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Seventy Five Years and
Counting for Topp Office
Supply, Texas Dealer

What are you doing
different?

Congratulations are in order for John Dunst and his team at
Topp Office Supply in Longview, Texas, which this year marks
its 75th year of service to the local business community.

As noted in this month’s Industry News
section, Amazon.com is stepping up
its B-2-B efforts in a big way with the
launch of AmazonSupply.com, a website targeted specifically at business
and industrial customers.

The dealership was founded in 1937 by a Mr. Steve Topp as a
combination printing and office supply business.
John himself is just the third owner in its 75-year history and is
celebrating an anniversary of his own, having bought the dealership in 1992.
Today, the business runs as a largely stockless operation in
partnership with first-call wholesaler S.P. Richards.
Furniture has become an increasingly important part of the mix
and currently accounts for 60% of overall volume.
Business has been pretty good of late, reports John, due in no
small part to a hard-working team that includes son Trent and
John’s sister and brother-in-law.
There’s plenty of oil and gas business in Topp’s East Texas market and that hasn’t hurt either but it’s still very competitive.
Fortunately, says John, there is a loyal base of customers who
value the service and attention to detail that have been the dealership’s hallmark for the past 75 years.
Our congratulations to John and his team and here’s to the next
75!

Keeton’s Office & Art Supply, FL Dealer, Earns
Customer Service Honors, Takes to YouTube to
Launch Private Label Paper Brand
Congratulations to Brice Hoopingarner and his team at Keeton’s
Office and Art Supply in Bradenton, Florida, which last month
earned honors from a local online community news service for
being the champion customer service provider in its market.
Keeton’s beat out over 60 other local businesses for the honor,
which was based on reader votes over several weeks.
Last month also saw the dealership celebrate the arrival of its
new baby … just 5 lb. 1 oz. and 11” long and 8-1/2” wide.
Check out the Keeton’s website (www.keetonsonline.com) for
a truly different way to launch a private label copy paper line!

The move comes four years after the
largest Internet reseller added office supplies to its consumer
site and while most of the folks we talked to about it see it more
as a threat to the industry’s big box players, it would be wildly
optimistic to believe its impact won’t be felt in the Independent
Dealer Channel.
All of which makes Tom Buxton’s column this month particularly
worthy of your attention.
Tom makes a simple but very compelling point: As independents, we need to focus more than ever on the things that truly
make us different or else distribution giants like Amazon will
change our game completely and not in a good way.
Fortunately, he offers a number of suggestions on ways we can
stand out clearly from the competitors and pretty much all of
them represent things most dealers are doing already to a
greater or less extent.
Personal care and attention and outstanding customer service,
expert advice on selecting the right products to meet specific
needs, support for deserving local causes and a solutions selling approach have long been part of the basic value proposition
independents bring to the market.
Tom’s message is more about stepping up efforts in areas
where dealers are already active, rather than introducing any
brand new initiatives.
But don’t underestimate the importance of stepping up those
efforts. Ultimately, as Tom notes, it’s about finding ways to
stand out in a largely commoditized, me-too world.
Independents have doing just that for years and doing it superbly well. The arrival of the AmazonSupply effort and the potential for more of the same from other online giants raises the
stakes, though, and makes our ability to be truly different in
ways that matter to the customer more important than ever.

CONTINUED ON PAGE 4

Cover photo courtesy of Safco Products

MAY 2012

INDEPENDENT DEALER

PAGE 2


IRUDDMS

DQG%ULWDQQLD


ECi software




 
 

 





 
  


 














 

 

 

www.ECiSolutions.com/Get-ECiCloud




 

 

WINNERS CIRCLE

CONTINUED FROM PAGE 2

Yuletide Office Solutions, TN Dealer, Scores Big
Contract Wins, Opens New Furniture Showroom

“We’re really starting to see our national account business pick up,”
reports Chris. “There’s growing support for our Buy Local message
and thanks to a lot of networking and work with the non-profit community, our name is getting out there and opening doors.”
The dealership also has boosted its visibility in the marketplace as
a result of the new furniture location, which includes a 2,500 sq. ft.
working showroom highlighting Global and Evolve products.
To support the increased furniture effort, Yuletide has hired a dedicated designer/project manager and is cross-training the sales
team on its expanded furniture offering.
And is it working? “We got $70,000 worth of furniture business just
from drive-by traffic in the first month the new showroom was
open,” Chris reports happily.

Part of Yuletide’s new office furniture showroom. The new space saw $70,000
worth of furniture business just from drive-bys in its first month.
In Memphis, Chris Miller and his team at Yuletide Office Solutions
have got plenty to celebrate these days, including some big wins
from their friendly big box neighbors and a brand new office furniture showroom right next door to the building they have called
home for the past 18 years.

WORLD PREMIERE

The big wins include the City of Memphis—the result of a two-year
team effort spearheaded by Chris’s nephews, Todd and Justin Miller—
the Catholic Diocese of Memphis and a major retail cell phone chain.

Not a bad start, by any measure, particularly since the Yuletide
team is still fine tuning the space and won’t be holding an official
grand opening until September.

