culture
from improving: the unchangeable sales
rep.
As a general rule, the unchangeable rep
hates technology, most new ideas and
being told anything about how do their job
more efficiently. They love to talk about
the “good old days” and how their customers absolutely need and want to see
them on a weekly or bi-weekly basis.
Ten years ago they might have been the
top-performing rep in your company, but
now they are in the middle of the pack or
below. And even if they are still your best
salesperson, the company itself is shrinking.
Does any of this sound familiar? If so, are
you willing to risk some temporary sales
slippage to possibly avoid watching your
sales continue to shrink towards oblivion?
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The following suggestions will help save
your company from your unchangeable
sales reps and the overall catastrophe
they can cause. They are painful to implement but are almost always successful.
That doesn’t mean they will work in every case, but if your sales are slipping and
even one of your reps will not change with
the times, what have you got to lose?
Cures for unchangeable rep disease
1. C
 reate reasonable goals for growth
and account penetration.
a. Reward overachievement through
bonuses and spiffs.
b. Cut the rep’s commission or salary
if they do not complete their goals.
c. Meet with them at least once a
week to review progress.
2. Determine if the rep should be segregated from the rest of the team,
because if they won’t change they will
negatively affect others.
a. If they have been with the company a long time and have a
reasonable amount of business,
allow them to help you make the
decision.
b. If it is decided that they will not be
subject to any corporate goals,
start looking on them as a 1099
employee and cut all possible
benefits, including contests, training, access to parties and other
corporate events.
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3. Fire them if they are at all negative
about your company or team.
a. From my experience with many
dealers who have made this
decision, be assured that even the
best reps won’t take their entire
book of business to another dealer. At most, they may take up to
50% if prior plans have not been
made by management to counter
this threat.
b. In many cases, an unchangeable
rep cannot survive the transition
to another company and will take
almost no business.
c. They can’t go to Office Depot or
Staples anymore.
I recognize that these suggestions are
painful to consider, but no one ever said
that sales management or ownership was
easy.
I am often asked what differences I have
observed between growing companies
and those that are struggling or dying.
Certainly, there are many reasons why
companies are successful in this day and
age, but the most common single indicator of growth is a coherent, consistent and
mandatory sales plan. If you don’t have
one, get one.

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.
PAGE 41

Are You Hiring
with Your Head
or with Your
Gut?
By Troy Harrison

When it comes to hiring salespeople, the majority of bad or
mistaken hires are caused by hiring with the gut rather than the
head. Why is this? To be honest, I’m not sure. Some of it may
come from a belief that hiring salespeople is a bit of a “black
art.” Some of it simply comes from misconceptions about hiring
for attributes that don’t correlate to actual sales success.

Unfortunately, athletic prowess doesn’t correlate with selling
prowess. If a former football player could demonstrate that he
was able to pick up the ball and use his words and personality
to persuade the other team to let him cross the goal line, then
maybe I would buy into the idea that there is a correlation. But it
hasn’t happened yet.

Let’s look at a few of those misconceptions and how they can
ruin a hiring process:

I heard this one a few years ago from a recruiting client: “I want
you to hire someone who’s played team sports because they’re
competitive and all my successes have come from hiring athletes.”

MISCONCEPTION ONE:
I hire athletes because they’re competitive.
How exactly this misconception became part of the sales hiring
“knowledge base” I’m not sure, but it is one that I’ve heard a
thousand times.
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After a little investigating, I discovered that he exclusively hired
former jocks, so all of his failures were athletes, too. And his
success ratio was 40%.
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So I recruited him a nerdy girl who was very cerebral, a big
Star Trek fan and played role-playing games on the weekends.
It took her all of eight months to become his top salesperson.
Why? Because she was so cerebral that she was quickly able to
grasp what her customers needed, figure out the right product and persuade the customer to buy. That’s sales. She also
changed his hiring patterns, and he’s far more successful now
as a result.
MISCONCEPTION TWO:
“We need industry experience in our hires.”
If there’s anything that is a predictor of a failed hire, it’s a search
for industry experience. One of my clients used to have a very
basic hiring system. If you walked into their office and said that
you worked for one of their two biggest competitors, you were
hired. Period. The result was that they had the worst sales force
in their market. Why? Because their competitors were taking
care of their good salespeople and my client was getting ones
they were happy to get rid of.
Hiring for industry experience offers an appealing shortcut.
“Aha,” the hiring manager thinks, “I can save all the time I’d
otherwise spend teaching this salesperson my business and
let them get right to the selling.” It’s tempting but again, you’re
working with people that your competitor was glad to get rid of
and that means their potential (and yours) is limited.
You’re far better off getting people who have the potential (in
terms of skills and traits) to be a top performer in your industry
and living with a period spent getting them up and running.
MISCONCEPTION THREE:
“If they interview well, they’ll sell the same way.”
This one is particularly seductive because it’s so logical. An
interview is a sales call, right? So, why wouldn’t we see a mirroring between someone’s behavior on an interview and a sales
call? More accurately, how someone behaves on an interview
indicates the best case scenario of how they will behave on a
sales call. When you’re trying to gauge how they will behave on
a sales call, dial your expectations back about 10-20%.

