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WINNERS’ Circle
Lake County Office Equipment Founder Turns 100

Front row (L. to R.): Robert L Trombino, Jr., (son and CEO of Office Plus of Lake
County), Teddy Trombino (co-founder), Wes Trombino (grandson and company pres-
ident). Back row (L. to R.): Donna Trombino (company CFO), Sandy Trombino-Schwab
and Linda Trombino-Busscher (grand daughters) and Bob Mosier (grandson).

In Waukegan, Illinois, Theodora “Teddy” Trombino, who co-founded

Lake County Office Equipment back in 1945, recently celebrated a

very special landmark as family and friends gathered to honor her

100th birthday on March 5.

Teddy, who was born in Kenosha, Wisconsin, on March 7, 1911,

and her husband, Robert Trombino, Sr., started Lake County Office

Equipment in 1945, with just $1,500 and a prayer.

Sixty-five years later, the dealership, now known as Office Plus of

Lake County, is still going strong, under the direction of Teddy’s son,

Robert Trombino, Jr. and wife Donna, as well as grandson, Wes

Trombino. 

It’s truly a family business. Teddy’s two sons, James and Robert Jr.,

both worked for many years as sales reps and Teddy’s eight grand-

children all worked in various capacities for the company as well. 

All her life, Teddy has served as a source of inspiration to her family

and everyone she meets, says the Office Plus team. “I don’t think

we have ever heard her utter a single complaint about anything,”

says granddaughter Sandy Schwab. “She has always been a pos-

itive role model for each of us through her strong faith in God and
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NOPA's 
Capitol Hill
Conference: 
A Good Start
But Only a Start

NOPA's "Capitol Hill Day" fly-in event last month
made a reasonable start on the effort to educate Con-
gress about the problems independent dealers and
other small businesses are facing in the government
market, but let's not kid ourselves. It was only a start.

The good news is that it's early in a new session of
Congress and that means our elected officials are
more inclined to pay a little more attention to the folks
who recently helped them get elected or re-elected.

But that's only good news for the dealer community if
collectively, we become a lot more proactive and start
reaching out to Congress— particularly members in
our own districts and on some of the key small busi-
ness and government oversight committees—far
more aggressively than we have so far.

NOPA has a valuable role to play as a central point of
focus for lobbying efforts on behalf of independent deal-
ers. But its impact as an organization can only go so far.

If you're one of the far too many dealers out there who
has seen their government business evaporate due to
recent major federal procurement changes, or who
has lost government customers to pass-throughs
working with a big box company, don't expect NOPA
or anyone else to solve those problems for you with-
out your full engagement.

At the end of the day, it's up to you to take ownership
of the task of educating your elected officials on how
a government that misses few opportunities to pro-
claim how much they value small business has
adopted policies that are making life far too difficult
for small business in the government marketplace.

Turning the current situation around is going to take
an ongoing, focused effort by a bunch of people
like you. And if you haven't started looking seriously
at what you personally can do to help the cause,
there's no better time than right now.

For more details, contact NOPA president Chris
Bates at 1-800-542-6672 or cbates@nopanet.org.

mailto:cbates@nopanet.org


Since 1983, the office products industry has served as a key fundraiser
for the City of Hope, one of the country’s leading research and treatment
center for cancer, diabetes and other life-threatening diseases. At
INDEPENDENT DEALER, we’re proud to join with the fine companies
represented on this page who are supporting our new “Logos for Hope”
campaign. To find out how you can add your support, click here.

®
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her love of family and friends. I believe her amazing attitude

and unending faith is what has kept her here with us for so

long.”

If you’ve been involved with the independent dealer commu-

nity for any length of time, you’ll know there are some special

people out there who make it all happen. It’s a pleasure and

privilege for all of us at INDEPENDENT DEALER to join with a

special lady’s many family members and friends to honor one

more. Happy Birthday, Teddy!

Friends Business Source, 
Ohio Dealer, Hosts Office Idol 2011
American Idol may be one of the most successful TV shows

in history but there’s always room for improvement and in

Findlay, Ohio, Ken Schroeder and his team have come up with

a powerful new way to take it all to the next level.

Their version is called Office Idol and while it may not get quite

the same level of attention as the TV show, the contest has

provided an outstanding opportunity for the dealership to rec-

ognize some special people.

From March 7 through April 22, Friends customers were in-

vited to submit nominations for the Office Idol title, with the

winner announced, fittingly enough, on Administrative Profes-

sionals Day, April 27.

There were 74 total nominations received between March 7

and April 1. Nominees were voted on by office employees of

Friends, who picked ten finalists to be voted on by the general

public via the Friends web site.

By the time the contest was over, 4,905 people had cast their

vote, selecting an office manager at a local career center as 

the winner with over 3,000 votes! The grand prize from Friends

was a Keurig single-serve B150 coffee brewer, a $200 value.

“Our administrative professionals are in constant contact with

all of our customers, and the customer experience is extremely

important to me and to Friends,” explains Ken “We need them

to be very knowledgeable, customer focused people, who

make the customer’s initial experience with Friends a pleasant

one.”

Based on the level of participation this first contest generated,

it looks like Ken’s team is doing just that and then some!

AAA Business Supplies & Interiors, San Francisco
Dealer, on the Acquisition Trail
San Francisco-based AAA Business Supplies & Interiors last

month announced the acquisition of two Northern California

independents, Advent Office Furniture in Santa Rosa and Cor-

porate-One in San Francsico.

AAA described Advent Office Furniture as the leading contract

furniture dealership north of San Francisco while Corporate-

One was a well established commercial office supply company

that had served the San Francisco Bay area for over 50 years.

The deals represent the ninth and tenth such acquisitions for

AAA since its founding in 1980. AAA said it will be retaining

the Santa Rosa Advent location, to position itself for future ex-

pansion of its sales and support team in the Northern Califor-

nia marketplace. 

In addition, AAA is retaining the majority of Advent and Cor-

porate-One employees, including Mark Burchill, Mel Konrad

and Darvin Goodrum, the former owners of Advent. 

“AAA, Advent and Corporate-One have been serving the

Northern California market for many years, and all share sim-

ilar cultures and a common commitment to world-class cus-

tomer service,” said AAA partner Steve Danziger. “We are

delighted to welcome all these new outstanding industry pro-

fessionals to the AAA team, and look forward to leveraging our

combined experience and resources to further benefit our

client base.” 

Eaton Office Supply, Buffalo, 
NY Dealer, Buys Local Competitor
In Buffalo, New York, last month, Bruce Eaton and his team at

Eaton Office Supply were celebrating an acquisition of their

own, after inking a deal to purchase the assets of Service Of-

fice Supply, a nearby competitor that was founded in 1861.

The acquisition makes Eaton’s the largest office supply com-

pany in the region and opens the door for expansion into new
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Member of

The #1 Software Provider for the Office Products Industry

Build your business
for success

www.ECiSolutions.com/Success
The foundation for your business’ success. 

Only ECi offers you a choice  
in software solutions to fit your 
business. Over 400 new  
customers have made the  
switch to ECi in the past year.

Business systems designed to fit your needs—whether you are a small startup or a large, multi-location company
Manage multiple verticals including office products, office machines, office furniture, break room supplies,  
IT consumables, MPS and more
Best-in-class e-commerce solutions that allow you to compete with the big-box stores
Every solution your business needs—from credit card processing to business intelligence to document management
30+ years of industry experience, more than 5500 customers and $100 million in e-commerce sales per month

Only ECi offers you more:
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markets in Medina, Batavia and Meadville, Pa., where Service

Office Supply is already established, according to the local

Business First magazine.

"We've been competitors, but we were friendly competitors,"

Bruce told the magazine. "We had a very friendly dialog that

led to this." 

The deal, Bruce added, is considered a strategic one for his

company because it allows the firm to move into new markets.

In addition, it increases his dealership’s purchasing power by

merging together the customer lists of both companies. Com-

bined, the two have more than 3,000 customers in Western

New York and Western Pennsylvania, according to Business

First.

Service Office Supply's functions will be shifted into Eaton’s

40,000 sq. ft. building and Service Office Supply chairman

Howard Hutton will remain during the merger process. His

sons, Brian, Tim and Randy, are remaining as long term ac-

count executives. 

Office Basics, PA Dealer, Acquires BF Molz
In Boothwyn, Pennsylvania, John Leighton and his team at Of-

fice Basics are celebrating the arrival of some major new

growth opportunities, following the acquisition of local friendly

competitor BF Molz in Moorestown, New Jersey.

The merger will provide an estimated 40% boost to Office Ba-

sics’ sales volume and, says director of operations Ray

Kendall, promises to take the dealership’s furniture business

to the next level and then some!

“BF Molz is an extremely good fit for us,” says Ray. “They are

an outstanding organization with a truly excellent sales team

that has done a superb job against some very tough compe-

tition.”

BF Molz is an Allsteel/HON dealer and, says Ray, that side of

the business was particularly attractive to Office Basics.

“We’re looking forward to combining our strengths on the sup-

plies side with BF Molz’s strengths on the office furniture side,

particularly in the healthcare arena,” he says. 

Reflecting the strength of the Molz organization, the com-

pany is retaining its name in the marketplace and will operate

as BF Molz Business Interiors, a Division of Office Basics

going forward.

Office Basics is also keeping the entire full-time Molz staff,

though Ray indicated some realignment of job responsibilities

will probably be forthcoming as the two companies work

through the consolidation.

Pencil Cup Office Products in El Paso 
Helps Lead the Local ‘Buy Local’ Charge
In El Paso, the Buy Local movement has been very much front

and center recently, thanks to Teri Gandara of Pencil Cup Of-

fice Products and the local Homegrown El Paso organization. 

Teri is a Homegrown El Paso board member and over the past

several months, she has been spearheading preparations for

the group’s annual Business-to-Business Expo.