Warren’s Office Supply, ME Dealer, Rockin’ and
Rollin with Sales Growth, Acquisitions and
E-Marketing Award
In Springvale, Maine, Warren Roberts and his team at Warren’s
Office Supply have also been celebrating of late, after a first quarter
that saw business running 20% ahead of last year, several promising acquisitions and some impressive recognition for e-marketing
efforts.
CONTINUED ON PAGE 6
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a contemporary self-adhering display sign with hinged magnetic front to create
professional-looking signage/displays quickly and easily. Bid farewell to tape,
thumbtacks, etc. DURAFRAME® offers a simple, stylish yet efﬁcient way to
organize, display and update important information.
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Adheres to any smooth, solid surface—simply peel, stick, done!
Special adhesive allows for repositioning from one location to another*
Sturdy lens cover pulls back effortlessly, allowing for speedy insert updates
Magnetic seal holds inserts securely in place
Can be read from both sides when afﬁxed to transparent surfaces, such as glass
Available
v
in tabloid, letter and half letter sizes

Item#

Description

DBL4877-01
DBL4878-01

Letter
Half-Letter

8 ⁄2" x 11"h
51⁄2" x 81⁄2"h

DBL4876-01

Taabloid

11" x 17"h

®

Size
1

DURAFRAME is available from United Stationers.

Visitit us on the web
Vis
to learn more about
DURAFRAME
D
URAFRAME®
DURABLEOFFICEPRODUCTS.COM

*Non-removable on wallpaper,
painted surfaces and wood.
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When it’s no ordinary conference,
make it extraordinary

Introducing a new line of branding & merchandising products to
help you make a strong impression at your biggest events.

Little things that work in a big way.™

facebook.com/avery
@AveryProducts
Scan to learn how Avery can help you grow your business.
©2012 Avery Dennison Corporation. Avery is a registered trademark of Avery Dennison Corporation. QR Code is a registered
trademark of Denso Wave Incorporated and is registered in the U.S. and other countries. Personal and company names and
other information on samples depicted are fictitious. Any resemblance to actual names and addresses is purely coincidental.
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On the growth front, the good news is that
the extra sales have all been organic rather
than acquisition-driven, Warren reports.

cot and his sidekick, Pencil Point. It also
provides helpful tips for office productivity,
the latest manufacturer rebates and more.

He says his sales team is out hitting the
streets and pushing a strong “Buy Local”
message that is finding an increasingly receptive audience.

“Since launching The Clipboard in June
2010, it’s become our most effective way of
marketing,” reports Jen. “It’s a valuable tool
to engage and interact with customers and
prospects and have some fun at the same
time.”

The dealership looks poised to keep the
momentum going with the acquisition of
three smaller dealerships that have resulted
in two new members of the sales team and
that Warren expects will bring an additional
10% top line gain.
Also fueling sales is a well executed e-marketing campaign by marketing director Jen
Roberts that was recently recognized by Constant Contact with a 2011 All Star Award.
Spearheading the effort is the dealership’s
monthly e-newsletter called The Clipboard
which reaches some 1,400 contacts, all
permission-based and generates an impressive 40%-plus open rate.
Each issue not only highlights monthly
sales specials but also reports on the exploits of the dealership’s Pencil Man mas-

WA Dealer Complete Office
Acquires Seattle Office Furniture
Seattle-based Complete Office last month
announced it has acquired Seattle Office
Furniture. The acquired company will relocate its main offices and showroom into the
Complete Office location in South Seattle.
Complete Office will maintain Seattle Office
Furniture’s Bellevue showroom.
"We welcome Seattle Office Furniture to the
Complete Office family", said Rick Israel,
CEO of Complete Office. "This acquisition
is another step towards Complete Office's
goal of expanding our office furniture capabilities.”

This is the fifth acquisition for Complete Office in the past two years, having acquired
companies in Southern California, Bellevue
and Spokane.

Cleveland Dealer Today’s
Business Products Acquires
Local Independent Euclid Office
Supply
Life is good these days for Rick Voigt and
his team in Parma, Ohio, just outside of
Cleveland.
They set a new sales record last year and
fueled by an aggressive new business development effort, this year’s first quarter is
tracking even stronger in the plus column.
If that wasn’t enough, sales will be receiving
another healthy boost going forward, following the acquisition of fellow Clevelandarea independent Euclid Office Supply.
Euclid owner John Vernier was getting ready
to reture and looking to sell to another
CONTINUED ON PAGE 8
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independent who would treat his people and his customers the way
his dealership has for 48 outstanding years.

DC Area Dealer Miller’s Office Products Sets the
Pace at City of Hope Fundraiser

Rick, a fellow TriMega member who shares John’s service-intensive
values as an independent, was a logical choice and the deal was
consummated quickly and easily.
The acquisition promises to add an additional 20% to top line sales
at Today’s Business Products, Rick reports.
Three of Euclid’s salespeople have joined Rick’s team and the dealership is being consolidated into Today’s Business Products’
Parma headquarters.
“We’re pleased to add more sales representatives who have years
of experience in the office products business,” Rick said. “They will
join a sales staff that already expanded earlier this year with the
addition of four new sales associates.”
The Euclid deal also promises to give furniture business at the dealership a nice boost. “Our Furniture Group had a sales increase of
50% last year and we anticipate the addition of Euclid Office
Supply will give us an even greater footprint in the Northeast Ohio
furniture market,” said vice president John Quinones.
Meanwhile, Rick says he will continue to keep pedal to the metal
on new business growth and is actively looking for more suitable
acquisition candidates.

