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March Marks 50 Years for CA Dealer
Glennie’s Office Products

EDITORIAL
Are You Upwardly Mobile?
As we do every year, our March cover story aims to
offer a comprehensive review of the technology resources available to today’s independents. For various
reasons, we aren’t able to cover 100% of the bases,
but writer Michael Chazin has rounded up just about all
of the usual suspects and a few more players besides,
and we hope you’ll find the dealers Michael talked to
have something useful to say for your own business.
But while the story offers a generally encouraging overview of dealer technology use, it also reflects a serious
problem. Do a search in the story for the word “mobile”
and it comes up just once and that particular use of the
word has nothing to do with mobile-friendly ordering
platforms.
Forgive me if you’ve heard this before but more and
more buyers and influencers are drawn from the ranks
of millennials and millennials live in a mobile world. If
you were at Essendant’s 2017 CORE Live event earlier
this year, you heard the following:

Congratulations are in order for Glennie’s Office Products, Escondido, California, which opened for business 50 years ago this month.
It was in March 1967 that Bill Glennie Jr. and a partner purchased the office
products business of a local machines dealership, Hunts Office Equipment.
Originally the dealership was known as Hidden Valley Stationers but after a
few short years Bill bought out his partner and changed the name to Glennie’s
Office Products.
During the ’70s and ’80s the company’s business surged. Glennie’s moved into
sales of office furniture and opened four retail locations.
“Over the years the retail business changed,” says Glen Burford, vice president
business development and half brother to Bill Glennie. “We now have two retail
store fronts and furniture showrooms,” adds Glen, “one in Temecula and one
in Escondido.”
More recently, Glennie’s has expanded its product offering to include office
systems, technology products and accessories, ink and toner, breakroom and
janitorial supplies, as well as rubber stamps, imprinted forms and promotional
products.
A full stocking dealer, Glennie’s dealership focuses its efforts on north San Diego County and southwest Riverside County. “We extend a little out from there
and have Internet sales, but really try to keep it local,” says Glen.
Celebratory plans are still being finalized, says Glen, but they are starting to roll
out this month and will continue through the end of the year.
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• 49% of buyers use mobile devices for product research while at work to compare prices and product
features, read additional information about products
and make purchases.
• 82% of millennials indicate it is important to use their
mobile device to collect information about items for
the workplace.
• 42% of buyers use mobile device to purchase products at work.
Those are pretty impressive numbers already but
they’re only going to go in one direction and that’s
upward. Right now, that’s not good news for independents.
A lot of people in the Independent Dealer Channel have
invested a lot of money on developing search capabilities and similar functionality that aims to be as good, if
not better, than what our competition has to offer. But if
that investment doesn’t show up on mobile platforms,
what’s the point?
No matter what kind of reseller you are, you have to go
where your customers go. For us, that means mobile
to a far greater extent than exists in the channel today.
If you don’t have the ability to offer a mobile ordering
solution for your customers today, do something about
it. Now. As the research makes painfully clear, we don’t
have a lot of time.
PAGE 2

Perfect Packages Every Time

Deliver a Good Impression with Avery Shipping Labels
From TrueBlock® technology, which covers everything underneath, to high-visibility and bulk packaging,
Avery has the labels to ﬁt every shipping need. Easily customize your labels with logos, graphics or

images using the free printable templates and designs at avery.com/templates.

©2017 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are
trademarks of CCL Labels, Inc. Personal and company names and other information depicted on samples are fictitious.
Any resemblance to actual names and addresses is purely coincidental.

Learn more about Avery innovative solutions, templates and support at avery.com
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To begin with, all of Glennie’s trucks have been rewrapped, and
the new look pays tribute to the company’s longevity and its
commitment to the local community.

of the Old Pueblo” mountain bike competition, Wist employees
and friends went all in to make this year’s entry an even bigger
success.

Plans also call for more active participation on Facebook with the
possible announcement of a contest based on 50th Anniversary
Facebook posts by customers. Further celebrations are being
planned for this summer.
Current president, Bill’s son, Jim, likes to remind customers that
the dealership is a local, family owned business. “In today’s disconnected tech world, conducting business is typically distant
and anonymous,” he says. “At Glennie’s you are so much more
than a number in a computer. We are your neighbors and friends,
and we strive to make a difference in the quality of life in our
community.”

AZ Dealer Wist Office Products
Races to Support City of Hope
Wist Office Products, Tucson, Arizona, has hit upon a different
and challenging way to raise funds for the City of Hope cancer
research and treatment center.

The race goes for 24 hours and tests the endurance of all who
enter. “Everyone on a team has to complete at least one lap (17
miles),” explains Ian Wist, general manager. Ian’s dealership
fielded two four-person teams and one eight-person team.

Following its successful participation in last year’s “24 Hours

continued on page 6 >>

© 2017 Energizer Energizer and the Energizer Bunny design are trademarks of Energizer Brands, LLC.

MARCH 2017

INDEPENDENT DEALER

PAGE 4

explore the possibilities with

NSP WORKS
NAME BADGES

son
i
r
r
Ha isor

hy ncial Adv
t
o
im ina

T

ef F

Chi

a

nd
a
r
i
m

NOW OFFERING!
Badge Release Programs

Place your order for a season’s worth of badges and receive
volume discounts. You can personalize one or more badges
at any time through a simple website link.
Contact a customer service representative for more details.
866.628.3290

BADGES

BANNERS

DECALS

866.628.3290 | Navitor.com

SIGNAGE

AWARDS &
GIFTS

STAMPS &
EMBOSSERS
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“Last year it was all sunny and there were no weather issues,”
recalls Ian. This year the weather was not as nice; it was colder
and raining. “The laps were grueling, dangerous, wet and cold,”
he reports. “The event is very strenuous and not for the faint of
heart.”
In addition to Wist’s employees, this year’s teams included representatives from TriMega, shredder manufacturer HSM and Essendant. One of Wist’s four-man teams was among the top 15
finishers. That team included Wist’s CFO, Peter Drozdowicz, who
rides regularly and completed one 17-mile lap in a time of one
hour and five minutes.
Ian adds that while the competition is intense, participation is
more about having fun than turning in the best time. “It’s about
the camaraderie and the fellowship,” he says. Riders cook for
each other and take care of team needs. This year that included
drying out clothes between laps.
Thanks to the generosity of friends, family and business colleagues, this year’s fundraising results exceeded last year’s efforts. Ian says when all pledges are counted the total should
reach $26,000. He and his CFO have set their sights on raising
$50,000 next year. Hopefully, the weather will be a little more cooperative—that goal is going to require a lot of time in the saddle!

OK Dealer Sundance Office Merges with
Fellow Independent Burkhardt’s

pricing on core office products.
“We are confident this merger and expansion will be a win for
us as well as the Oklahoma economy,” says Dyan Condry, CEO,
who has owned Sundance Office along with her husband, John
Condry, since 1989. “Our business keeps on growing, and we
are grateful for the continued support from our customers.”
Sundance Office says it is now the largest locally-owned office
supply company in Oklahoma.
When finalizing the deal, it was important to Sundance to keep
the Burkhart’s staff intact. “Relationships and experience matter,” says Dyan. “We realized after meeting with each of the Burkhart’s employees, there was a lot of valuable experience there
and the only way to uphold the level of customer service for our
customers, old and new, was to bring on the full Burkhart’s sales
team.”
Sundance has also brought on three other new employees in the
past year, including a promotional products specialist, graphic
designer and a janitorial and facilities specialist.
Known all over the Tulsa area for its brightly colored polka dot
delivery vans and free cookies with deliveries, Sundance has updated its image with a new logo, new delivery van design, and a
stylishly updated website. The new tagline, “More WOW in your
workday,” succinctly describes the mission of Sundance and its
employees.

Michigan Dealer The Office Connection
Collects Mittens to Keep Hands Warm
During the holiday season, The Office Connection, Farmington
Hills, Michigan, partnered with Mittens for Detroit to help warm
the hands and the hearts of less fortunate Detroit-area residents.
For the entire month of December, The Office Connection held
a glove and mitten drive. “We sent out emails and had our drivers pass out flyers,” says Megan Collins, marketing director. “We
also posted it on our Facebook page.”
The effort was in support of Mittens for Detroit, a local nonprofit, which collects, purchases, and distributes new mittens and
gloves to children and adults in need in Detroit and other underserved cities.

Sundance Office, Broken Arrow, Oklahoma, has merged with the
commercial sales division of Burkhart’s Office Supply of Tulsa
under the Sundance Office brand. The merger included all of
Burkhardt’s commercial accounts.

This was The Office Connection’s first year of participation and
their efforts were a big success. “They usually ask for participants to reach 200 and we exceeded that,” says Megan. Based
on its initial year success, The Office Connection expects to collect mittens again this year.

In joining forces, Sundance has improved its buying power, giving customers access to a bigger selection of items and better
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Omaha Chamber Recognizes Salesperson
at Local Independent Eakes Office
Solutions
Eakes Office Solutions’ Chris Hernandez
with her Award of Excellence from her
local chamber of commerce.

Chris Hernandez, an office
products specialist at Eakes
Office Solutions in Omaha, recently received the 2016 Chairman’s Award of Excellence from
the Greater Omaha Chamber
of Commerce. Chris has been
a volunteer at the Chamber for
the past 12 years working in the
membership area.
In that time, she has been a
member of the Chamber’s
President’s Club, an all-volunteer group that helps recruit new
Chamber members and retain existing members.
The group sets an annual goal of 12 new members and $10,000
in new fees and Chris has hit that target 11 out of the past 12
years.
Current total chamber membership stands at just under 3,200
businesses, and in the 12 years of her volunteering Chris has
brought in close to 400 new members!

New York-Based Online Reseller Mono
Machines Rebrands As Supply Chimp
Mono Machines, a minority-owned office supply and equipment
company based out of New York, has announced a new name,
Supply Chimp, a new tagline “Delivering Your Essentials” and
a new website—www.SupplyChimp.com. This announcement
comes just months after the dealership’s 10-year anniversary.
“Customers today really want to be able to purchase everything
they need in one convenient place.” says Isaac de la Fuente,
founder and CEO of Supply Chimp. “Our new name is a reflection of that goal.”