The event took place last month and drew over 200 customers

and prospects who visited some 30 locally owned and oper-

ated businesses and heard presentations, including one from

Teri herself, on how choosing to buy local instead of shopping

at a big box helps the local community on multiple fronts.

“We host our own annual office products expo at Pencil Cup,

so I already knew what was involved in putting an event like

this together,” Teri explains. “It’s a lot of work and very time-

consuming but definitely very worthwhile.”

If you’re interested in taking that message to your own commu-

nity, you might want to check out the “Buy Local Central” area

of the INDEPENDENT DEALER web site (http://buylocal.ideal-

ercentral.com/). That’s just what Teri did and she found a down-

loadable PowerPoint on the site that she customized for her own

presentation. 

“It takes time to get the word out but more and more people

are recognizing the decisions they make about where they

shop do make a difference to the community and they’re re-

sponding very positively to the buy local message,” she says.

Economy Office Supply, California Dealer, 
Organizes Innovative Tsunami Relief Fundraiser
What can a single small business do in response to disaster

on the scale of the earthquake and tsunami that hit Japan

March 11?

In Glendale, California, Debi King and her team at Economy

Office Supply came up with an innovative answer that allowed

them and their customers to help make a difference.

The effort, spearheaded by VP of operations and marketing

Karla Veliz, worked quickly and effectively.

After making an initial contribution of $300 itself, the dealer-

ship donated $1 to relief efforts for every $100 customers
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Innovative Products Easy-to-use Templates and Software Service and Support
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Organize papers easily  
with Binder Pockets.
• Choose single pockets, or 

an innovative double pocket 
that holds an 8-1/2"x 11" 
page and folds to fit in a 
small binder or organizer

Small size, big performance.
Smaller binders and organizers offer innovative features  
to keep you organized in the office or on the go.

Little things that work in a big way. ™

Organize work with these  
stylish Dividers!
• New Studio Design,  

traditional Write-On  
Dividers, or insertables

• Filler paper that is  
7-hole punched

5-1/2" x 8-1/2" Binders  
offer innovative features.
• Stylish Comfort Touch View
• Protect & Store™ View with  

clasped inside pocket
• Durable View for  

frequent reference

Protect documents and  
business cards.
• Heavyweight Diamond Clear 

Sheet Protectors
• Durable Business Card Pages

All accessories are 7-hole punched to fit smaller binders and organizers.

http://www.avery.com


spent with Economy until they reached a grand total of $1,000.

Avery and Energizer added their support with some special in-
centives. Orders over $500 earned a free emergency pre-
paredness kit from the Red Cross courtesy of Avery, while
anyone placing an order over $100 also got a free pack of En-
ergizer batteries.

Response, says Karla, was quick and generous. “About 500
customers participated in the effort and our average order size
in March increased by about $7,” she reports happily.

Obviously, $1,000 is not a huge amount in the face of what
threatens to become the most costly natural disaster on
record. But for the folks at Economy and their customers, it
was an effective way to at least do something to help those in
desperate need.

Newtown Office Supply, PA Dealer, Puts Its Best
Foot Forward to Fight Multiple Sclerosis
In Newtown, Pennsylvania, David Wickman and his team at
Newtown Office Supply put their best foot forward for a worthy
cause and then some last month, when they took part in their 

David Wickman of Newtown Office Supply and his wife Dorree, surrounded
by family and friends at last month’s Walk MS. 

local Walk MS, an annual event organized by the National Mul-

tiple Sclerosis Society to support MS research and raise public

awareness of the disease.
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MAY 2011 INDEPENDENT DEALER PAGE 8

CONTINUED ON PAGE 10

http://www.mbsdev.com


http://www.fellowesrewards.com


Finding a cure for MS, a chronic, unpredictable neurological

disease that affects the central nervous system, is personal

with David.

His wife, Dorree, has been fighting MS since 1984 and the fa-

ther of one of his co-workers at the dealership also has the

disease and is losing his ability to walk.

Judging from the industry support David’s effort generated this

year, he’s not the only one with strong feelings about the need

to find a cure.

Over 150 people joined David’s team this year, to walk and

raise funds, including a 15-person team from United Station-

ers’ Cranberry, New Jersey distribution center and represen-

tatives from S.P. Richards, RepForce USA and others.

“It has been a difficult year for me with my wife’s problems but

all the industry support of our fight against MS has been very

gratifying,” said David, who gave special thanks to United and

to Nicole Simone Hoderny of Midland Paper for their efforts.

By the time the 3.2 mile walk was over, David’s team had

something truly special to be proud of, with total funds raised

in excess of $12,750, more than double last year’s total!

And, of course, planning is already underway to make next

year’s walk even better!

Emerald Business Supply Serves as Major Sponsor
for Autism Fundraiser
April was Autism Awareness Month and in Philadelphia,

Michael O’Connell, Sr. and his team at Emerald Business Sup-

ply went all out in support of this worthy cause as a major

sponsor of the South Jersey Autism Speaks organization’s

fourth annual silent auction.

The event helped raise over $12,000 to support research and

advocacy programs on autism, the fastest-growing serious de-

velopmental disorder in the U.S. 

Emerald’s support of South Jersey Autism Speaks is about

more than just giving back to the community, Michael ex-

plains.

Later this month, Michael will be participating in the annual

“Walk Now for Autism Speaks” event in South Jersey, as a

member of Team Jameson, named in honor of his grandson. In

asddition, Michael’s daughter chairs the South Jersey chapter. 
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“A lot of kids who are diagnosed with autism start out with

very little support initially to help them and their families,”

Michael explains. “One of the key goals of Autism Speaks is

to provide education and information for these families and

we’re happy and proud to lend our support.”

Texas Dealer Greenwood Office Outfitters Goes the
Extra Mile for Local Firefighters
When Raleigh Green, Jr. of Greenwood Office Outfitters in Fort

Worth saw last month’s wildfires, he knew he and his team had

to do something to help.

For a nightmarish week, some 1,500 firefighters from 32 states

fought to contain blazes that burned across more than

270,000 acres and destroyed over 200 homes.

Raleigh’s wife Taylor is from Graham, Texas, right in the heart

of the battle, and that made it personal. So he loaded up a

truck with a skid of bottled water and went looking for some

first responders. 

“I guess we just felt it was our duty to do what we could to

help out,” Raleigh explains. “The firefighters certainly weren’t

expecting us and we got a tremendous welcome. Even though

sixty cases of water hardly made a dent in what those firefight-

ers needed, it sent a message that we really appreciated their

amazing efforts and wanted to help.”

The next day, Raleigh was back in the truck again for another

70-mile drive, this time to drop off 40 first aid kits and a bunch

of medical supplies, and he followed that up with a special

order that was requested by the firefighters—a bulk delivery

of chewing tobacco!

Greenwood customers also got in the act, he reports grate-

fully. “A number of our customers gave us cash donations and

told us to buy what the firefighters needed,” he explained. 

The bottom line: When you take independent dealers’ fierce

commitment to giving back to the community and combine it

with their ability to turn on a dime, special things happen. Just

ask the firefighters who were in Texas last month if you’re not

convinced!
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CRM • LEAD GENERATION • MARKETING SUPPORT

1.949.466.5718

GUARANTEED!...No more time wasted on cold calls that lead nowhere 
GUARANTEED!...Appointments with prospects that have a genuine furniture need 

GUARANTEED!...We track down live leads and set up appointments, so your reps can focus on ... CLOSING
DEAL!

Make sure you make the most of it all with the new Guaranteed! sales leads from SalesTactix®

THE OFFICE FURNITURE MARKET IS LOOKING STRONGER THAN IT HAS IN A LONG TIME

ZERO
RISK

GUARANTEE

www.salestactix.com or email Tom at 
tom.ketchum@salestactix.com

“We recently employed an Office Furniture Lead Generation Program with SalesTactix and so far the 
results are very promising. SalesTactix actually finds Office Furniture opportunities within both our 

current office supply clients as well as using lists of prospects that are moving. They then qualify and
set the actual appointments.  I would recommend this program to office products dealers that are 

looking to increase their Office Furniture business.”
SalesTactix GUARANTEES 
that the real opportunity 

presented in these 
appointments will more 

than pay for the cost 
of the program!

The

Norma Anthony of BF Molz had this to say about the SalesTactix Program

http://www.salestactix.com
mailto:ketchum@salestactix.com


Much like the pioneers who settled the
Great Plains in the westward movement of
the 1800s, so did the founders of the cur-
rent Brown & Saenger organization settle
in the then tiny village of Aberdeen, South
Dakota, where they opened a retail store.
The year was 1889. 

Not much is known today about exactly
what was offered for sale in that store, but
what is known is that the business has
been in continual operation since then, and
has had a grand total of just five owners.

Currently at the helm is is Lyle Dabbert,
who bought the dealership in 1990. Lyle is
a modern day pioneer, you might say, who
started with a small dealer operation and
built it into a powerhouse, with five loca-
tions—Bismarck, Fargo, Minot and
Jamestown, North Dakota, with headquar-
ters in Sioux Falls, South Dakota.

Loved It from the Start
The year was 1974 and Lyle Dabbert was
a junior in high school and happy to get a
part-time job with the local retail store. He
delivered supplies on his bicycle, stocked

shelves, cleaned the bathroom and took
care of just about anything else that
needed to be done. 

After high school, Lyle continued to work
at the store, telling his parents that he’d try
it for a year, and if he didn’t like it, he would
then go to college.

“Well, I’ve been here ever since,” says
Lyle, “and I’ve loved every minute of it.” A
lot has happened since then, of course.
“When I bought the business, we were an
A.B. Dick distributor, but we got out of the
equipment business and built the supply
and furniture sides,” he recalls. “More re-
cently we’ve added promotional products,
including the actual production, including
embroidery work and silk screening.”