Some 35 team members from Miller’s Office Products took part in last
month’s Walk for Hope in Washington, D.C. They raised the largest amount
for City of Hope of any participating team.
Like most dealerships, Lorton, Virginia-based Miller’s Office Products has feet on the street pretty much every business day. But last
month, some 35 members of the Miller’s team were stepping out
for a very special reason, as participants in the 2012 Walk for Hope
in Washington, D.C.
The annual event is a fundraiser to benefit the women's cancer research, treatment and educational programs at City of Hope and, says
Miller’s sales administration manager Sonja Mowry, that makes the
cause personal for many at the dealership.
CONTINUED ON PAGE 10
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“We have several employees who have
been affected by cancer, either personally
themselves or their loved ones, and president
Pat Miller, executive vice president Wayne
Stillwagon and the company as a whole is
there to support them,” says Sonja.
And support them they truly did this year!
By the time Pat and her team had completed the 5K walk through the nation’s
capital, they had not only come in with the
most walkers from any organization but
also posted the largest amount raised, an
impressive $16,320!
The D.C. area walk is one of five “Walks for
Hope” scheduled for this year around the
country. To find out more, visit www.nationalevents.cityofhope.org/site/PageServer?pagename=walk_locations

Chris Hagan, MO Dealer,
Undergoes Hair Raising
Experience for a Good Cause

Chris has worn his hair shoulder-length for
close to 15 years and become pretty much
immune to good natured ribbing from
friends and business partners about his
flowing locks.

VA Dealer Coastal Office & Promo
Products Launches E-Cylcing
Fundraiser for Goodwill Industries

But at a recent business group lunch meeting, the topic surfaced yet again and this
time it came with a question: Just how
much would it take for Chris to clean up his
act and get it cut?
One month later, that question was answered at a ceremonial shaving during a
local Chamber breakfast. The ceremony itself took just a few minutes but it generated
much needed funds for some worthy local
causes and, says Chris, resulted in a wave
of publicity that no amount of advertising
could hope to match.
“It all started out just as a fun way to give
back to the community but it really snowballed from there,” he reports happily.
“We’ve had a tremendous amount of local
media coverage and it’s gotten so I can
hardly go to the grocery store or gas station
without someone saying something!”
And how do you top something like that?
“I’m growing it back and will probably be
looking to raise a few more dollars for our
food pantries in a year or two,” says Chris
with a smile.

Coastal president, John Willcox kicks off the dealership’s office E-cycling program with the first delivery to Goodwill.
There isn’t an independent out there who
doesn’t have an ongoing program of some
kind to help raise funds for deserving local
causes. And more and more independents
are also putting their support behind the
Green movement and helping nurture and
protect precious natural resources.
But what would you call a dealer who comes
up with a program that meets both of those
worthy objectives at the same time?
If you were anywhere in the Hampton Roads
area of Virginia last month, chances are you
might just call them Coastal Office & Promo
Products.

Top: Chris before, with wife Linda and parents
Roger and Rosetta Hagan. Bottom: Chris after, with
Festus Police Chief Tim Lewis.
In Festus, Missouri, just 30 minutes south of
St. Louis, Chris Hagan, president of Metro
Office Supply has long been known in the
local business community for his rock star
hair and Tommy Bahama fashion sense.
Not anymore though, and half a dozen local
food pantries are some $8,000 better off as
a result.

The drivers at S&T Office Products in St. Paul, Minnesota, are looking super-sharp these days,
as the dealership rolls out new wraps for its trucks. The first two have already hit the highway,
with more to come!
CONTINUED ON PAGE 12
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As part of a special drive to support their local
Goodwill Industries operation, John Willcox and
his team ran a month-long e-cyling effort, collecting old computers, monitors, fax machines and
other obsolete electronics for safe and secure
data destruction and refurbishing or recycling by
Goodwill.
The nonprofit sells computers and electronics in
its computer outlet and retail stores to fund its
programs and services that get people employed
in the community and the program also finds a
useful home for product that would otherwise be
heading for the nearest landfill.
“When our trucks go out, they usually return
empty but now we can put them to good use by
collecting e-waste for Goodwill to re-use or recycle and fund its mission,” says John.
The dealership started the program in test mode
for the first two weeks and limited collections just
to existing customers. After that, however, they
took the program out to the entire business community and response, says Coastal e-cycle manager Rachel Kemp, could not have been more
positive.
“We had some companies contribute as many as
25 units and most averaged 8-10,” she reports.
“People appreciated us picking up old equipment
they didn’t really know what to do with and they
really liked the idea of supporting a local cause like
Goodwill.”
And, Rachel adds, it also opened doors for
Coastal at companies who had never done business with them before.
Sounds like a win-win for all concerned, particularly in a month that saw plently of other Earth Day
activities!

New Sales Manager at Greenville
Office Supply, SC Dealer
Greer, South Carolina-based Greenville Office
Supply (GOS) has announced the addition of
Denita Kozeny to the organization as sales manager.

Last
Month
on
Facebook
A look at some recent postings
from independents

EVOS Office Products, Chandler, AZ
Are you looking for an inside sales position where your earnings potential is
not capped? Do you want to work for a company that has had double-digit
growth for the past two years straight, even in these tough economic times?
Do you want to compete in sales contests where you can earn great prizes or
bonuses? Are you tired of being micro-managed?
If you said yes to any of these questions, there could be a fit between EVOS
and you.
EVOS is a B2B business products distributor. We sell what companies use to
run their business: Office Supplies, Janitorial Supplies, Office Furniture, Print
and Promotional Products and much more. We continue to grow, even in this
down economy.