This rebranding coincides with the merging of Mono Machines
and its sister site, Ochimp. In addition to the merger, thousands
of new SKUs will be added to Supply Chimp, putting the grand
total of the site’s product offerings at the 150,000 mark.
The company serves a diverse range of online customers including large corporations, small and medium size businesses, education, government and healthcare. The company’s mission is to
bridge the gap between online and offline purchasing, and this
is achieved by Supply Chimp’s dedicated customer service and
sales teams.
In addition to its solid business growth, Supply Chimp also has
an impressive track record in the good deeds column. A portion
of the proceeds of every purchase made on Supply Chimp go to
benefit high poverty schools across the nation.

CA Dealer Give Something Back
Recognized by Jefferson Award
Foundation
Earlier this year, Give Something Back, Oakland, California, was
awarded a Bay Area Silver Medal by the Jefferson Award Foundation. The Foundation was created 45 years ago to provide national recognition for Americans who positively impact their local
communities.
“Americans are good, and it is in our power to see a need and
meet a need,” said Hillary Schaeffer, executive director of the
Foundation. “It is what the Jefferson Award Foundation was created to do—to celebrate what’s good and to multiply what’s good.”
Give Something Back certainly fits the bill! Twenty-five years ago,
co-founders Mike Hannigan and Sean Marx were inspired by Paul
Newman’s picture on a bottle of salad dressing. “We thought that
we could do what we were doing in corporate America but add
what Paul Newman’s company was doing with donating profits
to community organizations,” said Mike.

Supply Chimp was founded in 2006. Originally the company sold
high-end shredders online, but over the years its product offering
expanded to include a wider range of machines.

continued on page 10 >>
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Join TriMega and Independent Stationers this September
for EPIC 2017 - where BIG keeps getting BIGGER as this year
we bring the world of OP and the world of Jan/San together.
This year we are co-locating our EPIC event with the
ISSA/INTERCLEAN 2017 SHOW! So mark your calendar
for September 10-12 and EPIC 2017 at the spectacular
Bellagio Resort & Casino in Las Vegas and attend these
two exciting events!

EPIC

September 10-12, 2017
Las Vegas

wherebighappens.com

Come for EPIC 2017...

2
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gathering of industry
movers & shakers
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peer-to-peer
networking forums!
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POWERFUL

dealer-led sessions
and seminars

...stay for ISSA/
INTERCLEAN 2017

As the biggest, most comprehensive event for the commercial cleaning industry, ISSA/INTERCLEAN North America is
more exciting than ever. With four power-packed days of
education sessions, new product and technology demos,
industry insights, and proﬁtable networking opportunities,
this year’s show will help uncover the critical knowledge
you need to power your business and better the bottom
line. EPIC 2017 attendees - Don’t miss out!

SAVE THE DATE

September 11-14, 2017
Las Vegas

ISSA/INTERCLEAN NORTH AMERICA
TRADE SHOW AND ISSA CONVENTION
issa.com/2017show
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VIP has a vibrant office furniture business that extends way beyond the furniture found in its catalog. VIP works with 40 different
furniture manufacturers and uses their contracts to sell furniture
to Georgia municipalities. In 2016 business at VIP exhibited a robust turnaround, and sales this year have started off even better,
adds Barbara.

New Name and Logo for
VA Dealer The Supply Room
Give Something Back co-founders Mike Hannigan (center) and Sean Marx with
Jefferson Award Foundation executive director Hillary Schaeffer.

Since that beginning, Sean and Mike have donated a whopping
73% of their net earnings to worthy causes. That works out to
more than $6 million given to non-profits nominated and chosen
by company clients and employees.
The good news is that this business model has been taken up
by thousands of other companies. “We are now part of a broad
and growing movement of business people who specifically start
their businesses with the idea of connecting the prosperity of
their business to the wellbeing of the community,” says Mike.
Sean thanked the customers of Give Something Back who have
been amazing supporters. He also announced that the dealership was ready to launch a new website including a mobile app
for customers. The website will also list close to 130 non-profits who have registered. Customers will be able to review these
organizations and choose which should be funded from profits
from 2016.

GA Dealer VIP Office Furniture and Supply
Featured in Local Newspaper
An article in your local newspaper provides a great opportunity to
get the word out to the local community. Just ask Barbara Pilkinton, president of VIP Office Furniture and Supply in Hinesville,
Georgia. The local paper, the Coastal Courier, recently featured
VIP in its business section with an extensive profile story.
The newspaper covers all of Liberty County, including Hinesville,
with a population of roughly 60,000. “People like to read about
people they know and we try to be very visible in the community,” says Barbara.
VIP opened for business 42 years ago as an answering service
and small office supply business known as VIP Printing and Office Supply. Since that time, it has moved several times, expanded its product offerings and currently runs a successful retail operation in addition to its commercial operations.
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The Supply Room, Ashland, Virginia, has an updated name and
a new logo to better reflect the company’s commitment to the
industry and its customers.
The process began in late 2015 when an advertising and marketing company was engaged to determine how The Supply Room
Companies could best differentiate itself in the marketplace. The
consulting company also considered whether a new name was
required.
Over the next several months, customers and employees were
interviewed to develop the direction the new identity would take.
“Before the rebranding our corporate identity incorporated The
Supply Room Companies, Mega Office Furniture and Frank Parsons,” says Lauren Jones, marketing director for The Supply
Room. The “Companies” designation was dropped, as was the
Mega name, which has become the furniture and interiors division of The Supply Room. Frank Parsons remains the name of
the dealership’s Maryland location.
The brand proposition was restated to emphasize the value and
service that the company provides. “Our large size and ability
to buy direct adds value to our customer’s bottom line,” says
Lauren. At the same time local and responsive customer service
is emphasized. “We can really be flexible and provide customers
with unique solutions,” she adds.
The new identity was given a rolling introduction over the last
two months of last year and was released officially on January 1
with announcements to customers and the addition of a special
branding video to the dealership’s web site.

INDEPENDENT DEALER
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Learn all about National Office Products Alliance (NOPA)!
NOPA members receive the following exclusive benefits:

ADVOCACY

EXPOSURE

NOPA provides up-to-date small business
information and assists in helping your voice to be
heard on a local and national level. We keep you
aware of issues that could impact your business
and represent dealer interests before the U.S.
Government and key states, insisting on a level
playing field in contracting for independents and
protecting office products dealers’ business
against misguided government proposals.

The Independent Dealer Locator sponsored by NOPA
is the “Where to Buy” solution that drives customers to
your company when they are looking for office products.

Small Business Advocacy Updates: Director of
Small Business Advocacy, Paul Miller, provides
up-to-date information pertaining to late-breaking
news in the small business arena. Some of the
topics include: Affordable Care Act, Overtime,
Estate Taxes and Government Procurement.

 NOPA eNewsletter: As members of the
association, monthly eNewsletters are distributed
on late-breaking news in the office products and
office furniture industry and industry activities.

Advocacy Campaigns through VoterVoice
Program: VoterVoice is a simple, easy-to-use
email and print mail tool that allows NOPA
members to contact their congressional
representatives regarding the effects that new
rules and laws have on independent dealer
businesses. Select this link to view the open
campaigns and scorecards.
NOPA Small Business Advocacy Fly-In: This
annual event is held in the spring in Washington,
D.C. Network with fellow members while visiting
the Hill to meet with legislators to discuss how
laws impact our industry. Contact NOPA
Headquarters to reserve your spot early!

DATA
Data is one of the keys to moving your business to
the next level and NOPA assists you in finding the
research you need. How do you match up to your
competition? What benefits do other dealers
provide? What trends are facing the
industry? Those are just a few examples of
questions that may be included in member surveys
and benchmarking reports.
Survey & Benchmarking Reports: NOPA
members can participate and gain complimentary
access to NOPA survey and benchmarking
reports, including the 2016 NOPA Compensation
& Benefits Report and the NOPA Operations
Survey (time sensitive currently being conducted).

“IN THE KNOW”
Stay informed through member-only news, our online
calendar of events and the official Monthly Publication
of NOPA, Independent Dealer eZine.

 Latest News: As an active member of the
association, your company can view the latest
news in the industry on the NOPA site. Select this
link to read the articles.
 Calendar of Events: Visit the calendar of events
to see industry conferences and events.
 Independent Dealer eZine: Every month, we
bring you in-depth coverage of dealer success
stories and growth opportunities from emerging
product categories, hot new vertical markets and
ways to boost productivity and efficiency.
 Calendar of Events: Visit the calendar of events
to see industry conferences
PRESTIGEand events.
The organization was founded in 1904 and while the
association has adapted to suit the changing industry,
the mission to provide independent dealers with the
information, tools and knowledge they need to help
them to be successful in an evolving business
environment has remained the same.
For over 110 years, members continue to take pride in
being a member of the organization. As a NOPA
member, you get to continue this tradition and have
the ability to display the "Proud Member of NOPA"
logo with pride.
 Proud Member of NOPA Logo: Set your company
apart from your competition and add the logo to
your website, social media and email signature line
by selecting this link.
 NOPA Logo: Download the "NOPA" logo by
selecting this link and proudly display it on your
website, social media and/or email signature line to
show your commitment and involvement with
NOPA.

SCHOLARSHIPS
Employees and immediate family members
of all NOPA member companies are eligible
to apply for annual scholarships. Started
more than 50 years ago, the Scholarship
Fund has awarded more than $2.5 million
in scholarships to deserving families of
office products and office furniture dealers.
 View the 2016-17 award winners: who
shared almost $24,000 in scholarships
this year.
 Apply Now: NOPA is now accepting
scholarship applications for the 20172018 academic year. Click here for the
scholarship application.
 Eligibility: Any high school senior,
current college student, graduate student
and child of an active NOPA member
company may apply for a college
scholarship for the 2017-2018 academic
school year.
 Share: We encourage you to share the
scholarship application with your
employees, as they are eligible to apply.