For Lyle and his team, the new set up of-
fers an ideal arrangement. “We can control
our costs, production times and obtain the
quality we want,” he points out. “It’s been
a very positive move and has helped build
our education business, which now covers
five states.”

Industry Involvement
Lyle Dabbert is a strong believer in indus-
try involvement. Over the years he has
worked tirelessly for NOPA and for the de-
velopment of buying groups, was chair-
man of NPA, which is now TriMega, having
served as an officer and chairman of the
board.

“What does the future hold?” I asked.

“Well, I just bought a retail office products
store in Jamestown, North Dakota” Lyle
replied.

“Why in the world would you buy a retail
store?” I asked.

“Because that’s where I started—in retail—
and I really love it.” Will this be another suc-
cess for Brown & Saenger? I’d bet on it.

n Brown & Saenger, 
Sioux Falls, South Dakota

n Lyle Dabbert, President/Owner
n Supplies, Furniture, Printing,

Promotional, Retail
n Founded: 1889
n Employees: 110
n Partners: TriMega, United Stationers
n Online Sales: 21%
n www.brown-saenger.com

Secrets of Success

Reclaiming the
Dakota Territory
Brown & Saenger Now #1 
in North and South Dakota
by Jim Rapp
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The tornadoes that carved a trail of devas-
tation through much of the South last
month seem for the most part to have left
the dealer community relatively unscathed,
according to reports received from inde-
pendents in Alabama and Tennessee.

“A tornado came within about an eighth of a
mile of our office and even though our city
will be rebuilding for a long time to come, we
are all OK,” reported Chris Kyle, Jr. at Kyle
Office Solutions in Tuscaloosa, Alabama.

“We are good—and lucky,” said Cathe

Brannon at Brannon’s Office City in Tal-
ladega. “It went all around us.”

“We are all OK and feel extremely fortunate
that we were spared,” commented Scott
Bruce at Bruce Office Supply & Furniture
in Birmingham.

In Chattanooga, the storms left COS Busi-
ness Products & Interiors without power for
2-1/2 days, until first call wholesaler S.P.
Richards intervened and arranged for a
generator to be shipped to the dealership.

“SPR Atlanta area general manager Gaius

Gough was a real hero for us,” reported
Skip Ireland at COS. “He got up early and
went shopping until he found a generator
we could use, bought it and had it deliv-
ered to Chattanooga by noon that same
day.”

Not everyone was so lucky, though. While
the tornado spared Tuscaloosa Office Prod-
ucts & Supply (TOPS), one employee, Mitch
Gray, was directly in its path and he and his
family lost their house and two cars, reports
TOPS president Gwenda Jones. 
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If you have news to share - email it to
Simon@IDealerCentral.com

April Tornadoes Spare Independents for the Most 
Part; Tuscaloosa Dealer Launches Relief Effort

Last month’s tornadoes caused devastation on a historic scale through much of the South.                       Photo: Adam DuBrowa/FEMA.
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What Is Your Dealer Group 
Doing For You?

stationers

www.isgroup.org

Typical Buying Group

Is your Dealer Group…
… increasing your profitability with lower cost of goods?
We are. Our RDC model increases sales and gross margins and 
decreases working capital tied up in inventory which increases your 
profitability. 

… creating top line sales opportunities for you?
We are. We have secured and continue to add key contracts for our 
members from such organizations as U.S. Communities, CHAMPS Group 
Purchasing Organization and the FSSI OS2 BPA. 

… providing you with a state-of-the-art eCommerce platform?
We are. We manage and maintain the is.D-Force and is.D-Force2 
eCommerce platforms for our members with merchandising and 
marketing that mirrors our RDC program.

… offering you an innovative mid-market Furniture Program?
We are. We offer our members a turnkey mid-market furniture program 
with reduced cost of goods and marketing to support it.

… providing you with the highest return on investment  
for your membership?

We are. We are the highest value dealer group in the office products 
industry with Wholesaler Direct Rebates, BPGI Manufacturer Direct Buy 
Rebates, Co-op for Marketing, lowest monthly fees, incentives for new 
membership and more!

Independent Stationers brings more than just a buying 
element to your dealership. To obtain more information on 
these and other value-added programs, contact one of 
our Membership Development Representatives:
Tom Ashburn:  Northern U.S. Region, ashburn@isgroup.org, 317-579-1117
Bob Nimmo:  Southern U.S. Region, nimmo@isgroup.org, 706-490-9290

Independent Stationers  
Value-Added Membership
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“They were all hunkered down in the interior hallway of their home
and when the stormed passed, the only thing left standing was
the interior walls—it is a miracle they survived,” she said.

As part of rebuilding efforts in Tuscaloosa, TOPS has launched a
fundraising campaign of its own, reaching out to suppliers and
customers and seeking their support. 

“Contributions can be in form of a donation to the Red Cross or
any other organization, sponsorship of community events, gifts
of food and clothing to victims or equipment to churches or sim-
ilar organizations,” said Gwenda. “We are just looking to facilitate
contributions and consolidate them to make a strong, cumulative
statement of support for rebuilding efforts.”

It was still too early, at press time, to report on details of specific
contributions received, but, said Gwenda, the phone has been
“ringing off the hook with calls from concerned business part-
ners.”

You can reach Gwenda for more information on the TOPS effort
by e-mail at gjones@topscompanies.com.

AOPD Awarded Premier National Healthcare
Alliance Contract
The American Office Products Distributors national accounts mar-
keting dealer group (AOPD) lat month announced it has been
awarded a new national contract with the group purchasing unit
of the Premier healthcare alliance. Premier’s membership includes
more than 2,500 U.S. hospitals and 73,000-plus other healthcare
sites.

The contract was awarded through Premier’s Sourcing Education
and Enrichment for Diverse and Small Suppliers (SEEDS) pro-
gram, which aims to increase the number of minority-, women-,
veteran-owned and small business enterprises doing business
with Premier alliance members. 

The contract, which began April 1 and extends for two years, will
allow all of Premier’s major healthcare members’ access to AOPD’s
special contract pricing for office supplies, furniture and jan/san
products. 

The contract also gives Premier members’ the option of purchas-
ing their products from a locally owned small business, many of
which are also minority, women and veteran-owned businesses. 

Bud Mundt, AOPD executive director stated, “We are very
pleased to partner with Premier on this very important milestone.
This contract will give our AOPD members the access to major
healthcare business within their respective markets.”

S.P. Richards Recognizes Vendors of the Year at
Recent Vendor Summit
Wholesaler S.P. Richards announced its 2011 Vendor of the
Year award winners at the company’s recent Vendor Summit in
Orlando.

Smead, The HON Company, Energizer, Hewlett-Packard, and

Touchstone Motivation Group were each recognized as Vendor
of the Year award recipients, based on a number of key measure-
ments such as sales, service levels, and outstanding support for
both dealer and S.P. Richards sales and marketing initiatives. 

Smead was recognized in the traditional office products category, The
HON Company received the furniture award, Hewlett-Packard cap-
tured the technology category, Energizer was named the winner in the
Cleaning and Breakroom Supply category and Touchstone Motivation
Group was awarded the Strategic Partner of the Year Award.

In addition, ACCO Brands was awarded the S.P. Richards Her-
itage Award which recognizes a vendor who exemplifies leader-
ship qualities in every aspect of their organization. 

“ACCO Brands has played a critical role in the shaping of the office
products industry for more than 100 years,” said S.P. Richards CEO
and chairman Wayne Beacham of this year’s Heritage Award win-
ner. “Like S. P. Richards, ACCO believes in generating superior re-
turns for their investors, delivering the best products and services
in the industry to their customers, and creating a workplace for their
people that rewards initiative and innovation."

TriMega Recognizes Top Performers 
at 15th Annual One-on-One Meeting

At TriMega’s 15th Annual One-on-One Meeting, TriMega president Charlie
Cleary (far left) and Greg Fish, executive vice president, purchasing (far right)
presented the group’s 2010 “Dealer’s Choice” Award for 2010 to West Point
Products’ Becky Henderson and Jerry Gigliotti.

TriMega Purchasing Association’s 15th annual One-on-One Meeting
last month drew business owners and executives from more than
40 of the group’s larger dealerships and executives from 35 industry
suppliers to Scottsdale, Arizona, for a series of individual “one-on-
one” scheduled meetings and comprehensive business reviews.

“The focus of our meeting this year was expanding horizons and
discovering new opportunities in today’s marketplace,” com-
mented TriMega president, Charlie Cleary. “This month’s gather-
ing has once again revealed that constructive collaboration
between the dealer community and key suppliers yields powerful
solutions to capture these new opportunities,” he remarked. 
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Show No Mercy, Slay the Competition with BMI’s OP Revelation™

At BMI, we have always taken care of the underdog, the independent offi  ce products dealer.  This is why we
developed an e-commerce and back-offi  ce solution that arms independent offi  ce product dealers with the right
slingshot and ammunition needed to slay Goliath, or as you know them, the Power Channel.  

Ready to Conquer The Power Channel?

Contact us today to get an in-depth look at
your battle strategies with BMI OP Revelation™

Call us at (888).580.8382 or visit www.bmiusa.com/conquer.

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

• Drives Higher Margin Sales Through Dealer Preferred
Product Positioning.

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

• Wholesaler Independent – Optimized For United and SPR.

• Choice of Advanced Search Engine and Content.