I kept the guy I referred to above for a year, even when I knew
that it wasn’t going to work. Why? Because I was emotionally involved and hiring with my gut. When you get emotionally
involved in the hire, you can’t make the intellectual decision to
cut bait.
So, how can we keep ourselves safe from these misconceptions and move toward hiring with our head? Here are two quick
techniques you can implement immediately that will improve
your hiring:
First, be the bouncer. Have you ever been to one of those
velvet-rope nightclubs where they have the big guy with a
clipboard who determines who gets in and who stays out? They
have a very simple philosophy. When someone walks up, they
first seek to exclude them, rather than including them. They
have a general idea in their head of what people they want to
let in and they evaluate new additions to the line based on how
they don’t live up to that standard. And if that’s you—unless
your name is on the clipboard—you won’t get it.
So to start, look for red flags and reasons to exclude the applicant from the hiring process. Make a list of deal breakers that
are indicative of traits that will lead to failure in the job. Then
make a list of questions designed to reveal those deal breakers
and when you spot one, pay attention and exclude the candidate. We fail because we seek to include first. Through the first
interview, be like the bouncer—only your clipboard is blank!
Second, use a psychometric profile. The very best human
judgment is still that—human and fallible. If you really want
to get to know your new candidate, use some sort of a psychometric profile to reveal their traits. A quality profile should
include the ability to match success patterns of your job to the
traits of the employee. By doing this, you can again replace gut
hiring with objective hiring.
Hiring with your head isn’t easy but if you really want to bring in
the right people for your dealership, it’s essential.

MISCONCEPTION FOUR: Hiring in your own image.
This might be the worst and most dangerous misconception of
all. We love to look for ourselves in our employees, protégés,
and applicants—and when we see those traits, we forget everything else.
Full disclosure: I did this early in my own sales management
career and hired a guy who looked so much like me it was like
looking in a mirror. It turned out to be one of the most epically
bad hires in the history of sales!
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TURNING THE BAD INTO WORSE: Once we’ve committed
one of the mistakes above, we almost always make it worse.
We double down on the misconception and hang onto the person long after our head tells us that it’s time to let go.

Troy Harrison is the author of “Sell Like You Mean It!”, “The Pocket Sales
Manager,” and a Speaker, Consultant, and Sales Navigator. He helps
companies build more profitable and productive sales forces with his cuttingedge sales training and methodologies. For information on booking speaking/
training engagements, consulting, 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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Linkedin
Tips and Tricks

Wayne Breitbarth, author of the bestselling book “The
Power Formula for LinkedIn Success”, is a former
office furniture dealer who shares his passion for social
media and LinkedIn marketing expertise with others
through business consultations, books and articles
and presentations to audiences worldwide. For more
information, visit www.powerformula.net.

By Wayne Breitbarth

If you’ve read our columns in January and February, you’ll already know how valuable LinkedIn can be as a resource to help
with new business development and brand building. But there
are a number of really cool LinkedIn features that make it even
more powerful. For example:
In Common With. This LinkedIn feature shows you at a glance
what you have in common with another person (e.g., schools,
groups, companies, locations, skills, causes, and interests). No
more fumbling around looking for conversation starters to break
the ice. When you’re viewing someone’s profile, just look in the
right-hand column to see just what you have in common with
them.
Special LinkedIn Profile Sections. LinkedIn is a great personal branding tool and it’s easy to put your best foot forward
with the help of the following special LinkedIn profile sections:
Volunteer Experiences, Publications, Test Scores, Patents, Projects, Causes You Care About, Courses, Languages, Honors &
Awards, Certifications, Supported Organizations, Organizations,
and Personal Details.
Include these sections in your profile to get a leg up on your
competition and boost your credibility with potential customers,
employers and everyone else who views your LinkedIn profile.
Advanced People Searching. Because LinkedIn’s Advanced
People Searching feature shows you who knows whom, it’s
easy to:
• Turn a cold call into a “warm call” by getting a personal
introduction from someone in your network
• Find potential donors or volunteers for your favorite nonprofit
• Recruit the best candidates even when they aren’t actively looking for a job
• Discover new vendors and suppliers
• Find experts who can answer your questions and help
you solve problems
Saved Searches. This LinkedIn feature is like having a 24/7
virtual assistant that constantly searches LinkedIn’s 400-milMARCH 2016