STANDARDS
NOPA continues to work with members of
the office products industry to develop sets
of standards that will benefit both the dealer
and the manufacturing communities –
Smart Parts – Normalizing Numbers
 Developed Office Products Industry Data
Standards (OPIDS) with wholesalers,
manufacturers and dealers to ensure
each product has one part number and
one unit of measure.
 Manufacturer Alpha Codes (3-digits MAC)
 Stock Keeping Unit item identification
numbers (SKU)
 Units of measure at the wholesaler level
of sales to dealers (UOM)
 Most frequently used color copies (2 or 3
digits)

GSA Data Integrity Task Force: Evaluates

all GSA programs pertaining to the office
product sector and provides assistance that
increases GSA sales and user satisfaction.

Questions regarding your benefits or interested in joining? Contact NOPA Headquarters at info@nopanet.org or call 410-931-8100.
National Office Products Alliance (NOPA) | 3601 East Joppa Road | Baltimore, Maryland 21234 | 410-931-8100 | www.nopanet.org
NOPA is a 501(c)(6) non-profit, tax exempt organization. A portion of your dues may be deductible as a business expense.

SECRETS of success

Management team: Mary Katherine Kennedy
Sigmon, president; Charlie Kennedy, CEO; Betty
Jones, customer care manager; Linda McCotter,
accounting manager; Larry Benton, sales manager;
Milton Nicholson, warehouse manager; Kim Gullick,
purchasing manager
Annual Sales: $16 million
Products: Office products, furniture, janitorial, break
room, printing, and promotional
Founded: 1960
Employees: 60
Key business partners: S.P. Richards, Independent
Stationers, ECi and Acsellerate.
www.kennedyoffice.com

Kennedy Office, Raleigh, North Carolina
Sales so far this have exceeded expectations at Kennedy Office, Raleigh, North
Carolina and Charlie Kennedy, CEO, credits the strong start to a renewed sense of
excitement at the dealership.
Kennedy and his team have worked on an
array of task forces to improve operations
and getting employees more involved has
energized their activities and inspired their
work-day behaviors.
Last fall Kennedy created three different
employee task forces to look at different
aspects of the operation. One task force
looked at the way proposals were handled,
another tackled messaging and a third focused on enhancing how the sales force
uses the Acsellerate software package.
The Acsellerate task force was made up
primarily of salespeople. One of the first
improvements: adding notification that an
account was identified as past-due to the
Acesllerate database. Salespeople liked
to have that information, and accounting
appreciated that the information now had
a home.
Another challenge tackled the time it took
to turn around proposals. “Sometimes
our reps feel that it takes too long to put
together proposals and get them to customers,” says Kennedy. Now this information is posted under the Opportunities tab
in Acsellerate and it tracks elapsed time
from when an RFP is received to when the
proposal goes out.
MARCH 2017

Kennedy says this process has just begun, but already January results showed
that proposals are being sent out more
quickly. “We are definitely turning them
around faster,” says Kennedy. “Now there
is a measurement to it.”
Beyond the process improvement, Kennedy senses a new excitement among
the rank and file. “It involved a lot of our
people instead of management making
the decisions,” he says. “More employees
are doing it, there’s more buy in and there
has been a whole lot more excitement because of it.”
That excitement, says Kennedy, colors
the complete work experience at Kennedy Office. Employees like it that company
management listens to their opinions and
that helps them to like what they do more.
“Indirectly,” he says, “that helped create a
great January.”
More than that, there’s been a near complete reshaping of the sales culture. Kennedy himself has become more involved
in the sales process and is working with
industry consultant Krista Moore to be
more encouraging and supportive.
One change: the institution of a weekly
three-hour session where all salespeople set appointments. “We call it FROG
Days,” says Kennedy. “Focused, Raising,
Organic, Growth.”

process,” he continues. She has suggested tools to improve sales management
and the sales process. “The big companies do that well, but it is something we
need to improve.”
Another contributor to the dealership’s
strong start in 2017 has been the ongoing emphasis on what the company calls
“focus products.” “That’s a term we use a
lot,” says Kennedy. The sales team concentrates its efforts to direct customers to
buy focus products.
Focus products are individual items and
product lines produced by vendors that
the company has partnered with. Other
products are sold but the sales process
usually starts with a focus product.
“We promote those; when a customer
searches on line we weight the focus of
the search,” he adds. Kennedy says that
focus products provide a win-win situation—a better margin for Kennedy Office
and a better deal for customers.
Employee task forces, an emphasis on
focus products and a revitalized sales culture have all contributed to an excellent
start for Kennedy Office in 2017 and with
the new programs in place, there is every
reason to believe the growth will continue
strong.

“Krista has been a big part of the sales
INDEPENDENT DEALER
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INTRODUCING

IMAGE ADVANTAGE

GP’s Custom Carton Program
OUR CARTON CAN NOW BE YOUR CANVAS

HAVE SOMETHING TO SAY?

SAY IT ON A CUSTOM CARTON!

Contact your GP Sales Representative to learn how GP’s Image Advantage
Program can help drive incremental value for your business!
©2016 Georgia-Pacific Consumer Products LP. All rights reserved. The Georgia-Pacific logo and all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

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

IN MEMORIAM:

Melvin C. ‘Bud’ Mundt, former AOPD Executive Director
fore forming his own consulting business. After five years as an
industry consultant working primarily with independent dealers, he
joined AOPD as its executive director, the position he held until his
retirement in December 2015.
Under Mundt’s leadership, the company grew from 54 dealers
when he joined the organization to 81, with locations throughout
the United States, Canada and Australia. During that same time
period, AOPD grew its base of national and regional account contracts from 88 when he took over as executive director to over 350
when he retired.
Mundt’s business achievements were recognized by several industry organizations. He received a Lifetime Achievement Award
in 2014 as part of the North American Office Products Awards
program and was honored by the Business Solutions Association
(BSA) in 2015 with its annual Industry Leadership Award. He was
also recognized by the National Business Products Council of the
City of Hope and inducted into its Hall of Fame in 2013.
“Bud was one of a kind whose life was a true gift to those who
knew him,” commented Mark Leazer, who succeeded Mundt as
AOPD executive director in January 2016. “A dear friend and mentor who we will all greatly miss, Bud maintained the highest ethical
standards and showed throughout his career how to do business
with total integrity and generosity to friends and colleagues and
still achieve professional success.”
Melvin C. “Bud” Mundt, former executive director of the American
Office Products Distributors national and regional accounts dealer
network (AOPD), died February 26 at his home in Mansfield, Texas,
after a long and courageous struggle against cancer. He was 73.
Mundt began his office products career with 3M in 1969 in Los
Angeles. He held various executive management positions within
3M’s office products division for 21 years before moving to the
dealer side of the industry in 1990, when he began working for
Miller Business Systems in Dallas.

In addition to Janet, his beloved wife of 52 years, survivors include
his son Bud Jr. and his wife Karmen; daughter Denise Russell and
her husband Kerry; grandsons Ryan Mundt, Tyler Russell and
Dylan Mundt, and granddaughter Taylor Russell. Also, his brother,
George “Rocky” Mundt, sister, Cheryl Wynter.
The family asks that memorial contributions in Bud’s honor be
made to either the City of Hope (www.cityofhope.org/nbpi), the Bill
Dasch Prayer Ministry (www.billdasch.com) or St. John Lutheran
Church in Mansfield, TX (www.stjohnmansfield.org).

He served as vice president of sales at Millers for eight years be-

continued on page 16 >>
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AOPD Gives You
the Best of Both Worlds

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

When it comes to attaining the best of both
worlds, AOPD connects the pieces of the puzzle.
AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com

Industry News
Essendant Schedules
Jan-San, Food Service and
Safety Categories Training
Starting this month, wholesaler Essendant
is offering a series of CORE Learn training
events designed to develop sales specialists in the jan-san, foodservice and safety
categories.

continued from page 14
Visit www.energizerholdings.com and
www.energizer.com for more information.

TriMega Promotes Tom
Hoffmann to VP of Purchasing

Registration for the 2-1/2 day event is free
and includes workshop attendance, a special Supplier Summit, two nights’ hotel accommodations and more.
Dates and locations are as follows:
• Atlanta—March 13-15
• San Antonio—April 24-26
• Anaheim, Ca—May 15-17
• Denver—May 22-24
• Philadelphia—July 10-12
• Cleveland—July 24-26
• Kansas City—August 7-9
• Nashville—August 14-16
For more details and registration information,
visit
www.essendantevents.
com/2017-jansan-category-immersion.

AOPD Adds Energizer as New
Business Partner
The American Office Products Distributors national and regional accounts network (AOPD) has announced the addition
of Energizer Holdings as a new AOPD
Business Partner.
Headquartered in St. Louis, Energizer is
one of the world’s largest manufacturers
of primary batteries, portable flashlights
and lanterns.
Its product portfolio includes Energizer
brand battery products such as Energizer
EcoAdvanced, Energizer MAX, Energizer
Ultimate Lithium, Energizer Recharge batteries and charging systems and portable
flashlights and lanterns.
MARCH 2017

in the office supply channel. He began his
career on the reseller side working with
some of the iconic organizations in the OP
industry including Quill Corporation, Reliable, Boise Cascade Office Products and
OfficeMax. Just prior to joining TriMega in
July of 2011, he worked briefly with large
MRO supplier Lawson.
In his director of purchasing role at TriMega, Hoffmann focused on vertical market and program opportunities for members, spearheading the production of
the group’s annual catalogs and vertical
market promotions, and the development
of TriMega’s “Orange Project” Jan/San
initiative,

BSA Standards Council
Develops 2017 Roadmap
The TriMega dealer group last month announced it has promoted Tom Hoffmann
from director of purchasing to vice president of purchasing.
Hoffmann joined TriMega in 2011. His
promotion follows the retirement of Greg
Fish, who served more than 21 years at
the helm of TriMega’s purchasing efforts.
“Tom’s contributions to the organization
have been significant over the years in
program negotiations and helping TriMega develop our facility solutions programs, so we are thrilled to announce
his progression into this expanded role,”
commented TriMega president Mike Maggio.
“We are also excited about the impact
Tom will undoubtedly have on the organization as we look to further grow our
strengths in adjacent and emerging categories, in addition to traditional OP and
furniture,” he added.
Hoffmann has over 30 years’ experience

The BSA Standards Council met at Avery
headquarters in Brea California earlier
this month to identify industry needs
and develop its roadmap for 2017. The
committee reviewed the previously
developed standards and determined the
following action items:
Standard Descriptions
A descriptive template will be developed
for all standards that provides a brief
overview, target audience and identifies
the benefit of each standard.
Standards Marketing Campaign
Committee
This committee will review the current
BSA website for opportunities as well
as identify online opportunities with
the BSA App that is being developed.
In addition the committee will create
marketing pieces for each standard
that will include a testimonial from a
current Standards Council member on
the importance of the standard and

continued on page 18 >>
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AUTOMATE YOUR TONER FULFILLMENT
No More Running out of Toner
With Axess Auto Toner Fulfillment, we make cartridge
replacement automatic for your customers

!