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

Call us at (888).580.8382
www.bmiusa.com/conquer

http://www.bmiusa.com/conquer
http://www.bmiusa.com
http://www.bmiusa.com/conquer


In addition to the dealer/supplier one-on-one meetings, other
highlights of the event included: 

n An educational and entertaining keynote address by eco-
nomic futurist Jeff Thredgold, who delivered an up-to-the-
minute update, insights and forecasts on the domestic and
global economy, the financial and labor markets and advice
on positioning your business for growth in the recovering
economy. 

n An update on TriMega and its key strategic initiatives in-
cluding the Point Nationwide national accounts program and
the SmartXpress intiative.

n A series of roundtable discussions, new this year, on key
industry issues that included The Changing Face of Our In-
dustry (moderated by Krista Moore of K. Coaching); Technol-
ogy Trends (moderated by Ian Wist of Wist Office Products);
Finding a G.E.M.— Government, Education and Medical
(moderated by Tom Buxton of Interbiz Group) and a Dealer’s
Choice Open Forum (moderated by Bruce Eaton of Eaton Of-
fice Supply). 

Also at the meeting, TriMega honored dealer and supplier mem-
bers for their support of the organization.

Capital Office Products, Daytona Beach, Florida; Wist Office
Products, Tempe, and Stephens Office Supply, Poquoson, Vir-
ginia, were recognized for the greatest dollar growth year over
year, while New England Office Supply, Braintree, Massachusetts;
Discount Office Items, Columbus, Wisconsin, and Lonesource,
Inc., Cary, North Carolina, were recognized for the greatest per-
centage growth in 2010 versus 2009. 

Also, TriMega recognized West Point Products as winner of its
“Dealer’s Choice” Award for 2010. 

A first time recipient of this award, West Point was voted Supplier
of the Year by TriMega members for providing outstanding sup-
port during 2010 in the areas of competitive pricing, support for
bids, service levels, strong customer service, effective local rep-
resentation and creative marketing support. 

TriMega also announced the dates and location of next year’s
One-on-One Meeting, which will take place April 15-19 at the
Hyatt Grand Champions Resort & Spa in Indian Wells (Palm
Springs), California.

Red Cheetah Launches 
Guided Partner Services Program
Dealer technology provider Red Cheetah has expanded its serv-
ices under a new GPS (Guided Partner Services) department.
GPS encompasses Red Cheetah’s existing Business Advising,
coupled with analytics and implementation. 

GPS will launch in two phases, Red Cheetah said, with the first
phase launching this month. In collaboration with dealers and with
the use of dealer and industry data, Phase 1 includes website and
Outpost design, online order processing, pricing analysis and IM
and business cost review. 

Sarah Kraul, Red Cheetah’s director of partner services, said the

goal of the GPS program is “provide white glove treatment so
dealers are freed up to focus on customer sales and support.” 

“We’ve received extremely positive feedback regarding GPS’ serv-
ice offerings, commented Red Cheetah CEO Andrew Morgan. “Thus
far, 37 dealerships have signed up to participate in the program. In-
ternally, we’re excited to see Red Cheetah grow in a new direction.” 

GPS offerings are available as a package or as individual services.
Additional Phase 2 services are planned for a summer 2011 release.
For more information, please contact Sarah Kraul (PH: 866-514-1840).

‘Speak Up for America!’ Program 
from AmpliVox Supports YMCA
As part of its “Speak Up America!” public service initiative, Am-
pliVox Sound Systems last month announced a commitment to
support the North Suburban YMCA and its local youth program-
ming and services. 

To launch this commitment, AmpliVox will donate $15 to the NSYMCA
for every megaphone sold between now and December 31.

AmpliVox CEO Don Roth became personally involved with the
North Suburban Y as a Board member over the last several years. 

“We support the wide range of community services provided by
the Y,” said Roth. “AmpliVox is speaking up for all the teachers,
community members and volunteers who encourage and inspire
kids at the Y every day. This is a grassroots effort to support the
Y’s work in the community.” 

The North Suburban YMCA uses AmpliVox products in a number
of settings, including summer camp, basketball tournaments, soc-
cer games, gymnastics, dance, karate and group exercise classes,
at the swimming pool, and for the Y's various presentations. 

New National Key Accounts Managers at C-Line 

Jennifer Krach Mike Lynch

C-Line Products has added two new national key accounts man-
agers to its team. Jennifer Krach and Michael Lynch join existing
national key accounts manager Don Sinclair in managing existing
customers as well as establishing new business development op-
portunities for C-Line.

Jennifer was previously with The Nielsen Company, an interna-
tional market research firm, where she led the Global Services
Sales team for over 10 years. 
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WHO IS TRODAT?
REDEFINING PREMIUM

For nearly 100 years Trodat has been at the forefront of innovation in the rubber stamp industry.  With over 200 million

units sold, the Trodat Printy is the best-selling self-inking stamp in the world.  Combined with the industry leading uTypia online

ordering system, and the advanced stamp production capabilities of the Trotec laser systems, Trodat has the most complete 

program for stamp makers to produce and sell custom rubber stamps via office dealers.

Now Trodat is creating an easier way for office dealers to provide custom stamps to their customers by integrating uTypia with ECI2

Interactive.  Over 400 independent office dealers sell their complete office products selection to end-users using ECI2 interactive

software.  Until now, custom stamps were not a part of this solution, creating an extra layer of effort to sell these products.  The 

integration will now provide ECI2 enabled office dealers an easy way to sell stamps through the stamp maker of their choice, and 

hopefully help to increase sales of this high margin product.

For more information on the upcoming integration between ECI2 Interactive and Trodat’s uTypia system, please contact 

Jennifer Niziolek at jennifer.niziolek@trodat.net.

WWW.TRODATUSA.COM       WWW.PRINTY4.COM       1(800) 876-3281       
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Mike Lynch, a veteran in the office supplies and school markets,
spent over 10 years with Baumgartens, where as national sales
manager he handled key accounts, regional and national whole-
salers and new business development. Most recently he was vice
president of sales for Slice, serving the office, school, art, safety
and industrial markets. 

Clover Commits to Making Facilities 100% Green
Power and Carbon Balanced
Just in time for Earth Day, imaging supplies company Clover
Holdings last month announced it has committed to making its
North American corporate offices and manufacturing facilities
100% green-powered and carbon-balanced. 

The company said it is fulfilling this commitment by matching its
electricity use with Green-e Energy Certified Renewable Energy
Certificates (RECs) and balancing out other direct facility green-
house gas emissions with verified carbon offsets.

“As a leader in recycling and remanufacturing imaging supplies,
Clover understands the importance of changing ‘business as
usual’ practices that have a negative environmental impact,” said
Jim Cerkleski, CEO of Clover. “By integrating this aggressive
100% green power and carbon balancing commitment into our
sustainability strategy, we’re showing that when it comes to our
firm’s energy use, business-as-usual energy practices are simply
not good enough.”

Ten Years and Counting for Office Snax 

L.A. Chandler of Office Snax presents a contribution to the United Stationers
Charitable Foundation to United’s Tim Connolly to mark Office Snax’s tenth
anniversary.

Congratulations to Bill Baker and his team at Office Snax, makers
of a line of candy, pretzels, nuts and other office food items
specifically for independent dealers, which this month celebrates
its tenth anniversary.

To recognize the landmark and its ongoing association with
wholesaler United Stationers, Office Snax recently made a dona-
tion to the United Stationers Charitable Foundation. 

Snacks are as common around the office as pens and paperclips,
says Baker, and that provided the basic concept for the formation

of Office Snax in May of 2001. 

“The idea was that independent dealers needed something to
compete against national brands, so we created a channel
brand,” recalls Baker. 

The first items featured an offering of Dilbert products including
ceramic mugs and mints, but, he says, the brand really took off
when it introduced lollipops. 

“Lollipops are the most popular candy in our culture and are given
away most frequently by businesses,” explains Baker. Like many
offerings in the Office Snax line, lollipops are offered in large tubs
that hold up to 3 lbs. of candy. “Products are designed for sharing
and the best sellers feature mixed candy,” he added. 

Today, the Office Snax line includes approximately 90 SKUs of
candy, nuts, cookies and other office consumables. Probably the
most popular item currently is the peanut butter pretzel, reports
Baker. “Whenever we do a trade show, peanut butter pretzels are
the first thing people ask for,” he says. Up to 20 new products are
under development for the coming year, he added.

West Point Products Joins 
PrintFleet Platinum Partner Program
Managed print software company PrintFleet last month announced
it has strengthened its partnership with laser toner cartridge manu-
facturer West Point Products.

PrintFleet said it has been selected as the exclusive software plat-
form to power West Point Products’ AXESS Managed Print Serv-
ices program.

AXESS MPS offers dealers in the document imaging industry a
comprehensive MPS solution and provides dealers with a com-
prehensive MPS support package.

The agreement formalizes a longstanding partnership and en-
ables West Point Products to achieve PrintFleet’s Platinum Part-
ner status and will allow dealers utilizing AXESS to realize benefits
in a number of areas, including specialized technology support,
enhanced reporting capabilities and dedicated sales and market-
ing support services, the company said.

NSSEA Names Former NOPA/OFDA 
President Jim McGarry New CEO
The National School Supply and Equipment Association (NSSEA)
has named Jim McGarry as its new president and CEO. McGarry
was formally introduced to the NSSEA membership during its An-
nual Meeting last month in San Antonio.

McGarry has extensive experience in association management
and the distribution and sales of office furniture, supplies and
equipment. 

He was a previous president and COO of the Independent Office
Products and Furniture Dealers Association (IOPFDA), parent or-
ganization of NOPA and OFDA.

McGarry's most recent position was with the McCormick Group,
an executive search and consulting firm.
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BusinessWare
 ERP back office software and integrated e-commerce
 Developed for office product dealers by 
office products dealers

 SIF file import for furniture
 Supports pricing files and e-content from major 
wholesalers and buying groups

 Runs in the cloud or on a local server 
 Low monthly maintenance fees

Custom Web Portals & 
 Other Internet Services

 Custom websites designed by 
office products specialists

 Work with your existing 
e-commerce system

 Internet marketing services
 E-mail hosting– POP, business, 
hosted Exchange and Constant 
Contact e-mail marketing

 Hosted offsite backups and more

To  t h e 
CLOUD

 

BUSINESS SOLUTIONS
STRATUS

Microsoft® .NET 
Cloud Technology

Businesses in the Cloud: 
Here are a few of the 

 companies that Stratus 
has put on the Web.