lion-person database and sends you a list of people (weekly or
monthly) who meet your specific search criteria. And best of all,
this virtual assistant doesn’t demand a salary and benefits!
Download Your LinkedIn Data. Get a zip file of all of your most
important LinkedIn information, including a spreadsheet of your
first-level connections with their email addresses. Just follow
these four simple steps:
•S
 croll over your small photo (or headshot icon if you don’t
have a photo) on the right side of your top toolbar.
•C
 hoose Privacy & Settings from the drop-down menu that
appears under your photo.
•C
 lick the Account tab near the bottom of the page.
•U
 nder the Helpful Links section, choose Request an
archive of your data.
LinkedIn Keyword Treasure Chest. Although LinkedIn doesn’t
have an official name for this feature, it is truly a treasure chest.
Simply put, it is a single web page with loads of LinkedIn data
on a particular topic or keyword.
To access the treasure chest, simply cut and paste this URL
into your web browser: https://linkedin.com/topic/ and enter the
keyword or keywords you’re interested in researching–for instance, https://linkedin.com/topic/search_engine_optimization.
What Are They Talking About? Want to find out what a prospect’s most recent concerns or activities are? Go to the person’s profile, scroll over the small down arrow (to the left of their
number of connections), and then click View recent activity.
That will show you what your prospect has been sharing over
the past couple of months in his or her updates If you want to
automatically get that person’s updates going forward, just click
Follow.
If you liked these somewhat hidden LinkedIn features and want
more of this type of guidance and training, check out my online
video-based course “Explode Your Revenues Using LinkedIn.”
For a limited time, you can get full access to this course for up
to one year for only $97 (use promo code SALES).
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Commit to Your
‘Word of the Year’

Are you one of those people that create
New Year’s resolutions only to find yourself in March already giving up? Or maybe
you are among the 38% of people who
don’t make resolutions in the first place.
Regardless of whether you are working on
your resolutions or not, it is likely that you
have some lofty goals and aspirations for
2016.
Studies show the top American resolutions are weight loss, improved finances,
exercise, and getting another job. I typically create one personal and one professional resolution in January and try to stay
on task with goals throughout the year. As
I’m sure you can imagine, that is easier
said than done. Excuses like “I don’t have
time” or “there are no spaces in the gym
parking lot” are good ones for me.
This year I tried something different, which
was committing to my Word of the Year.
What is the One Word I could embrace
throughout the year that would motivate
and inspire me to reach my goals?
What I discovered were the reasons most
resolutions don’t work. They don’t work
well because they address only one level
of your life—the DO level. Example: “I
am going to get organized, lose weight,
and spend more time with family.” When
you create and commit to your Word of
the Year, you focus on the BE level. What
MARCH 2016

by Krista Moore

you want to BEcome as a result of all the
doing. Examples would be “I want to BE
more efficient, more healthy, and a better
mother.”
I know… it sounds a little whoo whoo. I
thought the same until I was introduced to
this concept by my business coach, and
then worked through the exercise with a
friend. My girlfriend and I were on a plane
with a lot of time to kill so we coached
each other through the exercise and both
landed on our perfect Word of the Year.
Our words are very different, but they certainly embody who we are as individuals
today and what we aspire to be. My One
Word is JUMP, and it continues to keep
me focused on the actions that will help
me become who I want to BE!
About the Word of the Year Exercise
The exercise is a worksheet that guides
you through a series of thought provoking
questions. It starts out asking you to list
the word or words you are considering
and why you think they are the perfect
words for you. Next, the exercise asks, “If
you embodied this word daily, what would
be different for you?”
It continues with a series of questions that
get you thinking about how your life would
be different one year from now if you were
to live this word daily throughout the year.
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And then it asks what your year would
look like if you ran in the opposite direction of your word.
Ultimately, you end up with the One Word
you are certain to incorporate into your
life. This makes goal setting and the desire
to create new, proactive habits amazingly
easy!
But don’t take my word for it (no pun
intended). I have done this exercise with
many clients, friends and family and they
all have walked away with greater awareness, renewed energy and a WORD they
can live by.
If you are interested and want a copy of
the exercise, download the K.Coaching
Word of the Year Exercise and try it today.
Or send an email to meghan@kcoaching.
com, using the subject line “Word of the
Year.”
If you were to live this word daily throughout the year, how would your life be different one year from today?
Krista Moore is president of K.Coaching, Inc., an
executive coaching and consulting practice that
has helped literally hundreds of independent
dealers maximize their full potential through
enhancing their sales strategies, sales training and
leadership development. For more information, visit
K.Coaching’s web site at www.kcoaching.com.
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