Business Essentials, West Fargo, ND
GREEN TIPS: Recycle your dollar at home and BUY LOCALLY! Not only is it
good for the local economy, it will save energy because products haven't traveled across the globe to get to you.

FSI Office, Charlotte, NC
Friends don't let friends buy from big box stores and pay too much for their
office supplies! Be kind and introduce them to your FSI account rep!

As long as we can find them, we’ll feature each month some social media postings designed to give other dealers useful content ideas. If you’ve got any of
your own you’d like to share, just send them along (simon@idealercentral.com)
and we’ll take it from there.

Denita brings to GOS over 23 years’ experience in
management positions within the industry and most
recently served as distribution reseller sales manager
for Brother International in Simpsonville, South
Carolina.
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We deliver.

Office Products Marketing & Advertising
4211 North Division
Comstock Park, Michigan 49321
616.785.6061

Secrets of Success

Reclaiming the
Oklahoma Territory
HERE COME THE MERRIFIELDS

by Jim Rapp
Here’s a short history lesson: The Oklahoma Territory became a state in 1907.
Loran Merrifield opened an office supply
store in Enid, Oklahoma, population
50,000 in 1981. Today, the Merrifield
family businesses are spreading out
across the state and growing.
Stan Merrifield, Loran’s son, charts his
dealership’s growth curve over the past
30-plus years. “My father was the local
school superintendent when he opened
the store. His brother was already operating a store in Elk City and I went to
work for my father after college.
“Three years later I opened a store in
Ponca City, Since then, we’ve opened
stores in Alva and Stillwater and recently
moved into the Oklahoma City market.

A true family business
“My father retired but just about everyone
else works in the business,” Stan explains.
“My wife, son Jason and brother Joe work
here in Enid, along with my brother’s son
and daughter. Another brother and his son
work in Oklahoma City and my cousins
operate the Elk City location.
“Family members and employees are involved in so many community activities
MAY 2012

and charitable endeavors that it would
take pages and pages to list all of them,”
he adds. “A local baseball tournament is
named after our family, so I get the
honor of throwing the first pitch of that
tournament.”
To the question, “What’s the secret of
your success?” Stan says, “It’s a lot of
things. First, we’re a very hard-working
family. Second, we’re very well known in
these parts. Although our commercial
business is bigger, the retail stores give us
name recognition and an opportunity to
meet face-to-face with so many customers. It just seems like small towns and
family businesses go together, so this
gives us an advantage over the chains.
“It may seem old-fashioned to some,
but we still believe in getting out and
knocking on doors. We have fourteen
outside reps, and that includes me. The
ability to develop relationships has been
the source of our success. We like people and they seem to like us. When you
get right down to it, customers aren’t
buying products, they’re buying us.
“Having said that, we are working aggressively to have the very best online ordering
system and website. We’re also in the
process of rebranding our company.”

INDEPENDENT DEALER

What does the future hold?
“We will continue to grow, Stan Merrifield says. “A lot will depend on the
younger generation who will eventually
be running the business.”
“Now that you’ve pretty much got the
entire state of Oklahoma covered,
what’s next?” I asked.
“We’re already sneaking across borders,”
Stan admits, “but don’t tell anyone.”

Merrifield Office & School Supply
Enid, Oklahoma
I Stan Merrifield, CEO;
Joe Merrifield, CFO
I Office and school supplies, new
and used furniture, promotional,
beverages
I Founded: 1981
I Sales: $7 million
I Employees: 30
I Partners; Independent Stationers,
United Stationers
I Online sales: 30%
I www.merrifieldofficesupply.com
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adding value to product categories that
drive diff
ffe
erentiation and growth for
o their
customers while their investment focus
continues to be on product development
and innovation.
One example of that innovation is
the 2000 Plus® Green Line of stamps.
As a part of Cosco’s own environmental
stewardship and in response to
increasing interest among consumers
in environmentally friendly products,
Cosco was the first to offer a self-inking
stamp line to be predominately made of
recycled plastic. Many of Cosco’s stampusers workk in government, universities
and corporations and operate on the
basis of formal sustainability statements
that set as a procurement objective to
source environmentally-sound products
whenever possible.

Given the speed at which communication
moves in the social media world today, and
the flood of comment and opinion that
pours forth 24//7, it’s increasingly difficult
to extract true customer needs from all the
marketing hype.
Case in point: the “Going Green” and
“Bacteriaphobia” trends. They both are
clearly making their presence felt in the
marketplace, but what do they really mean
today for
o dealers and their customers?
As a leading developerr, marketer and
provider of stamps, signs and marking
products, Cosco® Industries commits a
considerable amount of time to make sure
we get the answer to that question right.

Cosco was the first to respond in the
marketplace with a line of stamps and
daters that are manufaactured using at least
75% recycled plastic content. The stamps
use environmentally responsible waterbased inks and the product packaging is
made from recycled unbleached paper
fiber.

Listening to the customer is a key part
of who they are as a company and a major
reason why Cosco has been able to build
an impressive track record of product
innovation in recent years.