Microsoft® SQL Server® databases

Office products people building  
technology for office products people
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On April 27, NOPA hosted a legislative conference and Capitol
Hill Fly-In event for members to promote the association’s
2011 legislative agenda to Congress. 

Participating members met with key congressional staff 
responsible for small business and federal procurement issues
in House and Senate offices of elected officials from their
respective home districts and states. 

NOPA hosts this advocacy event every 1-2 years to highlight
top priority public policy issues of concern to independent
office products dealers.

This year, NOPA focused primary attention on the need to
expand competition in the federal marketplace in light of the
recent award of government-wide Federal Strategic Sourcing
Initiative (FSSI) blanket purchase agreements (BPA) to just 15
GSA Schedule 75 (office products) contract holders. 

With approximately half of major federal departments and
agencies currently implementing the FSSI program for office
products on a mandatory basis, and more than 500
companies and dealer groups now holding Schedule 75
contracts, there has been a major reduction in competitive
access for hundreds of independents since mid-2010. 

Several NOPA members, including Independent Stationers—
which holds a group GSA Schedule contract in which
approximately 100 member dealers participate—won FSSI
BPA awards. 

However, a larger group of qualified dealers are experiencing
broad-scale exclusion from the federal market since FSSI took
effect and more and more agencies are implementing it on a
mandatory basis. 

Accordingly, NOPA’s Board of Governors recently adopted an
advocacy policy focused on restoring competitive access to
the full federal market for all GSA Schedule 75 holders. 

Specifically, NOPA has written to President Obama urging him

to issue a clear policy statement to all federal departments
and agencies that all existing procurement vehicles, including
the government-wide FSSI program and agency-specific
BPAs, should be implemented on a “non-mandatory” basis. 

As such the FSSI procurement program should not be
promoted by the Administration or by senior officials of
participating agencies in ways that effectively preclude use of
other available purchasing vehicles, including individual
agency BPAs and the regular GSA Schedule 75 contract
program. 

To reinforce this message, NOPA also has urged that GSA
dismantle recent changes to the GSA Advantage program
website that have funneled federal buyers toward the FSSI
procurement program, while strongly discouraging credit card
holders from using competitive suppliers selling office
products under non-FSSI purchasing vehicles, including the
regular GSA Schedule 75 program. 

NOPA also has learned that within the FSSI program some
federal agencies have unfairly assigned specific market
territories on a mandatory basis to specific BPA holders and
discouraged credit card holders from buying from other FSSI
vendors. 

Such allocations unfairly restrict market opportunities for other
FSSI vendors, as well as non-FSSI vendors. 

In addition, NOPA is closely monitoring implementation of
FSSI with members’ input and federal government data on
recent and historic purchasing trends for office products. 

Congressional meetings on April 27 also addressed three
other federal procurement issues of ongoing importance and
concern to NOPA members. These include:

n SBA Rulemaking to Curb Small Business “Pass-
Throughs.” NOPA has requested congressional support
for legislation to require the Small Business Administra-
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WHERE NEED MEETS

CAPABILITY

Whatever your marketing needs may be—
catalogs, Web sites, photography—OPMA
can meet them.

A full-service marketing and advertising agency,
OPMA features the largest in-house design
and copywriting staff specializing in office
products promotion. We serve everyone from
independent dealers to global manufacturers
with an untiring dedication to excellence.

OPMA is also on the forefront of electronic market-
ing, crucial in today’s budget-conscious economy,
offering such innovative tools as AD-Links™, which
produces emailable, customizable flyers, and
FlipLink, which transforms printed materials and
PDFs into a dynamic electronic version.

Your marketing needs.
Our marketing capabilities.
Isn’t it time they meet?

OPMA points your marketing
in the right direction.

4211 N. Division | Comstock Park, MI 49321 | (616) 785-6061 | www.opma.com

http://www.opma.com


tion (SBA) to undertake rulemaking within 180 days to
eliminate the growing use of small business “pass-
through” businesses in federal contracting. 

The “pass-through” problem occurs in situations in which a
large national company approaches a small business and
proposes to create a “mentoring” relationship for the
purpose of gaining improper access to contracts set aside
for small business. 

These abuses cost legitimate independent office product
dealers tens of millions of dollars each year in lost federal
business and hundreds of millions of dollars in lost business
when state and local contracting opportunities are included.

n A Bill to Incentivize Federal Purchasing from Small
Business Dealer Teams. NOPA is working with key mem-
bers of Congress to introduce and pass legislation on
dealer teaming arrangements that would allow federal
agencies to earn credit toward meeting their specific small
business procurement goals for 8(a), HUBZone, women-
owned and service-disabled veteran-owned firms when
they buy from dealer teams whose members have these
types of small business status.

Currently, purchases from dealer teams are only counted
toward meeting the general small business goal (23% of

total federal procurement), and thus fails to provide a level
playing field for procurement from teams. 

n A Bill to Establish Congressional Oversight of
JWOD/AbilityOne Program Management. NOPA is con-
tinuing to actively encourage Congress to pass legislation
to amend the current JWOD (Jacobs Wagner O’Day) Act
to establish meaningful ongoing congressional oversight
and restructure management of the JWOD/AbilityOne pref-
erential purchasing program to be inclusive of small busi-
nesses and non-government organizations it impacts. 

This program was established in 1938 and amended in the
early 1970s to include severely disabled individuals, but has
not had genuine oversight from Congress since its founding. 

NOPA members attending the April 27 event report that
congressional offices have a high degree of interest in the
issues and concerns they raised and are interested in working
with independents to promote the pro-competitive govern-
ment procurement reform agenda that the association has
outlined. Please contact Chris Bates, NOPA president, for
further information at cbates@nopanet.org; Tel: 703-549-9040,
x100.
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NOPA members active in the office furniture market will find great value in attending this 
 

September 25-27 in Tucson, AZ.  

Topics Include: 
 

Customer Loyalty Management  
Benchmarking for Higher Profits  

Social and Local Media Marketing  
Dealer Succession Trends & Experiences  
Best Practices in Streamlining Operations   

Finding, On-Boarding & Managing Top Talent  
 

...and much more! 
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make a difference
TODAY!
Since 1983, the office products industry has served as a key

fundraiser for City of Hope, one of the country's leading

research and treatment center for cancer, diabetes and

other life-threatening diseases.

Now, there's a new and innovative way for independent

office products dealers and their business partners to give

their support to the cause through INDEPENDENT

DEALER's logos for Hope campaign.

You can show your support for City of Hope by buying a

logo that will appear on a special logos for Hope page in

INDEPENDENT DEALER.

Each logo is just $250 each with 100% of your contribution

going to the City of Hope.

Diseases like cancer hit all of us, regardless of what kind of

business we run. Your support of logos for Hope will help

bring us all closer to a cure and show that when it comes to

supporting worthy causes, no one does it better than

today's independents!

RESEARCH  |  TREATMENT  |  EDUCATION

https://secure3.convio.net/coh/site/Donation2?df_id=2040&2040.donation=form1

https://secure3.convio.net/coh/site/Donation2?df_id=2040&2040.donation=form1


By Scott Cullen

This may come as a surprise, but some office products dealers
are still doing a pretty darn good job of selling furniture. They may
not be cleaning up on those big projects like they used to or laugh-

ing all the way to the bank, but they’re nabbing a reasonably steady
stream of small projects and the occasional large project as well as moving

individual pieces. Whatever they’re doing, they’re making the most of what-
ever furniture opportunities are available. 

Sometimes, making the most of any opportunity comes down to just being in
the right place at the right time. 

At Bruce Office Supply in Birmingham, Alabama, furniture represents about
20% of yearly revenues, but that number soared to 40% last year thanks to a
couple of big accounts, including one that purchased $3.5 million in furniture. 

President Scott Bruce concedes he was lucky, noting that his dealership had
been working with one of those accounts for a decade while the other was
an existing customer who had various branch locations across the U.S. that

were sorely in need of a furniture update. 

Scott is sheepish about those recent successes and certainly doesn’t want readers
to get the wrong idea. “Don’t think we’ve got it figured it out, because we don’t” he says,

“We’re still learning.”

They may well still be learning, but if you’re learning and growing at the same time, something’s
working right. The dealership recently opened a new furniture showroom even though Scott says

he’s not sure if it’s made a difference yet. “The showroom can’t hurt though,” he says. 

Recognizing, as have many dealers, that healthcare is a key source of new fur-
niture opportunities, Scott has also started advertising in a national physi-

cians’ magazine that will run locally and reach about 4,200 doctors. 

Scott is an S.P. Richards dealer and leverages their quarterly flyers
and furniture catalog to make the most out of furniture opportunities
in his market. He’s also dabbled a bit in social media, including
Facebook, Linkedin, and Twitter, but hasn’t been able to gauge the
impact yet. 
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“I don’t get Twitter,” he laughs. “Maybe I’m
just too old!” 

At Johnson’s Office Solutions in Hazle-
hurst, GA, office furniture has become in-
creasingly important in recent years—to
the point that it now accounts for as much
as 50% of total revenues, reports JOS’s
Derek Johnson.

And the most recent downturn didn’t really
make that much of an impact on the furni-
ture side of things for the dealership, he
adds.

“We had our best year ever in 2009 and
even though we were off a little last year,
we were still very profitable,” says Derek
of his dealership, which operates three
other retail locations in and around Hazle-
hurst, about a two-hour drive west from
Savannah.

What’s been the secret to their success?

“We’re not brilliant but we’re hard-working
and the Good Lord has blessed our busi-
ness,” says Derek humbly.