!

!

!

FROM REACTIVE TO PREDICTIVE
• Automatic ordering, shipping, and
delivery of printer supplies
• The right consumable — every time
• Simplified supply ordering process
• Reduce supply inventory
AWARDED 2016 BEST MPS INNOVATION BY MPSA

Contact your CIG sales representative today
800.624.6991 | cloverimaging.com/axess-mps
544716A. Clover Imaging Group, Axess, and their logos are trademarks owned by Clover
Technologies Group, LLC, and may be registered in the United States and other countries.

Industry News
also provide an industry contact for
members who may have questions on
the standard.
Naming Conventions Standard
Additions
Following the success of GSA and
Amazon adopting the Print Cartridge
Definition, three new subcommittees
have been formed to determine
the need for the following Industry
Category-Specific Naming Convention
Standards:
• Furniture
• Technology
• Jan San

continued from page 16
“Gayle has been a key member of the
Smead team and has proved herself as
a committed company advocate,” commented Smead president Casey Avent.
“Her marketing, sales and business experience as well as her strong leadership will
help lead Smead into the future.”
Taylor has been with Smead for 10 years,
during which time she has held several
positions within the Marketing and Category & Channel Development organization, including marketing manager and
commercial channel manager. She was
promoted to senior director of marketing
in March 2015.

Print Cartridge
Standard Review Committee
This committee will determine any
needs this standard may have relative
to the current Supreme Court review of
the First Sale Doctrine and the goal of
the standard.
Office Products Industry Data
Standards (OPIDS)
Identify the key players relating to
all aspects of OPIDS and conduct a
roundtable to develop a roadmap for
the future.
If you are a manufacturer and interested in
participating on any of these committees
please, reach out to BSA headquarters
(info@BusinessSolutionsAssociation.
com) with a copy of your resume, the
name of the committee you are interested
in joining and the reason you would like to
participate.

Smead Names Gayle Taylor
VP of Marketing
Smead Manufacturing last month announced today the promotion of Gayle
Taylor to VP of marketing. She previously
served as senior director of marketing.
MARCH 2017

Clover Remans on a Par with
OEM Product in Buyers Lab
Tests
Clover Imaging Group recent commissioned the Buyers Laboratory independent third-party testing organization to
match its remanufactured print cartridges
against OEM cartridges under ISO test
conditions. The goal: to corroborate CIover’s claims that its cartridges are a true
alternative to the OEM.
Buyers Lab evaluated the page yield, image quality and reliability performance of
Clover toner cartridges and compared it to
the performance of original HP cartridges
in the HP Color LaserJet M651 printer, the
HP LaserJet M402n printer and the HP
LaserJet P3015 printer.
Clover said its cartridges performed “exceptionally” In all three HP printers. Out
of 54 tested Clover toners, 100% were
defect free out of the box and exhibited
no hard failures during life testing, Clover
reported. In addition, the Clover cartridges’ average continuous yield numbers exceeded the OEM’s stated yield across all
cartridge types, the company said.

all aftermarket cartridges perform at a level comparable to OEM cartridges,” said
Eric Martin, president of Clover Imaging
Group. “But those are our competitors.
We have always maintained that CIG cartridges are a true alternative to the OEMs,
and we now have quantifiable data to
back up our claims, thanks to this test.”
For more details, visit www.cloverimaging.com/BLI-Testing. Clover customers
can contact their account manager to request access to the test results.

Highlands Adds New Partner
and Sr. VP of Strategic
Accounts
The Highlands independent rep organization announced last month that Shannon
Blake is joining the Highlands team as
partner and senior vice president of strategic accounts.
Blake brings more than 20 years of commercial and retail sales experience to the
organization. Before joining Highlands,
she was president and owner of So-mine,
a supplier of housewares and other retail
driven products to the mass and office
channels. She will continue as a partner
and leader for that company.
“Based out of our Atlanta headquarters,
Shannon will be focused on developing
new and innovative solutions that meet
the challenges faced by our clients selling
into the increasingly volatile OP channel,”
commented Highlands CEO Bob O’Gara.
“Adding her deep and broad strategic account experience to our team allows us
to further enhance our service portfolio
for our clients, both in North America, and
around the globe.”

“We agree with the historic data that not
INDEPENDENT DEALER
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MAKE BRIGHT IDEAS

LOOK BRILLIANT
Boise POLARIS® Multipurpose Paper is exceptionally
bright and highly versatile – delivering impressive print and
excellent imaging when it matters most to your customers.
• 99.99% Jam-Free® performance guaranteed
• Made in the USA
• More vivid colors, bolder blacks and faster
drying with ColorLok® Technology

BoisePaper.com

Boise POLARIS and Paper with Purpose are trademarks of Boise White Paper, L.L.C. or its affiliates. BOISE is a trademark of Boise Cascade Company.
For more information on Boise Paper’s trademark use, go to: http://www.BoisePaper.com/TermsofUse/#Trademarks.
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When it comes to technology, there’s no one-size-fits-all solution out there. No two independent dealers have exactly the same
business model and no two dealers will have exactly the same technology infrastructure to support what they’re trying to do in the
marketplace.
But while the technology may be different, there’s one thing that’s common to just about every successful dealer today: a recognition
of the central role technology plays in their business and a commitment to invest—in hardware, software, training and ongoing technical support—to insure they take full advantage of the technology resources at their disposal.
As we usually do at this time of year, we talked to a number of dealers who are doing good things on the technology front. Here’s
what they had to say:

AOSware: Custom-Like Solutions - www.aosware.com
Growth at CPS Office Products in Erlanger, Kentucky, led Jason Sickmeier, owner and president, to seek out a computer system
that could handle business demands. The company started as a toner manufacturer and branched into office supplies to provide a
broader base.
Before switching to AOSware, CPS had cobbled together its own business system with separate programs. “It was a store front that
didn’t connect with the accounting software,” says Sickmeier. “We had CRM software, we had accounting software and a website
presence. The three didn’t communicate with each other.”
When CPS just sold toner it wasn’t that big an issue to rekey an order into the accounting system. Once office products were added
to the mix, however, duplicate re-keying became unwieldy. Sickmeier went into the marketplace to find a replacement and decided
that AOS would be the best choice.
“AOS brought all three of these processes into one area,” says Sickmeier. The software offers the ability to makes changes on the
website, which was a major improvement over what had been possible previously.
The CRM feature is especially powerful, says Sickmeier. “When a sales rep
creates a new lead everyone else in the
company is on board,” he explains. “Our
customer service team sees the customer in the system and doesn’t have
to rekey contact information so there is
less room for error.”
“We knew purchasing was going to be a
large problem if we didn’t bring on a new
program,” he adds. When he compared
the purchasing feature with three or four
other programs in his price range, Sickmeier says he found AOS the best designed and easiest to use.
“We have the ability to see pricing from up to seven different vendors on one screen,” he says. The software provides a snapshot of
all the purchases being made that that day. “That really allows us to know we are buying from the best possible vendor at the best
possible price.”
When he sat down with other potential software providers and asked what he could expect next, they told him what he saw was
what he would get. “When I asked Sonny Arora at AOS,” says Sickmeier, “his eyes lit up and he quickly showed us upgrades being
worked on.”
The AOS product is constantly evolving and new features are coming all the time, says Sickmeier. “It feels like custom software but
you don’t pay custom software prices.”

continued on page 22 >>
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BMI: 21st Century Automation - www.bmiusa.com
When Office Basics of Philadelphia opened for business in 1987 no one even imagined the role that Internet sales would assume in
the office products industry. Its pioneering efforts in automation combined an accounting platform with the efforts of two in-house
programmers to develop the company’s
initial entrée to e-commerce.
“In 2013 I made the decision to look for a
new e-commerce platform because our
home-grown system was outpaced by
evolving technology,” says John Leighton, owner and president.
Leighton decided on an e-commerce
package from BMI. The initial effort was
a hybrid system, which combined Leighton’s accounting system with a new frontend. That lasted a little more than a year
because supporting two databases was
too time consuming. In 2015 Leighton
moved all of his operations over to BMI.
Choosing a technology vendor, Leighton suggests, is like entering into a marriage—both sides need to be committed to the relationship. “What I really like about BMI is they have long tenured people who understand the unique intricacies of our business.” It’s not
necessary, he adds, to go through prolonged explanations of how the industry or your business operates.
Office Basics is a stocking dealer and required that any system offer inventory and warehouse management. “One of the strong points
of the BMI package is its ability to manage our warehouse and inventory,” says Leighton. He is especially delighted with the way the
software helps to make inventory results both more accurate and easier to achieve.
He says that the inventory count incorporated input from Office Basics resulting in a modification of the existing process to produce
a custom-like application. Leighton was able to explain his objectives and the BMI team made changes to the system to make that
possible. “We have thousands of transactions on a daily basis,” says Leighton, “and our inventory has never been more spot on than
it is today.”
With the rapid pace of technological change in the industry today, suggests Leighton, dealers have to depend on their technology
provider to keep their e-commerce systems in line with the latest developments. “It’s important that their system looks good today,
but are they committed to making it look even better tomorrow,” says Leighton. Based on his interactions with BMI, Leighton believes
his tomorrows are covered.