As a further example of the company’s
ability to listen to customers and respond

Cosco’s initiatives are geared toward

proactively to their needs, Cosco was also
among the first in the product category
to address consumers’ growing interest in
anti-bacterial products and disinffectants.
Research indicates that 75% off Americans
use six or more antimicrobial products
each day. For Cosco and its dealers, that
translates into opportunity. Medical offices
and healthcare facilities are significant
users of Cosco stamps and are particularly
concerned about cleanliness.
Cosco’s response: a product innovation
that enhances the stamps currently used
by that target market with the addition of
Microban® to their line of pre-inked and selfinking stamps. With this enhancement, the
stamp handles are infused with Microban®
to help inhibit the growth of potentially
harmful microbes, such as stain and odor
causing bacteria. Today, Cosco® Industries
is the exclusive provider of stamping
products with Microban® antimicrobial
additives.
These examples—just two from a
growing library of inventions with either
patented or patent pending protection—
are part of an ongoing track record of
innovation from Cosco that promises to
help drive dealer growth in the marketplace
for many years to come.

HISTORY
ORY OF INNOV
INNOVATION
VATION
T

2002

2003

2004

2005

2006

2007

2008

Accustamp With
Attached Flip-Lid

Accustamp T
Two-Color
w
wo-Color

Accustamp T
Two-Color
w
wo-Color
With Post-It Flags

Dual-Ended
Accustamp

Dual Pad Self-Inking Stamps
To Market
& Daters. First To
With “BandShield”

Roller Stamp

Green Line Stamps &
Daters. Frist To
Daters
To Mar
Market With
Environmentally Responsible Stamp

2009

2010

2011

Accustamp 2 T
Two-Color
w
wo-Color
Shutter Stamp

Microban EEnhanced Pre-Inked
& Self-Inking Stamps

Custom Accustamp 2 Shutter
Stamp With Microban Protection

2012
Accustamp Pro With Built-In Ink
Cartridge & Contour Comfort Embosser

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

Support the Ali Meyer Foundation
Golf Tournament:
Denver Dealer Honors Daughter’s
Memory Through Children’s Hospital
Fundraiser
In Denver, Colorado,
the local office products and office furniture communities
are getting ready for
a unique golf tournament that serves
as a fundraiser for a
very special cause.
The event, the annual Ali Meyer Foundation Golf Tournament, is organized by Dennis Meyer of the
Office Liquidators dealership in Denver and
his wife, Val, to honor the memory of their
daughter Ali, who died in 2002 at age 13,
the victim of a hit and run drunk driver.
Fully 100% of proceeds from the tournament will go to benefit Denver’s Children’s
Hospital Foundation to provide medical assistance to needy children and education
on the dangers of drunk driving.
Since its inception in 2004, the Foundation
has raised over $130,000 and bought
wheelchairs and similar rehabilitation items
for children in need.
"The Foundation is our way of honoring Ali
by making a difference in the lives of the
many young people who seek recovery at
The Children's Hospital," explains Dennis.
Participation at this year’s tournament is
expected to break the 100 mark for the first
time, with the help of a strong contingent of
industry members.
The HON Company has supported the
effort from Day One and other major sponsors include S.P. Richards, DMI Office
Furniture, National Office Furniture and
Friant Office Furniture.
MAY 2012

In addition, local dealers and reps regularly
send their own teams along to the linksstyle course which is rated one of the best
golf course in Denver.
Funds raised by the annual tournament
have increased every year and Dennis is
hoping for more of the same, when the
golfers head for the tees at Golden’s Fossil
Trace Golf Course on July 30.
The goal this year is $25,000 and Dennis
and his team are actively looking for sponsors to help make that happen.
You can learn more about Ali’s Foundation
at www.alimeyer.org. Even if you won’t be
in Denver for the tournament, Dennis will be
more than happy to take a check, payable
to The Ali Meyer Foundation, 6960 South
Polo Ridge Drive, Littleton, CO 80128. Or
contact him at 303-759-3375 or dennisandvalmeyer@alimeyer.org.

Amazon.com Launches New B2B
Website, Will Stat Collecting TX
State Sales Tax

Amazon.com, already the world’s largest
Internet reseller, has launched AmazonSupply (www.amazonsupply.com), a new website targeting business and industrial
customers.
The site offers more than 500,000 items, including basic office supplies and janitorial
items as well as lab and scientific equipment, power and hand tools, material handling items and more. Delivery is free on
orders over $50.
According to Forbes magazine columnist
Walter Loeb, the site lists 11 computer papers, 250 chairs and sofas, 81 desk chairs, 70
task chairs, 68 executive chairs and 26 stools.
INDEPENDENT DEALER

It also offers 71 different toilet tissues, as
well as brooms, hand soaps, paper towels
and trash bags, according to Loeb.
Separately, Amazon announced it will begin
to collect and remit sales tax in Texas, effective July 1.
Amazon made the announcement in a joint
statement with Texas comptroller of public
accounts Susan Combs.
“We thank Amazon for partnering with us to
find a solution that works for our state,”
said Combs. “This is an important step in
leveling the playing field in Texas; however,
Congress should enact federal legislation
that will give states access to revenues that
are already due, which would resolve this
issue fairly for all retailers and all states.”