Those blessing include a father-son team
with over 75 years’ industry experience
between them—Derek’s father, Norman,
founded the business 50 years ago in De-
cember—an equally experienced team of
service-oriented installers and some key
business partners who help keep the cash
registers busy. 

Johnson’s has been first-call with United
Stationers for over 25 years and, says
Derek, the dealership draws heavily on the
wholesaler’s furniture program, particularly
its Alera private label line, to stay compet-
itive.

“In today’s economy, we’re finding com-
panies that once looked only at Grade A
manufacturers like Steelcase and Herman
Miller are very receptive to more value-
priced solutions and that’s been a big plus
for us,” Derek reports.

One of his most effective bid strategies, he
explains, involves blending new Alera
product with used and/or refurbished
Grade A items.

“You’d be surprised at the companies we

sell used and refurbished product to,”
Derek proclaims, and he goes on to offer
a list that includes major healthcare facili-
ties, school systems, large utility compa-
nies and more.

And, he stresses, the lowest price is not
what they’re buying.

“We learned a long time ago that if you try
to compete against the big boxes on price
alone, all you doing is consigning your
dealership to a slow death,” Derek warns. 

“Most of our business comes from repeat
customers and word-of-mouth referrals
because they know we offer the kind of
added value—design services and instal-
lation, product knowledge and consulting
on productivity—that they just can’t get
from a big box,” he adds. 

At OEC in Mobile, Alabama you’ll find an
office products dealer whose contract fur-
niture business is roaring back to life. A lot
of that is the result of initiatives imple-
mented during the economic downturn by
Gerri Kennedy, OEC’s executive vice pres-
ident. 

“Not that we haven’t come up with new of-
fice supply initiatives, but the furniture is
where we took the big hit so we put a lot
of focus on it with a strong outreach pro-
gram to the architectural and design com-
munity,” says Gerri. “We started two years
ago when things were slow and it has cer-
tainly paid off. Our furniture business is
booming and our supply business remains
steady.” 

The effort began, as it often does in busi-
ness, over a meal. “We hosted a luncheon
for the A&D community and extended our
hand to them, asking what we could do to
help them,” recalls Gerri.

Reaching out to the architects and design-
ers is hardly a novel idea, but it’s some-
thing OEC never had the time for when
things were going well. 

“What inspired me to do it then was be-
cause I had time to do it,” says Gerri. “I
wasn’t selling a lot of furniture so I said,
‘Okay, let’s try to make something positive
out of this slow time.’” 

It wasn’t easy approaching a community
who viewed OEC as a competitor, but
Gerri was determined to dispel that myth. 

“We waved a white flag and explained how
we got into the interior design business
because we had to in order to sell systems
furniture,” she explains. “We told them,
‘While we will still do our due diligence and
design and space plan and specify sys-
tems furniture, we will not charge the end
users for that. We challenge you to go out
and find that business and you can charge
them. We just want to sell furniture.’”

That approach has worked. 

“It used to be that if I called an A&D firm
they probably wouldn’t call me back,” notes
Gerri. “Now they call me immediately.”

For example, she was recently contacted
by a furniture company rep who asked if
she could arrange appointments with the
local A&D community to present a new line.

“I sent out eight e-mails to key players and
within an hour everyone responded and
set up appointments. That wouldn’t have
happened two years ago.”

Barefield Workplace Solutions in Jackson,
Mississippi, is another dealership that’s
making the most of furniture opportunities
by continuing to concentrate on their
bread and butter—state and federal gov-
ernment agencies as well as healthcare
and education. 

“Those are the market segments that
everybody shifted their focus to during the
slowdown, while they were our natural
markets anyway,” notes Paul Maczka,
Barefield’s president. “We’re doing more
to promote healthcare and higher educa-
tion and are in the process of installing a
healthcare showroom. We hope that will
differentiate us in the market,” he reports.

About 50% of Barefield’s business is furni-
ture so making the most of furniture oppor-
tunities is an ongoing priority. Even so Paul
notes Barefield’s isn’t doing anything un-
usual when it comes to special promotions.
Here you’ll find the usual e-mail blasts,
which typically include some sort of furni-
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ture promotion. They’re an OFUSA and
Steelcase dealer and are also aligned with
TriMega, so they’ve got some resources
behind them to help with promotions. 

Barefields relies on OFUSA’s catalog pro-
gram and mailing program, which they use
every year, as well as an e-marketing e-
mail campaign. They’re also experiment-
ing with social media with the help of their
suppliers, evaluating how that can help
promote their furniture business. Leasing

programs are also helping
boost Barefield’s fur-

niture business.

“Steelcase obviously is being aggressive
with leasing programs, trying to get good
rates and taking advantage of the stimulus
program and some of the tax incentives
associated with that, so leasing can be a
positive cash flow event for a company,”
reports Paul. “That’s something they’re
trying to actively promote as companies
are getting back into the furniture market.” 

As market needs have changed Barefields
has shifted its focus towards mid-market
products. 

“Even as people start to purchase again
we’re seeing them buy at the lower end of
the market and being conservative about
what they’re buying,” notes Paul. 

Is he okay with that?

“Heck no,” laughs Paul. “It’s not near as
profitable for us. Obviously it’s got its own
set of challenges. When you sell an inex-
pensive desk or chair it’s not going to have
the same margin dollars [as a higher end
product], and it’s typically all imported
products, which requires more labor on
the back end. It pinches a dealership like
us to go into that market.”

In Chicago, Feller Business Solutions
has been seeing an uptick in

their furniture business as
customers’ cash flow has
improved, says president
Wendy Pike.

“We’ve done libraries,
children’s group home, re-

ception areas, office redoes,
and bits and pieces like files, desks,

and everyday stuff,” she reports. “We’ve
been making an effort to let customers
know we do furniture and don’t just sell of-

fice supplies,” notes Wendy. “We
talk it up when we visit them

and we make sure they
have a copy of our
furniture catalogs.”

One thing that helps
Feller stand out from
the competition is so-
cial networking. They
have a visible pres-
ence on Facebook

and Twitter, as well as a content-rich web-
site of their own.

“A lot of times I take some of the e-blasts
I get from HON and recreate them to fit our
web page and generate posts on Face-
book and Twitter,” explains Wendy. 

She says she has also found tabletop shows
at local universities productive, and often
looks for opportunities to speak at functions
for organizations such as the International
Association of Administrative Professionals
to raise her dealership’s profile.

“When you can get 30 people into a room
at one time and present your message,
that’s a really effective use of your time,”
she points out.

“We’ve definitely seen furniture pick up in
the last several months,” reports Norma
Anthony, COO for BF Molz in Moorestown,
N.J. “People are making those purchases
now, refreshing their offices and working
through more of their moving needs, so we
definitely see positive growth as far as
contract furniture.”

That’s great news, but what has BF Molz
done to make it happen? For one thing
they’ve hired the SalesTactix lead-genera-
tion service that contacts customers who
are buying office products and occasion-
ally purchase furniture, and sets up ap-
pointments with them for furniture
opportunities. So far, it’s working well,
Norma reports. BF Molz has had five ap-
pointments in the last month thanks to the
program. 

This isn’t rocket science and Norma con-
cedes a lot of what BF Molz does is what
they’ve always done to uncover furniture
opportunities.

“We preach meeting after meeting, ‘Are
you talking about jansan?’” says Anthony.
“’Are you talking about furniture? Are you
talking about all these maximization op-
portunities?’” 

The results have been positive, although
Anthony notes that selling furniture re-
quires somewhat of a shotgun approach. 

“Whether it’s mailing, flyers, e-mail blasts,
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or telemarketing, you’ve got to use every-
thing that generates furniture leads and
not just depend on your sales force to
bring those opportunities to you.”

Of course the company has also found
their suppliers helpful in the effort to sell
more furniture. 

“We’re using the HON Showcase Program
and we’re the number one HON Show-
case dealer in our marketplace,” says
Norma.

As far as she’s is concerned, there are
plenty of furniture opportunities out there
for a dealership like BF Molz. The numbers
back her up.

“I’m very optimistic, we’re on budget for
our contract furniture numbers and I think
the future looks bright,” she proclaims
happily.

The future certainly looks bright at Today’s
Business Products in Cleveland, where
furniture sales for the first quarter of this
year nearly exceeded furniture sales in the
last two quarters of last year combined.

“The economy is changing, things are
turning around and people are starting to
spend money,” beams president Rick
Voigt. “It’s all the furniture projects we’ve
been quoting for the past year and people
are finally able to free up the money to fi-
nally get started.” 

This year’s surge hasn’t really come as any
great surprise to him. “Everybody was
telling us last year that they were going to
put it off to this year, and they finally did
it,” says Rick. “We have a lot of customers
who are car dealers and it seems like all of
them had record sales in March. If people
trust the economy to buy cars, and people
are spending their money on capital items
like furniture, I think things are changing
for the better.”

The market resurgence, welcome as it is,
does not mean a return to business as
usual though, Rick stresses. “It’s tough
selling new panel systems when there’s a
lot of great reman or used product out
there,” he points out.

Today’s Business Products has been step-

ping up efforts on the advertising front of
late in the hopes of generating new furni-
ture opportunities. The dealership adver-
tises on Indians’ games and on a local
morning radio program. They also did an
insert in two local business publications
with all ads focusing on the company’s
mid-market furniture rather than office
supplies.  

“People know where to buy the cheap junk
and for the most part they know where to
buy the real expensive stuff, but they don’t
know where to buy mid-market furniture,”
Rick contends. “We need to tell them
where to get quality mid-market products
and a value—furniture that’s going to last.
That’s why we’ve been spending our
money on furniture advertising.”

This isn’t a new revelation and it’s some-
thing Rick has been doing for the past 10
years, however, it’s an excellent example
of how another dealership that sells both
supplies and furniture makes the most of
furniture opportunities
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Some of the most common questions we get
at our dealer training workshops around the
country relate to our insistence that every
salesperson needs to “dress for success” in
the classic power suit—a tailored, dark-col-
ored suit that includes a matching skirt or
pants for women and a silk tie for men. 