ECi Acsellerate: Sales Reporting Made Easy - http://acsellerate.ecisolutions.com
Automated sales reporting is the sort of tool no independent dealer should be without. Just ask Dutch Jones, senior vice president of
sales at The Supply Room, Ashland, Virginia.
“We chose Acsellerate as a sales reporting tool because it interacted directly with our back-end system to supply real-time data,”
says Jones. The data it makes readily available is helpful for anyone actively involved in sales. “The software interacts with all of our
sales and manufacturing information,” says Jones. “Basically anything you could want that you would normally have to ask IT to pull
for you is available.”
Salespeople like it, says Jones, because when they log on it provides a snapshot of their sales situation. They can see what was
billed and who bought it, he explains. The program also provides an up-to-date report on where they stand—sales so far this month,
compared to last month or last year. “It updates every night,” Joes reports. “Whenever salespeople log on, it shows them where their

continued on page 24 >>
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Announcing The Next Generation In Business Management Software
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BMI Software provides unmatched ease of use and access to your data while
running your business in the most eﬃcient and proﬁtable manner. Based on
Microsoft technologies, our latest version ensures a superior online shopping
experience for your customers while providing a highly functional, usable and
rewarding back-oﬃce software experience for your team. Additionally, there
are multiple deployment and licensing options including Azure (The Microsoft
Cloud) and subscription based pricing.
To learn more about our next generation of software, please go to
www.bmiusa.com/nextgen. At BMI, we are serious about forming successful,
long-term business partnerships with our customers. For additional information
about how we can help your business thrive, call us at 888-580-8382 X206 or ﬁll
in our contact form at info.bmiusa.com/contact-us-new.

Business Management International (BMI)
www.bmiusa.com
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compensation stands for the month and what they need to do to hit their goals.”
Jones especially likes the variance report and makes his sales reps run it every month. “It shows them sales by account month over
month or to the previous-year month,” he says. It tells them whether an account is buying more or less and indicates where there
might be sales leakage.
All of The Supply Room’s salespeople are
required to conduct quarterly sales reviews
with key accounts. They show customers the
full extent of their business broken out by essential variables. “It is an incredibly detailed
report,” says Jones. “It gives salespeople a
good reason to sit down in front of customers
and hopefully opens some additional opportunities.”
The software also provides vital information
for sales management. “I’ve got all of my sales
reporting analytics on the system,” continues
Jones, “and I use it for literally everything.”
The Supply Room has both janitorial and coffee specialists and has specific category reports available for both on Acsellerate. Jones
knows results to the day and can benchmark
those results against department goals.
“Once you have these reports at your fingertips and the ability to pull all that data so quickly, it is hard to imagine not being able to
access it,” adds Jones.

ECi DDMS: Absolute Automation - www.eciddmsplus.com
At Longhorn Office Products, Austin, Texas, Mike Winkler, co-owner, started using DDMS not long after he opened for business. “Back
in 2001 we were going gangbusters; our sales were going straight up,” says Winkler. The system he had been using didn’t have a lot
of automation and couldn’t keep up with
the growth.
Winkler switched to DDMS because it
enabled him to automate much of his operation. He says it was easy to grow with
and easy to add customers. “That was
one of the biggest reasons we switched,”
he adds. He has also made several acquisitions, and says it has been easy to
set up multiple locations with DDMS.
Right from the start the system produced
operational savings, Winkler reports. Instead of having someone sit in front of a
computer all day transmitting orders to
a wholesaler, a routine within DDMS did
this automatically.

continued on page 26 >>
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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

NEW FEATURES!

Route Reversal features available and
On-Demand Departure Time Optimization

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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“That was one of the biggest sellers [for us] because it wasn’t available on other systems,” explains Winkler. Instead of sending separately, the software batched orders and sent them out in groups during the day. Now, four hours of a person’s time every day is no longer
taken up with that task, he says.
The DDMS system provides Longhorn with complete back-end automation and integrates with ECinteractive on the front-end. “It literally
runs my day-to-day business from end to end,” says Winkler.
Since the system was originally installed it has gone through several iterations and each time Winkler has gained more capabilities, he
reports. One of the latest improvements to the front end provides credit card processing automatically.
One feature Winkler appreciates the most is the rewards web site that DDMS provides. He links to the rewards website and whenever
customers place orders online they earn reward points. When a customer wants to redeem points, the system automatically deducts the
points and alerts Winkler to the request. “I have offered a rewards program for two years and have really enjoyed the growth,” says Winkler.
Winkler adds that the DDMS system gets the job done efficiently. “The system literally does everything to run our business with the least
amount of manpower,” he says.

ECi Red Falcon: Smaller Dealer Support http://op.ecisolutions.com/red-falcon.aspx
Sage West Office Supplies in Houston is one of those dealers who changed systems when ECi announced it would no longer be adding upgrades and enhancements to its Britannia program. In August of 2015 Sage West converted to Red Falcon. “We were looking
for something that was a little more affordable and more state-of-the-art than the Britannia system we had been using,” says Susie
Chin, owner.
Chin found the Red Falcon system easy to use and she was especially impressed by the attention to training the company provides.
“Our trainer was with us every step of the way, encouraging us,” says Chin. “He really got us over the finish line.” She says that the
hands-on guidance provided by Red Falcon made sure that everything proceeded smoothly and that Sage West met its conversion date.
“Training was crucial and key to a successful conversion,” continues Chin. Available training is very thorough and so easy to work with
because it is all online, she adds. “You
can always go back to it and review any
areas that are still unfamiliar.”
Red Falcon sets up a training schedule
so the dealer is accountable for completing the training on a timely basis.
Homework assignments serve to reinforce the training topic for that week.
“They keep you on track and expect you
to do the conversion by a certain time,”
she says.
Red Falcon provides a website for customers to order online as well as order
entry capabilities. Chin likes that the
system is web-based. “I can work from
home whenever I need to,” she says.
Also important is the easy-to-use shopping cart capability that Red Falcon provides. “Our customers love the shopping experience,” she says. “It is so user friendly compared to what we had before.” This is an
important feature as Sage West doesn’t have an outside sales force and relies on its web presence along with customer referrals to
grow sales.
The ongoing education is also helpful, adds Chin. “They have training webinars at least once a month to keep dealers abreast of new
capabilities or provide additional training on existing features,” she reports.
continued on page 28 >>
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CITY OF HOPE’S NATIONAL BUSINESS PRODUCTS INDUSTRY
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Join us May 15 and 16 for the annual Bob Parker Memorial
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For more than 30 years, City of Hope’s National Business
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toward advancing City of Hope’s mission to find cures.
Join us for a memorable two days as you play golf on the
legendary Ocean Course, ranked among the top courses in
America, and stay at the award-winning Sanctuary Hotel at
Kiawah Island Resort.
Visit CityofHope.org/nbpi for more information or contact
Matt Dodd at 866-905-HOPE.
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“Red Falcon offers over the top support and their response time is great,” she adds. “You have a dealer advisor assigned to your
account so there is a go-to person whenever you have issues.”

Fortune Web Marketing: Custom Campaigns - www.fortunewebmarketing.com
Yuletide Office Solutions in Memphis
works with Fortune Web Marketing to
develop marketing strategies that foster growth. “The Fortune team works
with us to create a marketing calendar
and create content for our blog,” explains Robert Phillips, director of marketing at Yuletide. “They also work with
us on link building and in an SEO capacity.”
Fortune Web Marketing operates as a
boutique agency which designs websites, creates content for email marketing and social media posts and provides SEO capabilities. Yuletide started
out by using just the company’s content and SEO capabilities and has ex-

continued on page 29 >>
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panded its commitment since then to take advantage of all of the services Fortune has to offer, Phillips reports.
He says virtually everything Fortune produces for Yuletide is unique. No products are off-the-shelf and nothing produced for another
dealer would be used on any Yuletide project. He refers to a series of educational white papers that offered insight on various topics
as an example.
“These were made available on our blog,” says Phillips. Visitors to the site would enter their name and email address to be able to
view the content. “Once the lead is in our database, we are able to gauge their activity to determine which products or services would
benefit them,” he adds.
Content tends to be a collaboration between Phillips and the Fortune Web Marketing team. He says they share ideas back and forth
and then a draft is developed. He works on that along with Fortune to see if any changes or adjustments are needed. “Once the copy
has been completed it goes into the design process where banners are created and any links are completed,” says Phillips.
He adds that the work Fortune has produced on behalf of Yuletide has resulted in growth. “It helps us adopt marketing strategies
quickly,” says Phillips. “It helps us develop campaigns.
“Fortune is really good at helping dealers figure out their strategy and helping them find the voice they need to use,” he adds. Yuletide
pays a monthly fee for its program, and Phillips says that Fortune tailors its offerings to meet the specific needs of a dealer.