Office Depot Recalls Desk Chairs
Due to Fall Hazard
The U.S. Consumer Product Safety Commission and Health Canada last month announced Office Depot has issued a
voluntary recall of its Office Depot Brand
Biella Leather Desk Chair.
The chairs were sold exclusively by Office
Depot at its retail stores and online from
January 2002 through December 2008 for
about $55.
The Commission
said the chairs
pose a fall hazard
to consumers because the weld
connecting the
seat plate to the
gas lift can fail,
causing the chair
to separate from
the base.
CONTINUED ON PAGE 18
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Office Depot distributed 307,000 units of the
chair in the U.S. and 12,000 in Canada. The
chairs were made in China by Wonderful
Year Inc. and imported by Swinton Avenue
Trading, Boca Raton, Florida

Business Solutions Assn. to
Honor Smead’s Sharon Avent,
iDealer’s Simon De Groot

The Commission said Office Depot has received 11 reports of the chairs breaking
and consumers falling while seated, resulting in reports of injuries, including minor
contusions and abrasions.
This is the third product recall on an Office
Depot seating product in the past three
years.
Last year, Office Depot recalled one of its
private label desk chairs due to a pinching
hazard in the chair’s tilt mechanism and in
2009, the company recalled one of its
multifunction mesh chairs because of a fall
and injury hazard.

BSA honorees Smead president and CEO Sharon
Avent (left) and INDEPENDENT DEALER editor
Simon De Groot
Members of the Business Solutions Association (BSA) will present INDEPENDENT
DEALER editor Simon De Groot, with its
2012 "Lifetime Achievement" award at its
Annual Forum in Dallas, October 1-5.
De Groot joins President and CEO of
Smead Manufacturing Company president
and CEO Sharon Avent as an honoree at
the meeting. As previously announced in

our March issue, Avent will receive BSA’s
2012 Leadership Award, the association’s
highest honor.
“This year’s Leadership Award winner truly
represents leadership in every sense of the
word,” said BSA president Mike Wilbur.
“We’re pleased to have this opportunity to
recognize Sharon Avent. Smead is recognized as one of the largest privately-held and
one of the largest women-owned companies
in Minnesota. Smead has been 100%
woman-owned since 1955 and is certified
nationally as a Women Business Enterprise.”
The BSA Lifetime Achievement Award recognizes De Groot’s contributions to the industry, as well as his professional
achievements in writing and communications. It is the first time this award has been
presented by BSA.
“We’re excited to have this opportunity to
have Simon De Groot as the first honoree
of the Business Solutions Association Lifetime Achievement award. He has served
our industry well for many years,” said
Wilbur.
CONTINUED ON PAGE 19
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For more information, contact BSA executive vice president Cal
Clemons (PH: 410-931-8100, ext. 123; E-mail: cclemons@businesssolutionsassociation.com

are critical to achieving sustainable success in today's marketplace,
going beyond the traditional one-on-one meetings with supplier and
dealer networking sessions that lead to new paradigms," commented
TriMega president, Charlie Cleary.
In addition to the one-on-one meetings, other highlights of the
event included:

TriMega Hosts 16th Annual
One-on-One Meeting, 2012 INTECH Show
For the members of the TriMega Purchasing Association, last month
was meeting-intensive to say the least, as the
Rosemont, Illinois-based dealer group
hosted its 16th annual One-on-One Meeting,
the 2012 INTECH Show for some of its most
recent membership additions and still
found time for one of its Generate 2012 regional gatherings in Dallas.
This year’s One-on-One drew business
owners and executives from 50 of
TriMega’s larger dealerships and executives of 35 industry suppliers to Palm
Springs, California, for a series of individual
“one-on-one” scheduled meetings and
networking opportunities.

The focus at this year’s
TriMega One-on-Ones was
on going beyond the traditional model to forge new
paradigms, president Charlie Cleary told members
“The focus this year was on developing the
knowledge, relationships and big ideas that

 An update on TriMega and its key strategic initiatives including
the Point Nationwide national accounts program, alliances with industry wholesalers S.P. Richards and United Stationers and increased focus on helping dealers maximize opportunities in the
Managed Print Services arena.
 A special Networking Forum, new this year, for TriMega’s DSC
large-dealer peer group
 A keynote address by networking guru Dean Lindsay, who offered tips and techniques on innovative ways to build profitable,
win-win business relationships.
 Recognition of Sanford Brands as winner of TriMega’s “Dealer’s
Choice” Award, for 2011. Sanford was voted Supplier of the Year
by TriMega members for providing outstanding support during
2011 in the areas of competitive pricing, support for bids, service
levels, strong customer service, effective local representation, and
creative marketing support.

CONTINUED ON PAGE 20

Think Independently
BMI OP RevelationTM

The Truly Independent Software Solution for Office Product Dealers
Competition in the Office Product industry is fiercer than ever. Your independence is what sets you apart. OP
RevelationTM e-commerce and business management software lets you remain independent while enabling
you to compete successfully against the Power Channel.
The choice is always yours in terms of the content you want to feature on your e-commerce site and in terms of
the search engine you want to use. Whether it is the SP Richards, United or BMI search, you will always have
the option of deploying the engine that gets you the results you desire.
See why our dealers are reporting explosive growth. Visit us on the web at www.bmiusa.com or call us today
for a free consultation at 888-580-8382, X206.
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 Presentation of special dealer awards for outstanding support
and growth of purchases of TriMega supplier products during the
past year. Capital Office Products, Daytona Beach, Florida; Eaton
Office Supply Co., Amherst, New York, and WECsys LLC, Brooklyn
Park, Minnesota were recognized for the greatest dollar growth
year over year, while Buyonlinenow, Rochester, Minnesota; Miller’s
Office Products, Lorton, Virginia, and Today’s Business Products,
Cleveland, were recognized for the greatest percentage growth in
2011 versus 2010.