We’ve been asked, “Why should I wear a
suit when the majority of my customers and
prospects wear polo shirts and khakis?” and
“Shouldn’t I dress to fit in with them?”

The answer is a simple one. Despite the pop-
ularity of “business casual” and casual Fri-
days, it hasn’t changed since John T. Molloy
first published Dress For Success in 1975.

“You never get a second chance to make a
first impression” is just as true today as it
was then. The instant a customer meets
you, he or she begins forming an impression
that becomes indelibly marked on his or her
mind. And the first element of that first im-
pression is your appearance.

Fortunately, your appearance is always
something you can control, and it is a way
you can immediately exceed your cus-
tomer’s expectations. He may be wearing a
polo shirt, and may indeed expect you to be
casually dressed, too. But a well-tailored
suit begins to tell him at first glance that
you’re ready and able to deliver more than
he anticipated.

In their recent Dress Smart books for both
men and women, Kim Johnson Gross and Jeff
Stone point out that “even if you don’t want to
dress to get ahead, the other guy will.” 

In fact, the commercial divisions of the na-
tional office supply chains are now mandat-
ing that their salespeople wear business
suits on sales calls. 

One such policy notes that “when we meet
the customer, we should be impressive and
‘different’ from the rep that just left.” 

If you’re not dressed for success, you’re im-
posing an unnecessary handicap on your-
self relative to your competition.

Success doesn’t have to
break your budget.
A frequent concern, especially among
younger salespeople, is the presumed cost of
following our “dress for success” guidelines. 

But success doesn’t have to mean paying
designer prices. In How to Be a Budget
Fashionista, Kathryn Finney suggests
women start economically with a suit that in-
cludes a skirt, a pair of pants, and two shirts.
They can mix and match five or six different
outfits with these basics. 

One of our workshop facilitators was re-
cently able to put together such a versatile
outfit, including quality shoes and acces-
sories, for less than $200. 

For men, it’s easy to change the look of a
basic suit with just a few different ties or
shirts. Discount retailers in most areas, as
well as online stores, feature high-quality
suits and accessories at bargain prices.

With all the advantages of dressing for suc-
cess in mind, here are a few of the basic tips
we provide for both men and women in our
workshops:

n Dark colors are always more
authoritative.

n Nobody sees the label.
n Quality is more important than

quantity.
n A good fit is essential; avoid too tight,

too loose, too long and too short.
n Add appropriate accessories—shoes,

belt, watch, briefcase/ computer
bag/purse, socks/hose, tie/scarf,
etc.—to complete the look of success.

n Remember, you’re dressing for work,
not for a fashion show.

Should you be judged by what you wear?
Perhaps not. But the reality is that you are.
You owe it to your business, your employer
and your career to give yourself the best
possible chance to be judged positively.

To learn more about United Stationers’
United Dealer Training programs, or register
for an upcoming event,  contact Kevin Lah
at United Stationers (KLah@ussco.com).

Phil Barnette is manager of United Stationers’
United Dealer Training program.

dress for success
In today’s competitive environment, the 
‘power suit’ is more important than ever

By Phil Barnette
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In the upcoming months, we will be
looking at the ins and outs of some of
the most popular social networks, but
before we throw ourselves into the
abyss, there are several valuable tools
and resources you should be aware of. 

In this part of our social media series, we
will cover stock photo sites, photo-edit-
ing software, HTML code help and a few
other resources you don’t want to miss
out on. 

Stock Photos
Many people think that if they find

an image through an online image
search such as Google Image, it is free
to use. This is not the case. 

Just because an image is found online
does not mean you can use it without
purchasing the proper license for it.
Every image that is produced is “finger-
printed” and can be tracked even if you
have modified, cropped or recreated it
in some way. 

Besides creating your own images, you
can check out a variety of helpful sites. 

n Microsoft Design Gallery Live
(free)*: Grab royalty-free stock pho-
tos and clip art.

n Flickr Creative Commons Search
(free)*: Use these images with attri-
bution in presentations, blogs, etc.

n iStockPhoto*: Purchase images
with the credits you buy (subscription
or a pay as you go). Offers a legal
guarantee.

Photo-Editing
n FastStone Image Viewer (free): If
you only need to make simple ad-
justments to your images, there is no
need to purchase (and learn how to
use) Photoshop. This offers you all
the editing capabilities you need.

n FastStone Capture: Take screen
captures in all shapes and sizes,
record videos from the web and edit
them before saving. Get the added
benefit of a Screen Color Picker with
the Hex value, Dec and RGB code,
as well as a Screen Pixel Ruler. Cost
is $19.95 and well worth it. 

n Skitch (free): For Mac. Capture im-
ages, crop them and draw on them in
much the same way as FastStone
Capture.

HTML Code Help
n www.w3schools.com (free): To
learn a few basic HTML codes and
add a bit more zest to your social
media posts, I recommend
w3schools.com. With a wide variety
of code topics—complete with expla-
nations—it even allows you to prac-
tice for free! You don’t have to go
back to school to learn all you need

for basic social media coding. You
just need to go to w3schools.com.

Link Shorteners/Tracking: 
n http://bit.ly/: When using Twitter or
any service that limits your amount of
characters, you will want to use a
URL shortener so that you can still
link your customers to your blog,
website articles, etc. You can cus-
tomize the shortened URL to have it
say whatever you’d like, and the best
thing about using bit.ly is you can
add a “+” to the end of any of your
bit.ly links and see how many times
it’s been clicked on and by whom. 

Management / Analytics
n HootSuite.com: Manage multiple
social media profiles with HootSuite
without having to log in to every
page. You can also pre-schedule up-
dates for a certain date and time. Be-
sides being able to monitor
keywords, HootSuite also allows you
to analyze statistics and if you up-
grade to the Pro version, just
$5.99/mo., you can create custom re-
ports for all your social media pages! 

While there are thousands of tools avail-
able, these will definitely help you get
started and make your “social” life a little
easier. Check your July issue of INDE-
PENDENT DEALER to learn what Face-
book has to offer and how to make it
work best for you and your customers.

Mandy Pusatera is director of e-marketing
and social networking at The Highlands Group
rep organization. Previously, she was vice
president of LM Office Supply & Furniture, an
independent dealer in Odessa, Florida. To
learn more about what social media can do
for your dealership, sign up  for Mandy’s
Heads Up E-Newsletter!
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*Note: These images are often still not allowed to be used for “commercial” purposes such as in company
logos, etc., but most can be used in emails and social networks and for a variety of other purposes. Be
sure to check their policies before implementing images into any campaign.

It’sToolTime
social media style!

By Mandy Pusatera
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One of the most common things for me to
hear in a sales training program is, “Troy, I
sell a commodity! How can I maintain
price in that environment?” I’m sure many
of you reading this are thinking the exact
same thing right now.

The first thing to remember is this: Every-
thing is a commodity until someone
screws up. What I mean by that is, even if
you believe that you sell a pure commod-
ity, once the delivery of that commodity is
altered—or if the quality of that commodity
goes down —suddenly the buyer can per-
ceive a significant amount of value in
nearly any good or service.

The second thing to remember is this:
Nearly anything can become a commodity
if it’s sold as one, and nearly anything can
be rescued from commodity status by
good selling practices. 

If you sell primarily on price, without dis-
covering what your buyer perceives as
“value” and then delivering it, you are sell-
ing a commodity, no matter what your ac-
tual product is. 

If you work to determine value and sell to
it, you sell a value-added product, no mat-
ter what that product is.

To understand how to avoid commodity (or
price) selling, we first need to understand
why B2B buying transactions happen. 

Essentially, in B2B, buyers purchase to
take something good and make it better
(enhance a Strength), fix something that’s
broken (fix a Weakness), help their com-
pany grow (capitalize on an Opportunity),
or stop something bad that’s about to
happen (head off a Threat). 

If you’ve ever heard of SWOT analysis

(Strengths/Weaknesses/Opportunities/Thr
eats), then you’re familiar with what we’re
talking about.

So where does price fit into the equation? 

Price only fits into the equation when
everything else is exactly equal, or is per-
ceived to be exactly equal, in the mind of
the buyer.

If the buyer thinks that the playing field is
exactly level, and that your product/ser-
vice mix is exactly the same as your com-
petitor’s, you’re leaving them no
alternative but to buy based on price.

Our job as salespeople is to un-level the
playing field. 

We do that by communicating VALUE to
the customer. “Value” in this case is short-
hand for “perceived return on investment.” 

How do we do that? Remember the
SWOT analysis above? As I noted, those
are the key buying motivators behind vir-
tually any B2B purchase. 

By questioning in these four basic areas,
you can get a good idea of how the cus-
tomer determines a successful purchase.
Start by determining:
n What is good about your customer’s
current supply program? At the very
least you’ll want to match this, and if you
can take what your customer likes about
their program and make it even better,
you have a legitimate reason to buy.
n What does your customer dislike
about the current supply program? If
you can fix a problem with the cus-
tomer’s current program—particularly if
that program is causing significant pain—
you have a motivator for a purchase.
n Can your program help the customer
grow his/her business? Opportunities for

growth are a great buying motivator. This
can help you be a resource to your cus-
tomer, and is a buying motivator.
n Can your program prevent something
bad from happening to the customer?
Again, this is one of the four key motivators.

If a customer tries to move you into a
strictly price-based discussion, there are a
couple of methods available to you to shift
the discussion back to value. Here are a
couple of paths to go down:

n Ask: “Mr. Customer, let’s remove
price from the discussion. Without that
being a factor, why would you want to
buy from me?” If your customer can’t
come up with an answer to this ques-
tion, the customer perceives no value.
n If the customer takes the common
tack of offering to buy from you if you
match your competitor, ask, “Why
would you rather buy from me than
them, if they are the lower price?”
Whatever the answer is, it has a mone-
tary value and can justify higher prices
on your part.