GOPD: Shopping Solutions - http://dealer.gopdllc.com/go/Home.asp
Before Denver-based Rocky Mountain Business Products moved its business platform to GOPD in 2013, its main way to reach customers was using a catalog. “We were looking to provide a shopping cart that integrated with the wholesalers and we found GOPD
to be best choice in our price range to bring online shopping capabilities to our operation,” reports Jay Tittman, president and owner.

continued on page 30 >>
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“GOPD makes it easy for a new entrant to understand, ramp up and actually start selling products online,” he says. “I did the entire
transition hands-on myself.”
The GOPD website provides a platform
for Rocky Mountain to market close to
70,000 business products for next-day
delivery. “We use the shopping cart to
fill orders and basically compete with
the big guys,” says Tittman.
Ordering capabilities encourage the integration of products from both S. P.
Richards and Essendant. Most dealers
favor one wholesaler or the other, says
Tittman, but Rocky Mountain is wholesaler-agnostic. “We have the ability to
pull from both suppliers nationally for
next-day delivery,” he adds.
With GOPD, Tittman can easily add
unique products. “We literally create
items on our own and incorporate them into the repertoire of both wholesalers,” he says. For example, he just picked up a new supplier of promotional products. “We will be able to take his catalog and highlight it right on our website,” he reports happily.
One feature Tittman finds especially helpful is GOPD’s big box price comparison. “Our customers frequently compare our prices with
Office Depot and Staples so this is a great feature,” he says. Customers can shop prices with the two big boxes every day on his site.
“On eight out of ten products you shop we will beat the super store price,” he says.
“GOPD is a professional product that provides an elegant solution,” says Tittman. “You just can’t do this on your own. You can’t interface with two multi-billion dollar suppliers and all the suppliers they support. GOPD knows how to solve problems for small office
products dealers,” concludes Tittman.

IBA: Prime Provider - www.ibainc.net
Easy to work with, efficient at what they
do, fairly priced—those are just a few
of the recommendations that Joel DeShane president of The Office Supply
Guys, Madison Heights, Michigan, has
to offer when talking about Innovative
Business Associates, who supplies and
maintains his back-end system.
DeShane has been with IBA since the
early ’90s and has never looked back
on this decision. “They sent one of their
people to train us for a week,” says DeShane. “He went home for the weekend
and came back the next week.” There
was a charge for that, but it would have
cost more to fly his people down to Texas to be trained. That was one of the biggest reasons why he originally selected IBA.
MARCH 2017
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IBA has provided updates and enhancements over the years and even recommended a web site provider when DeShane needed to
improve his front end. At industry meetings he would hear how other dealers waited weeks to get issues with their back-end systems
solved and would just smile. “That is not how IBA operates,” says DeShane. “Whenever there is an issue they solve it quickly.”
IBA has worked to make certain that all of the systems on his network run in complete harmony, he adds. “I like the way that everything integrates—for example how purchasing integrates with order entry and receiving,” says DeShane. He is always after his warehouse manager to update inventory as soon as orders are received; otherwise backorders have a tendency to show up.
“I am in love with the way the web store integrates with the system,” says DeShane. “The handshake between our TradeWeb frontend,
S.P. Richards and our backend, where our contracts and price files are stored, works seamlessly. Our customers love it.”
DeShane is especially delighted with a recent enhancement that bundles small orders together so he isn’t hit with minimum order
charges from his wholesalers. “IBA continues to do a great job for us,” he says.

KITS Collaborator: Quick and Easy Furniture Renderings - www.kisp.com/kits
KITS Collaborator is a mobile specifying tool designed to speed up the furniture sales process and transform how contract furniture
salespeople interact with their clients. Coco Koch, a senior account manager with Environments Denver, the contract furniture division of EON Office headquartered in Denver, says, “It’s a fantastic rendering and quoting tool.
“Once you are trained on KITS, it’s easy to use. It can take the pressure off the design department, as smaller projects can get done
02-16-17 Page 1 of 2
quickly on KITs without having to go
National Office Furniture Grin Lounge & Staccato Table
Quick Sheet
through the design team,” says Koch.
Customers can view chair fabrics and
finishes and select them on the spot.
KITS works on iPad Air 2 and higher
iPad versions. Once installed, salespeople can do office layouts, create 3D renderings and “Project Quick Sheets” for
their customers.
KITs is a great tool to use for a single
office, a group of chairs, or a conference
room, to name a few examples, says
Koch. “Clients love being able to see
their furniture ideas come to life while
meeting with their furniture account
manager,” she adds. It can be used for
thought starters or to close smaller projects quickly, without a lot of back and forth and extra meetings.

Total List Price

$8,682.00

The program does an excellent job of showing a client good, better or best quality renderings. “It’s better than seeing a tiny symbol
of the product on a bill of materials from a traditional rendering tool,” she adds.
The KITs tool includes catalogs from more than 50 well-known commercial furniture manufacturers including several major systems
lines. New brands are added to the KITs Collaborator tool frequently. There is an annual licensing fee of $240 for the program.
“The ease of operation is a big factor for salespeople who want to use the tool,” says Koch. “It is easy for salespeople or designers
to use without having to learn a more involved specifying tool. It is a sales tool and the programs renderings and quoting capabilities
are excellent.”

continued on page 32 >>
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IMPORTANT: This is not a quotation; All prices are approximate and are for budgetary purposes only. A quotation will be presented separately upon request and will be subject to
our normal terms and conditions.
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Logicblock: Elegant E-Commerce - www.logicblock.com
When his business outgrew the capabilities of the software he had been using, Kelly Cudworth, president of Nuleaf Office Supply,
Seattle, turned to Logicblock.
As the dealership grew and diversified its product categories and vendors, explains Cudworth, Nuleaf required a system that offered
greater flexibility in how he promoted his business and the products it sold. “I needed a platform that would allow me to meet my
marketing and product diversification objectives,” he says.
Cudworth started working with the Logicblock system mid-year 2016, but didn’t make the complete switch until last November when
his team was comfortable with operations and assured of its performance. “It is our whole platform,” he says. “Customers place
orders online, and my team processes orders on the back end.”
Logicblock enables Nuleaf to take advantage of Essendant’s programs, resources and content. “It allow me to
maintain my cost plans and price plans,”
explains Cudworth, “but it also allows
me to branch outside of the wholesaler’s
catalog and provides access to the digital marketing space.”
Digital marketing is a big focus at Nuleaf,
and Logicblock’s open platform gives
Cudworth’s digital marketing agency a
tool to build landing pages. Once those
pages are established advertising and
marketing techniques are used to bring
customers to the website. Once clients
visit the site, software analytics detail
what brought them to the site and what
items they looked at.
How Logicblock handles weighted
search is one of its best features, says
Cudworth. “It allows us to work with Essendant’s SmartSearch tool.” It simplifies the process to build pages for products Essendant
doesn’t sell, but that Nuleaf wants to promote. “We can decide what we want to focus on, create a landing page and add product
content so customers can drive right to the page and purchase the product,” he says.
Another much-appreciated feature is the order tracking details made available. Customers automatically receive notification when
their order is placed and again when it’s received by Essendant. When orders ship customers receive a branded acknowledgement
with tracking information.
“Being able to provide customers a simple and easy e-commerce experience from end to end and also provide accurate order data
without them having to call us is a big deal,” says Cudworth. “The day it went live we got five calls from customers who were so excited they got these confirmations.”

continued on page 33 >>
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sales-i: Serious CRM - www.sales-i.com
Almost four years ago Bill DeWitt replaced his aging CRM software with sales-i software. The software is the number one sales tools
that DeWitt’s sales team employs at Capitol Office Supply, Worthington, Ohio.
“sales-i helps analyze what is going on with a client; what categories they are buying and what categories they aren’t buying so a
salesperson can be better prepared for a sales call,” says DeWitt, Capitol president.
Customer management is an essential function. With sales-i salespeople can handle an unlimited number of contacts within a company. All conversations can be managed including any follow-up content that may have been talked about. “It helps salespeople stay
on point with whatever
opportunity they might
be dealing with,” explains
DeWitt.
Salespeople can use
sales-i to organize their
calls for the day in a
function called “My Calls
Queue.” “With each of
their customers they can
drill down and have a
specific call objective,”
he adds. “That is how we
train our people.”
Another useful function
looks at sales vs. gaps.
This shows by category and product when customers historically buy something and then stop. “You can ask customers specifically
about products they have stopped buying,” says DeWitt. This helps identify sales leakage.
The software’s flexibility allows DeWitt to add vital information along with contacts and call history notes. An Opportunities tab tracks
client contacts from discovery until sales begin. Another tab holds pricing information; others detail category penetration under coffee
solutions, print solutions and recycling solutions.
“Dealers should understand they can customize the software like this,” says DeWitt. “It’s not just a canned program that tells you to
do ‘X,’ ‘Y’ and ‘Z’. It’s there to help you do the job.”
Another useful feature tracks inbound calls. “If a call comes into customer service and the salesperson needs to get involved,” says
DeWitt, “the customer service rep can email the salesperson directly from the CRM without exiting out.”
Dealers need to know what they want their CRM system to accomplish, DeWitt points out. “Do you want it to be sales rep call management,” he asks? “Do you want it to be sales analytics?” From a sales management standpoint there’s a lot of data that can be
utilized. “If dealers want to acquire either of those capabilities, they should look at sales-i software,” adds DeWitt.

Systems Solutions (SSI): Resource Ready - www.ssiop.com
After using Britannia for more than 10 years, Rick Dixon, president of Clark Office Products in Harrison, Arkansas, found himself having to find a replacement. His search was complicated by his machines business. The Britannia system he had been using included
a service module he needed to manage that side of his dealership and the systems he first looked at all lacked this feature.
Then one of his reps suggested he talk to another dealer who was using software from SSI, Systems Solutions. “SSI seemed to offer
best value for what I needed,” says Dixon.
The SSI Business System turned out to be everything that Dixon needed and more. While the system does accounting Dixon has
stuck with QuickBooks because of the unique needs of his two retail stores.

continued on page 34 >>
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Everything else—from his website and
purchasing to inventory and accounts
receivables—is handled by SSI. Dixon
especially likes how the website integrates with the system and how easily
he can change prices. “SSI also provides our point-of-sale system,” he
adds. “We have it in use at our counters
in both stores, and it works well.”
Accounts receivables is another feature
which he says offers flawless operations. “My wife handles receivables for
us and she just loves it,” says Dixon.
“She says that it cuts an hour out of her
work day because it is faster than what
she used to use.”
Dixon also praises the overall view of his
operations that the SSI software provides. When he comes to work in the morning he begins by pulling up results from the previous
day. He views every sale that went through along with the accompanying margin. With this information at his fingertips Dixon is able
to analyze results and strategize what steps might be needed to improve. Best of all, the cost of the system offers significant savings
with payments half of what he was used to.