Energy Level High, Mood Upbeat at 2012 WorkPlace
Furnishings National Conference

TriMega also announced the dates and location of its 2013 Oneon-One Meeting which will take place April 21-25 at the Waldorf
Astoria in Naples, Florida.
Earlier in the month, TriMega hosted the 2012 INTEC Show, the
first such event after the INTEC dealer group joined forces with
TriMega in January.
At the meeting, INTEC celebrated its 25-year anniversary and
looked forward to the future and its new alliance with TriMega.
“It was over ten years ago that INTEC and TriMega first partnered
on buy-side initiatives to benefit our respective members,” recalled
TriMega president Charlie Cleary at the meeting. “The new alliance
takes that partnership to the next level and not only puts in place
a platform for increased buying power, increased member rebates
and more meaningful member networking but also brings to life a
vision that aims to leverage our collective technology knowledge
and exploit the Managed Print Services opportunity more effectively.”
INTEC Show highlights included:
 The first-ever program of educational seminars at an INTEC
Show, as well as a dealer roundtable discussion on Managed Print
Services, facilitated by TriMega director of MPS Brian Stevenson
 One-on-one dealer meetings with more than 25 leading suppliers such as SYNNEX, Hewlett-Packard and Supplies Network, as
well as first-time participants which included PREO, Fortune Web
Marketing, ACCO Brands and FMAudit
 Nearly $8,000 in fundraising contributions raised on behalf of
the Johnny M Foundation, a charitable organization to support children and their families facing difficult life challenges founded by
INTEC members John and Patti Murabito of Ribbons Express in
honor of their son, Johnny
“The 2012 INTEC Show offered an outstanding opportunity to present in a very concrete way the power of the new TriMega INTECpartnership,” commented TriMega VP of marketing Michael Morris.
“By any measure, it was a tremendous success with INTEC dealer
members and their supplier partners being upbeat, optimistic
about the future and giving the event rave reviews.”

WorkPlace Furnishings president and CEO Greg Nemchick (left) with Marlaine
McCauley and Matt Watson of WPF Dealer of the Year Apex Facility Resources.
For anyone looking for signs of life in an industry where business
conditions remain uncertain at best, the place to be last month was
Bonita Springs, FL, where the WorkPlace Furnishings dealer group
held its 2012 National Conference.
The energy level was high and the mood upbeat, as WPF dealer
members and their supplier partners gathered for three days of education, networking and business meetings.
The conference saw the launch of the WPF Learning Academy, a
comprehensive new training resource offering a broad range of
courses online and in person for dealer management and sales and
operations team members.
“People represent the most valuable resource for any dealer,” commented WPF president and CEO Greg Nemchick. “The WPF Learning Academy is designed to enable our members to maximize the
value of that resource by providing them with world-class, industry-specific education when and how they want it.”
In addition to the launch of the WPF Learning Academy, other Conference highlights included:
 A program of special presentations and workshops covering
topics such as managing multiple generations in the workplace, effective compensation plans, strategies for social media success,
establishing your own GSA contract and more.
 The latest version of the WorkPlace Furnishings iPad app, allowing customers to browse and buy from WPF dealers.
 One-on-one meetings between WPF dealers and their supplier
partners to explore ways to work together to maximize common
market opportunities.
CONTINUED ON PAGE 21
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 Keynote speakers Jim Ryerson and Dirk Beveridge who discussed getting new and existing sales talent up to speed and managing and leading to outsell and outperform the competition.
Also at the conference, WPF recognized several members for their
outstanding support of the organization.
Honored as WPF manufacturer of the year was Global-The Total
Office. WPF’s Dennis J. Insogna Dealer of the Year Award for 2012
went to Apex Facility Resources, Seattle, while the group’s highest
individual honor, the Nathan M. Loth Award, was presented to Julie
Anne Smedley of POI Business Interiors, Markham, Ontario.
Next year’s conference will take place March 17-20 at the Hyatt
Grand Champions in Palm Springs, CA.
For more information, visit www.wpfdealer.com or call WPF’s
Cincinnati headquarters (513-563-0048).

S.P. Richards Honors its Vendors of the Year
Wholesaler S.P. Richards last month honored 3M, Deflecto, Georgia
Pacific, Logitech, and RR Donnelley as 2012 Vendors of the Year.
The awards were presented at the 2012 S.P. Richards Vendor Summit in St. Augustine, Florida.
Winners were determined by a number of key measurements such
as sales, service levels, and outstanding support for both dealer
and S.P. Richards sales and marketing initiatives.

3M was recognized in the traditional office products category,
Deflecto received the furniture award, Logitech captured the technology category, Georgia Pacific was named the winner in the
cleaning and breakroom supply category and RR Donnelley was
awarded the Strategic Partner of the Year Award.
In addition, Hewlett-Packard received the S.P. Richards Heritage
Award, which recognizes a vendor who exemplifies leadership qualities
in every aspect of their organization.