Of course, asking these questions isn’t
easy, nor is it painless on your part. You
have to commit to having a high level of
dialog, and you have to commit to meeting
with a powerful enough person to be able
to make decisions based on real decision
making factors, rather than price. 

Doing so sets you apart from your com-
petitors and shows you care about your
customer’s business. It also means that
the conversation doesn’t center around a
few pennies’ difference in a ream of paper.

Troy Harrison is a sales consultant, trainer, and the
author of “Sell Like You Mean It!” Learn more and
subscribe to his weekly E-Zine, the HotSheet, at
www.SalesForceSolutions.net.

‘I Sell a Commodity’
By Troy Harrison
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Retirement is never an easy subject to
broach with any employee. When the per-
son who seems ready to retire is a sales
rep who happens to service some of your
company’s best accounts, the discussion
can become even more uncomfortable.

Consequently, many business people
avoid bringing up the topic and choose in-
stead to watch sales slip away over time. 

Often, the rep times his or her retirement
to coincide with the last bit of business
from that account, with little or no guilt. 

I have heard numerous rationalizations on
the part of those retiring reps. They tend
to sound something along the lines of,
“These were my accounts anyway and the
company made lots of money on them. It’s
time someone else had a shot at them and
I’m outta here!”

Have you ever experienced something like
this scenario in the past? Do you have
reps approaching retirement age who are
not maintaining their accounts with the
same commitment and professionalism
that they used to display? 

Guess what! If this has happened to you

in the past or if such a scenario is on the
horizon for your company, it’s your own
fault. 

One more of the
many “glamorous”
parts of owning a
business involves

planning for such an
eventuality.

You only have yourself to blame for the
consequences if you fail to assure the
maintenance of company assets (cus-
tomers in this case), while caring for long-
term employees who have served the
company faithfully over the years.

Since bringing up this topic might have
given you one more headache to deal
with, it is only fair that I share a few sug-
gestions that might help ameliorate the sit-
uation without collateral damage. 

Let’s start with the good news! If you rec-
ognize the issue of rep retirement early

enough and deal with it in a manner that is
perceived to be fair to both parties, you
can avoid the problem altogether. 

First, you need to find out what the person
is thinking. If you are concerned about
having such a personal conversation with
your rep, check with an employment
lawyer to see if there are any specific
questions that cannot be broached. 

Once you have done your research, buy
the rep lunch. (If you haven’t done this in
the past year or two you might want to ask
them out now without a specific agenda
and again in a month’s time to discuss re-
tirement, so they don’t pass out from the
shock of your request.)

Keep in mind that the accounts they serve
are the company’s property, but the rep
will not see it that way. But please don’t
get into an argument over this point, be-
cause it will make the entire process much
more difficult to complete. 

Most reps will be happy to share their
thoughts about how best to handle the
transition if approached properly.

Making Rep 
Retirement a 
Win-Win for 
All Concerned
By Tom Buxton
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They may tell you that they can’t afford to
retire right now or that they hope to wind
down their duties to some extent, but
would like to stay involved in the company
and “the game.”

No matter what they say, do not try to cre-
ate any sort of plan on the spot. Just listen
to them carefully (like husbands should
with their wives), because this may be the
first time that they have actually articulated
their plans to anyone. 

At the end of the conversation, ask them if
it would be ok to set up another appoint-
ment to look at solutions together. 

Here are a few paths that you can consider
with them, depending on what was said
during that initial conversation:

n If they plan on staying completely
engaged for the foreseeable future,
consider asking them to coach some
other younger reps for you.

n If they tell you they are looking at just
one or two more years before retirement,
create a plan to incent them to move the

business to legacy or to new reps over
time.

n If they want to “just be left alone” in
order to retain their current business
while no longer participating in the
sales team, discuss parameters by
which the company could attain its
goals as well.

n If they are openly hostile to the dis-
cussion, ask them about it and quickly
create a “Plan B” involving increased
communication by other members of
your staff with the rep’s accounts.

These are just a few of the responses that
you could encounter when discussing
such a sensitive topic with a veteran rep. 

It is not an easy conversation to have, but
from my experience in sales management
and assisting dealers with this issue, it is
extremely important to become proactive
immediately. 

There are a lot of baby boomer sales reps
out there who are at or near retirement age
and if you haven’t yet started factoring all

that into your planning, you will soon have
to, like it or not!

Addressing this issue is extremely impor-
tant for many dealerships in the U.S. and
Canada and if you have never considered
its implications before, it could give you
some sleepless nights. If you have ques-
tions or concerns and don’t feel you have
anyone to discuss them with, feel free to
call or email me about them (PH: 720-289-
8930; E-mail:  tom@interbizgroup.com). 

I will not charge anyone anything for this
consulting and no sales pitch will be given,
because it is one way I can give back to an
industry that has provided so much for me.

As long as I don’t receive too many re-
quests, I promise to return the email or
phone call within 24-48 hours. 

Tom Buxton, founder and CEO of the InterBiz-
Group consulting organization, works with in-
dependent office products dealers to help
increase sales and profitability. For more infor-
mation, visit www.interbizgroup.com.
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It can be very frustrating trying to under-
stand why sales people or teams are not
hitting their projections and missing
other expectations that have been es-
tablished for them. There are always ex-
cuses and blame gets placed on such
things as the down economy, lack of
price competitiveness or time manage-
ment issues.

At K. Coaching, we recognize that it may
be difficult to decipher what is real versus
what is claimed. It’s always challenging
to self-diagnose and really understand
what needs to change or be done differ-
ently to achieve the projections. 

Let's review the top two common issues
behind lack of sales success and exam-
ine how to address them, so you can
manage yourself and your sales reps to
get back on track in 2011.

1. Not setting appropriate sales
activity goals 

It is imperative that everyone is clear on
what is expected of them in terms of
sales and activity goals to reach projec-
tions and annual quotas. You can set a
sales rep’s goal of $500,000 a year in
revenue, but if they are not clear on what
sales activities are needed to reach
those goals and how much time they
need to spend on each one, then it is
likely that both of you will be disap-
pointed.

Recommendation:

n Meet with the sales rep and review
the type of sales activities that they
are performing in a given day.

n Determine if these activities are
proactive and intentional or passive
and reactive.

n Use the following example to ensure
understanding of the activity numbers
that are needed to align and reach the
goal. 

Goal: Three new accounts per
month averaging $12,000

Activity needed:

____ # of calls to talk to someone live

____ # of calls to make an appointment

____ # of appointments to close an ac-
count

____ # of calls to get ____ amount of ap-
pointments, to get ____ amount of new
customers.

Question for your sales rep: How many
calls and how many appointments will
you need to reach your goal of three
new accounts a month?

If you're getting lackluster performance,
chances are there is a misunderstanding
on the part of your rep about the quan-
tity of proactive sales activities, time al-
location and focus necessary to reach
the projected goal. 

Recognizing this misunderstanding and
addressing it early can help the success

of most sales reps. The question is: Is the
effort commensurate with the results?

It’s a good idea to adopt this approach
for all sales activities, not just prospect-
ing. Consider the following examples of
potential sales activities and specific
goals that could align with an overall
larger objective:

n Prospecting Meetings 
(Face-to-Face)

Goal: Four new prospect appoint-
ments per week

n Retention Strategy
Goal: Ten business reviews to be
completed each quarter

n Penetration Meetings Per Week
Goal: Six actual meetings focused
on product that is not currently
being sold, such as toner, furni-
ture, etc.

2. Not Identifying and Dealing
with Developmental Needs

For most of us, it’s a challenge to accu-
rately assess developmental needs, cre-
ate an effective developmental plan and
transform our low achievers or poor per-
formers. 

Each situation is unique and there are no
easy answers or one-size-fits-all solu-
tions. Just know, regardless of your sales
reps’ experience and tenure, if they are
not finding challenge and motivation

Breath Life
Back Into
Your Business
With CPR
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through education, growth and develop-
ment, it’s easy for them to get compla-
cent, bored and subsequently unpro-
ductive.

Recommendation:
n Understand what the core compe-
tencies are for successful sales reps
within our industry, then benchmark
your sales reps against these core
competencies. 
n Understand the changing environ-
ment of customer needs and procure-
ment processes, so that you can
ensure everyone is up to speed and
well-rounded. 
n Spend quality time observing sales
rep behaviors in the field to assess,
provide feedback and address their
developmental needs.

Core Competency Examples:

n Closing skills
n Persistence 
n Dependability
n New business development
n Sales ambition

n Technology focus
n Business and industry knowledge

Areas for Development Examples:

n Uncovering needs and selling total
value rather than just price

n Networking, getting referrals and
being active in the community

n Demonstrating strong financial acu-
men, including an understanding of
profit margin and the ability to conduct
contract reviews

n Demonstrating proficiency in tech-
nology, social networking, Internet
marketing, and the ability to use these
tools to build relationships

In order to meet expectations and de-
velop business, your sales reps need to
clearly understand what's expected of
them, be held accountable to those ac-
tivities and given the resources and cul-
ture to learn and develop to their highest
potential. 

Without the right amount of sales activ-

ities and professional quality salesman-
ship, it’s hard to achieve more than lack-
luster results. 

Let's commit to assessing the current
situation for those that are not meeting
your expectations and determine if any
of the above recommendations could
help their performance. 

Next month, we’ll address other factors
which can derail performance, such as
disorganization, procrastination and
poor time management. 

Krista Moore is president of K Coaching, LLC,
an executive coaching and consulting practice
that has helped literally hundreds of inde-
pendent dealers maximize their full potential
through enhancing their sales strategies,
sales training and leadership development.
For more information, visit the K Coaching
web site at www.kcoaching.com.
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