Thalerus: Web-Based Solutions - www.thalerus.com
Pencil Cup Office Products in El Paso
was one of many Britannia users who
needed to find a replacement when ECi
announced it would no longer be providing upgrades or enhancements to the
program. For Christina Gandara, office
manager, Thalerus was the best choice.
Pencil Cup had previously talked with
Thalerus but held off making a change
until August 2016. The system is webbased and with that difference, she says,
it’s able to provide her with a much bigger
picture. “With the web-based approach,”
she says “everything can be accessed
from the opening screen, such as setting
up files, customers or vendors.”
Thalerus also hosts Pencil Cup’s online
presence. “Setting up order approval
for users has been extremely easy,” she
says. She says the system is easy to use

continued on page 35 >>
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and customer friendly. Different templates offered for hosted pages simplify the process to establish an online presence. Pages are clean
and easy to navigate.
“Any customer who has done any kind of online shopping before unquestionably will know how to use our site,” says Gandara.
One of the best features of the Thalerus system, says Gandara, is the ease with which pricing structures can be set up. It’s not necessary
to set different structures for every customer. The system offers preset pricing profiles. “Pick the pricing strategy that works best, and
you can apply that to a customer,” she says. “We don’t have to go through and copy every contract—just copy a profile and a pricing
strategy and you’re done.” Once set, pricing profiles can be tweaked for individual accounts.
Another useful feature of the Thalerus system is the way it handles customers who make purchases using e-commerce malls. Customers such as universities and municipalities tend to use such arrangements for their purchasing. In the past when there were errors or
exceptions, such as an item that was back-ordered, Pencil-Cup wouldn’t be notified; the error would just sit there.
“Now we get an email instantly saying that an order failed to come through,” says Gandara. “We can log in, find the error immediately
because the system shows us what it is, and fix it right away.
“This system pulls correctly and fixes everything right away,” she adds. “The supply chain runs so much better from the purchasing side.
It is quicker and more integrated.”
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Revitalizing
Your Sales
Team: One
Dealer’s
Story
By Steven Sterne

What do you do when you realize your
sales force is no longer performing the
way it needs to if you’re going to keep
your dealership growing and profitable?

was very little appetite for account acquisition and without exception, their energies
were focused almost entirely on taking
care of their existing customer base.

That was the question facing Keeney’s
Office Supply and Office Interiors in Redmond, Washington, in 2015. On the surface, everything seemed just fine, with
sales volume up by double digits over the
previous year. But as president Lisa Keeney McCarthy and I looked a little more
closely at where those sales gains were
coming from, we found some significant
reasons to be concerned about our future.

Further complicating the picture, we realized, was their independence. Each of our
reps behaved as if they were running their
own individual business and that was
pretty much how we had let them operate
for years. Now, however, we realized that
approach was a luxury Keeney’s could no
longer afford.

First of all, those big sales gains were due
primarily to some large, one-time furniture
projects we had won and our supplies
business was only 2-3% ahead of the
previous year. Even more worrying was
the fact that virtually all the gains—and indeed, just about all of our total sales volume—came from our existing customers.
Most of our sales team had been with us
for years. They were strong, experienced
sales professionals and each one could
point to a solid book of business. But there
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With so many different ways of handling
accounts—depending on which sales
rep they were working with—the experience of being a Keeney’s customer was
not the same for everybody and that was
hurting our brand. In addition, having
one set of rules for one salesperson and
a different set of rules for another was
not only costing us money but it was also
putting some enormous pressure on our
operations team.
Clearly, it was time—in a very real sense,
it was past time—to do something about
all this.
INDEPENDENT DEALER

We needed a more aligned organization,
where everyone was facing in the same
direction and working out of the same
playbook. And we needed a much greater
emphasis on account acquisition to have
any chance of maintaining our growth in
the years ahead.
Closely related to those goals was a
recognition that our compensation program—which had remained essentially
unchanged for decades—wasn’t working
for us anymore. That program too needed
changing if our salespeople were going to
start functioning the way we wanted them
to.
Tackling any one of those goals on its own
would have been a daunting task, but if we
were to address all three—a more aligned
organization, a greater emphasis on new
account acquisition and implementation
of a comp plan that would drive the business in the desired direction—we needed
some additional help.
To provide an outside perspective and
bring focused sales leadership to our ef-

continued on page 37 >>
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forts, we turned to industry consultant
Tom Buxton. We knew Tom had played a
similar role at other dealerships who had
faced similar challenges to ours and he
could point to a solid track record of successful sales force revitalization.
We brought Tom in as our interim consulting sales manager and for the next six
months, he was hands-on at Keeney’s,
leading our sales meetings—usually over
the phone—and coming out once a month
to work with Lisa and me, go on customer
calls with our reps and drive our retooling
efforts forward.
Under his leadership, we introduced an
expectation to our entire sales team that
they would call on potential new customers as part of their regular routine. We
didn’t set the bar too high but we made
it clear that prospecting was now a key
component of the sales effort at Keeney’s—without exception.

continued from page 36

We also changed our comp program to
better reward the salespeople who want
to follow the new direction the company
had set.

That doesn’t mean we are finished with
our sales team retooling. We’re not, but
that’s only because we’re still growing
and we’re still hiring more salespeople.

Not everyone responded positively to the
changes we were asking for and we did
end up parting ways with some long-times
salespeople. It wasn’t’ easy to see them
go but it was necessary if we were to take
the company where it needed to go and
bring in the type of sales rep who wanted
to follow clearly defined processes, rather
than be completely independent.

Our sales are strong, but now, we’re also
seeing a steady stream of new accounts
to keep them that way. And our people
are aligned and working as a real team to
support our overall goals and objectives.

Eighteen months after we started working
on the revitalization process and a full year
after bidding farewell to Tom Buxton as
our sales manager, Keeney’s is the most
unified organization in terms of common
goals and common policies and procedures that it’s ever been. We also have the
most focused and successful sales team
that we’ve ever had.

Change is never easy but we’re a very
different dealership today from what we
were two years ago. There’s a confidence
now throughout our organization that
we’re pointed in the right direction and
positioned to keep the momentum going
for the foreseeable future.

Steven Sterne is general manager of Keeney’s Office
Supply and Office Interiors in Redmond, Washington.

Join NOPA for the 2017 Small Business Advocacy Fly-In!
WHO:

Independent Dealers

WHAT: Small Business Advocacy Fly-In
WHEN: May 16-17, 2017
WHERE: Hilton Garden Inn Alexandria / Old Town
WHY:

To Defend the Future of the Independent Dealer Industry

COST: $50 Registration Fee
NOPA Small Business Advocacy Fly-In registration and hotel reservations
now available on the NOPA website.
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Run Your Business, Don’t Let It Run You
The following article is based on a recent blog posting by Aileron, a nonprofit organization whose mission is to help unleash
the potential of private businesses. For more information, visit www.aileron.org.

Working long hours, not getting enough
sleep, eating food based on what’s convenient, and missing out on time with your
family…These and other stressors can be
draining for a small business owner: physically, emotionally, and mentally. At times, it
may even seem you have to keep sacrificing
your health for the sake of your business.
But health and running a successful
business can—and should—go hand-inhand. Being more intentional about how
the hours are used outside of 8-5 can also
help your company’s performance.
We sat down with two successful small
business entrepreneurs, John Meredith,
president and owner of SaverSystems
and Scott McGohan, CEO at McGohan
Brabender, to talk about their approaches
to creating a lifestyle that is both fulfilling
and sustainable.

Putting a Priority on Health and Well-Being
“Leaders have tons of energy and they are
relentlessly thinking about innovation. But
often, leaders neglect their own health,”
says Scott.
“Leaders have a lot of obligations running
an organization—an obligation to their
employees, an obligation to their families,
and [to their organization],” he explains.
When a leader neglects his or her own
health, it can be a problem since so many
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others are counting on them and looking up to them, says Scott. “We see this
when a business owner or an entrepreneur passes away unexpectedly, or if they
have a heart attack. It causes the organization to be posed with liability it can’t
afford, or families to have to deal with estate planning that potentially hasn’t been
addressed,” says Scott.
“Ultimately, it can even result in fear in
employees, who may wonder, ‘What’s going to happen to this organization?’”
There was a time, almost ten years ago,
when Scott had put on more weight than
he was comfortable with. He didn’t have
the emphasis on the same healthy lifestyle he has today: “For the most part, a
lot of [the issue] was how I felt about myself on the inside.”
For Scott, part of the change had to do
with self-reflection and asking, “Why am
I letting this happen? Why is this going
on in my life?” He found that for him, he
needed to change how he thought about
and approached nutrition and food. “I
had to look at food more as fuel. Just like
with our cars, where our cars need fuel to
move—I need food as fuel to move.”
At the time he wasn’t giving a lot of consideration to what he was eating. “I never
really respected food, so I used food to
make me feel good instead of as fuel. I
INDEPENDENT DEALER

had to unpack, what does food do in my
life? And how big of a fuel tank do I need
during the day?” To help manage his other
daily stressors, he started spinning, which
he normally does in the evenings.
“It just helps me unwind the day. Then I
might sit in a sauna for about 30 minutes
and then just meditate what went well that
day or what happened that day that didn’t
go so well,” he says.
John says over the years, his focus on
his own heath has ebbed and flowed, but
he’s always been extremely healthy. Like
Scott, he also takes time to exercise. John
has found recreational exercise, a focus
on nutrition, and working to get enough
sleep are all factors that support his day
in and day out health.
“I’ve been very blessed and fortunate
that way,” says John. “If my energy level
is down, I certainly think at some point,
it could affect the culture of the business
and ultimately affect the bottom line, so I
work to get enough sleep so I do not get
out of my routine.”
John models the way through his own behavior, but through a bit of trial and error,
he has also found other ways to help promote healthy habits at his company.
Besides having nutritionists and education that is readily available for interested

continued on page 39 >>
PAGE 38

Run your business...
staff, John says they also put a ping pong
table in their office to encourage a bit of
movement throughout the day.
The company has since discovered that
people are getting in up to 15 minutes of
aerobic exercise with each game—with
the added benefit of helping productivity,
not hindering it.
“There have been a lot of friendly rivalries and people play a lot of doubles and
things like that,” he says. They even have
a robot that can play if no one else is up
for a game. “If you’re sitting in front of
your computer all day, sometimes you
just need to walk away from it. This just
provides a healthy outlet, a way to let off
a little steam, if you will, and that’s really
helped all of us.”

Making Time to Read
“As a leader, reading might be your number one responsibility: you need to be a
ferocious reader and relentless continual

continued from page 38

learner,” says Scott. “You can’t do that on
your own. We might have gotten far flying
by the seat of our pants, but there are a lot
of smart people out there that have really
good ideas and we’ve got to make sure
that we’re relentlessly looking forward.”

“Some advice that was given to me a
while ago was to just jump off the grid every once in a while—and just read a novel.
Just get your head completely out of the
game, and just go off the grid. That’s been
really helpful for me,” he adds.

Scott says reading is one way to help
make sure that you aren’t looking back on
what has been done, or what worked in
the past.

John says that it is the time before or after
work where he really gets the best ideas.
“The big things in life you do from 5 to 9.
That’s when you build relationships, that’s
when you work on all the things you need
to be working on. That’s when you have
your great ideas to [move] your business
forward, so many times,” says John.
“Even if it is just half an hour in the evening, just a little something every day to
keep moving forward.”

Reading can help business owners be
sure they are looking forward and that
they are getting knowledge from other industries and business.
“It can help provoke people to think differently about the business. That includes our
employees, that includes our customers,
that includes our prospects. Quite frankly
the only way you can get that asset is to
read,” says Scott, who will read everything
from Harvard Business Review to blogs, to
resources on Twitter and LinkedIn.

“Business changes so rapidly. It’s not the
big versus the small, it’s the fast versus
the slow,” says John. “I have found business to be very fast paced, and we really
need to always be reading and learning.”

Join the Business
Solutions Association
for the 2017 Annual
Forum!
The Forum will take place at the
Austin Hilton.
www.businesssolutionsassociation.com

Save the Date:
2017 BSA Forum in Austin, TX
September 6 - 7, 2017
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Will 2017 Be a
Success Story, Or
the Same Story
With a Different
Chapter?
By Troy Harrison

As you’re reading this, we’re three months into 2017. How is
your year starting out?
Experts tell us that the economic indicators are up and that
we may be poised for the first strong period of economic
growth in several years. That’s great news—on a macro level.
Let’s take a micro-level look for a moment. How is your 2017
shaping up?
I’ve talked to a number of businesspeople who are excited
about a fast moving economy again. Fair enough; so am I.
There’s a problem, though, if you’re counting on the economy
to make your 2017 goals happen. Helpful hint: It won’t. Only
those companies—and sales forces—that have positioned
themselves to take on the challenges of 2017 will succeed; the
rest will simply miss opportunities.
If you’re ready to write a success story in 2017, here are six
steps toward making your success happen.

1. Find Your Fred.
	We’ve talked about “Fred” in this space before. “Fred” is
my code name for your target customer. Your “Freds” are
the customers who truly drive your sales and profit contributions. Often, your Fred is neither your largest customer
nor your most prestigious. Instead, they’re the customers
who buy from you, day in and day out, paying a nicely
profitable price and not eating your salespeople and customer service people alive with complaints, requests for
unreasonable discounts, etc.
Do you know who your Fred is? More importantly, how much
of your sales activity is targeted at finding and selling new
Freds? If you’re not verifiably spending at least 60% of your
sales time (80% is better) selling to Fred, you have a problem.

2.	Reevaluate Your Sales Model.
	Too many of you are still working with sales models from
decades past and you haven’t taken a fresh look at them
for years. Here’s the key question: Are you selling the way
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that your customer wants to buy? I’m not talking about
price here. I’m talking about how the information flows
back and forth, how the customer is engaged, whether
customer comfort is taken into consideration and how
customer-friendly the entire process is.
Just because it worked 20 years ago doesn’t mean that it will
work now. The Internet has changed the customer’s ability to
dictate your business model in ways that yesterday’s customer couldn’t even have imagined. Take a fresh look and ask
yourself: Would you want to buy from yourself?

3.	Reevaluate Your Technology.
	
This is closely related to the last point, but today’s buyer
uses technology more—and more effectively—than ever.
We tend to focus on the technology that allows a buyer to access information on your company’s products and services—
web presence, social media, etc.—but just as important is the
technological interface that allows the customer to physically
order and pay. If you’re not sure what your customers want
from you, ASK THEM. They’ll tell you.

4.	Reevaluate Your Sales Force.
	Yes, I know. There’s a lot of reevaluation going on here
but that’s what is necessary. More than just a few companies have gotten into a funk after the last several years
of a low-growth economy. Salespeople who should have
been upgraded or trained have remained and allowed
territories to stagnate, while even top salespeople have let
their edge get dull.
Now is the time to change this. You have three types of
salespeople: Your top producers (who are continuing to grow
your business), those salespeople that need to be trained up
and those for whom training won’t do any good, and whose
performance doesn’t justify their continued employment. You
know what to do. Replace the last group, and train up the two
previous groups.
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5.	Take a Look in the Mirror.
	What about you? Is your sales management game up to
par? It’s one thing to reevaluate your sales force, taking
a fresh look at their work and their contributions to your
dealership’s overall goals. What about your contribution?
If you’re a sales manager, you should be focusing your
time on developing your salespeople.
Here’s a simple self-test: How much of your time is spent in
the field with your reps? If your answer is less than 40% (two
days a week), that’s not enough. The best sales managers
spend 50% or more of their time on skills improvement with
their reps.
That leads to another question: How are your coaching
skills? Are big deals closed because your people are skilled
enough to close them, or are you the “super salesperson” who
swoops in at closing time and locks down the deal? While that
might be fun for you, it’s not the best strategy for your company. There are more of your people than there are of you and
you can only be in one place at one time.

6.	Get Help.
	Yes, I’m talking about professional help. If there’s anything that I’ve discovered in over 25 years of selling, sales

continued from page 40
management and consulting, it’s that nobody is good at
everything that’s required to build a sales force. That’s
why the entire profession of consulting and training exists.

To succeed in 2017, you’re going to have to know your Fred.
You’re going to have to have an optimized and highly tuned
sales model that sells the way your customer wants to buy.
You’ll need technology to support that sales model and you’ll
need salespeople who are trained in that sales model and
trained to have high level conversations that reflect the needs
of today’s buyer. And finally, you (or whoever manages your
salespeople) will need to have your sales management game at
a top level.
If you do not have any one of these five characteristics right,
you’re going to lose business—and lots of it—to companies
that do. So, yes, don’t be afraid to bring in an outside resource.
If that’s me, great, I’m happy to help. But if not, get SOMEONE
with the right expertise. Your success depends on it!

Troy Harrison is the author of “Sell Like You Mean It!” and “The Pocket
Sales Manager” and a speaker, consultant, and sales navigator who helps
companies build more profitable and productive sales forces. 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.

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

Join our conversation on Facebook and LinkedIn for more information.
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How to Avoid a
Starring Role
in Death of a
Salesman
By Phil Barnette

Don’t look now but Death of a Salesman,
which started out as a play in 1949, is finally becoming actual reality!
By 2020, according to Gartner Research,
customers will manage 85% of their relationship without interacting with a human. And Forrester, in a forecast made
back in April 2015, says one million B2B
salespeople in the U.S. will have lost their
jobs to self-service e-commerce by that
same year.
None of this should come as news to you.
If it does, you already have problems!
The role of the sales professional has been
changing for years. Even if some have still
been able to succeed by using the old
playbook—consistent sales calls, routine
visits and competitive pricing—the days
when that approach will work are quickly
coming to an end.

So what are you
going to do about it?
The good news, despite all the gloom and
doom, is that relationships still count. The
bad news—and it’s only bad if you let it be
bad—is that the way those relationships
need to be developed is changing rapidly
dramatically.
Communications are critical but they have
to change, too. More mature buyers typically still welcome face to face meetings
with their sales professional but younger
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buyers—and they are growing in number—prefer e-mail or text. The key is to
understand how they want the relationship to work and then adapt. If you start
out expecting the buyer to adapt to you,
the relationship will be dead on arrival.
Being willing to communicate with the
buyer on his or her terms, though, is
nothing more than part of the price of admission. The demands on today’s B2B
buyers are so great that if you can’t bring
real value to them—based on their specific needs and priorities—your sales call
history will make you look like a college
basketball star: one and done and not in
a good way!
On a more positive note, those same B2B
buyers have shown repeatedly that if you
can deliver value that is specific to their
needs and priorities and demonstrate that
you do indeed understand their business
and know how to support it, they will welcome you with open arms.
Putting it simply, B2B decision makers are
looking for a sales professional who can
help them run better with them than without them. The question then becomes:
How do you do that?
Competitive pricing is still part of the answer, of course. But just as important,
the successful sales professional of tomorrow must become the sales consultant of today.

INDEPENDENT DEALER

If all you’re doing is talking product and
service costs, you will find yourself edged
out by the Internet and/or your customer’s
perception of Internet pricing.

You have to offer
more!
Instead of being beaten up by the Internet
over pricing, use it to research customers
and prospects. Visit their websites on a
regular basis, track them on LinkedIn, if
they’re publicly-traded see what analysts
have to say about the key challenges and
opportunities they face in the markets that
they serve.
You have to figure out a way to move to
the other side of the desk and work side
by side with the buyers. Learn how to look
at your world through their eyes and work
with them to build a customized solution
that fits their specific needs.
Do that and price may well become a
non-issue. Stick with the old playbook
and get ready for a very different future…
2020 is only three years away!

Phil Barnette is a veteran sales and sales
management coach/trainer/consultant with
IDGrowth Solutions who is dedicated to providing
best in class sales and sales management training
and development to the independent reseller
community. For more information, contact Phil at
p.barnette@comcast.net.
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