ECi Acquires BlueSky Systems Solutions, UK Dealer
Technology Company
ECi Software Solutions last month announced that it has acquired BlueSky Systems Solutions, a leading
back office systems supplier for the European office products industry.
BlueSky, which is located in Derbyshire, England and has some 160
dealer users, now becomes part of ECi’s Office Products Division.
ECi and BlueSky have an in-depth knowledge and understanding of
the European office products industry,” said Ron Books, president and
CEO of ECi. “At the core of both organizations is a strong desire to
serve our customers and better enable their success.”

CONTINUED ON PAGE 22
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United Stationers Names Harry Dochelli VP Sales,
Independent Dealer Channel

Deflecto Offers New Line of
Sign Holders with DIY Customization

Wholesaler United Stationers has named
Harry Dochelli vice president, sales, independent dealer channel, for its Supply Division.
Dochelli brings extensive experience to
United, including sales and operations
leadership roles in the office products and
industrial marketplace and experience
with independent resellers, big box retail
and business-to-business environments.
Prior to joining United, he was chief operating officer of industrial distributor Lawson Products, Inc., following two
years as the company’s executive vice president, sales and marketing.
Prior to Lawson, Dochelli held various positions with OfficeMax, including executive vice president, U.S. Contract – Boise Office Solutions; executive vice president, U.S. operations; senior vice
president, southern region, and managing director, Boise United
Kingdom.

Deflecto has introduced a new Interior Image line of sign holders
that feature an easy-to-use online customization option.
The Interior Image Sign Holder offers simple updates or personalization using Deflecto’s free Online Sign Creator.
Available at www.deflecto.com/signcreator, the Online Sign Creator
provides do-it-yourself, customizable sign templates and works
with PC or Mac computers and requires no special software or
downloads.

AmpliVox Introduces Expanded
Line of Illuminating Acrylic Lecterns
Sound system and podium maker AmpliVox has expanded its line of acrylic
lecterns to include four different styles to
offer an unobstructed view of the speaker
and add clarity and light, while opening up
the room space.

Interior Image Sign Holders are available in a range of sizes and
are adaptable for use on a tabletop, wall or cubicle.

The lecterns are cut from thick acrylic sheets
to enhance durability and are available in a
variety of styles and wood and metal accents.

New Field Sales Rep for
The Highlands Group in New England

For more information, visit:
http://www.ampli.com/pdf/spec-acrylic.pdf

Dan Burgmaster has joined The Highlands Group rep organization as
a field sales representative for New England and upstate NY.

C-Line Expands its Fashion Design Products With
New Fashion Circle Series
C-Line Products last month announced the addition of the Fashion
Circle Series to its line of fashion design products. The Fashion Circle Series joins C-Line’s Plaid Series as items that allow users to
be trendy and stay organized at the same time.
C-Line’s new Fashion Circle Series includes an extralarge document case, stand-up expanding file, 7 and
13-pocket expanding files, reusable envelope
and a 13-pocket coupon size expanding file.
All products are made of durable, archival
quality polypropylene.
For more information, visit
www.C-Line.com.

For more information about the new Interior Image Sign Holders or the
Online Sign Creator, visit www.deflecto.com/interior-elements or call
Deflecto customer service at 800-428-4328.

Burgmaster brings over 18 years of sales, marketing, and national
account management experience to the organization.
For the past nine years, he has held a number of strategic sales positions with International Paper’s wholesale distribution businesses,
xpedx and Saalfeld Redistribution.

New Account Executive at OPMA
Grand Rapids-based Office Products Marketing & Advertising Inc.
(OPMA) has announced the appointment of Jocelyn VanderMey as
account executive.
VanderMey will act as a liaison between clients, print partners,
manufacturers, and OPMA, directing and coordinating all key functions of various projects.
VanderMey most recently served as account executive at WXMI
FOX17 in Grand Rapids.

CONTINUED ON PAGE 23
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Office Furniture Industry Gets Ready to Head to Chicago for 2012 NeoCon

Next month sees the office furniture industry’s annual trek to
Chicago for NeoCon, North America's largest design exposition
and conference for commercial interiors.
Set for June 11-13 at Chicago’s Merchandise Mart, more than 700
exhibitors will be showcasing the latest products and concepts for
commercial interiors as well as for health care, hospitality and institutional environments.

Tuesday, June 12
9:30-10:30AM: The Future of the Dealer
Speakers: David Solomon and Jim Bleech, Solomon Coyle. LLC,
Alexandria, VA
1:00-2:00PM: Visual Communications for Your Product
Speaker: Luiz Landgraf, president of MACHETE, Chicago, IL

The event is projected to draw attendance of 40,000 plus industry
professionals, including dealers, architects and designers, corporate real estate executives and facility managers, space planners
and project managers.

4:00 - 5:00PM: Keys to a Successful Furniture Installation

As usual, the Mart will be offering a dedicated Dealer Strategies
track of workshops and seminars as part of a conference schedule
that includes more than 120 CEU-accredited seminars, industry
association forums and keynote presentations. Dealer specific
sessions include:

Wednesday, June 13

Speaker: Joyce Oviatt, owner of Innovative Installation Services,
LLC, Norfolk, VA

1:00 AM-12:00 PM: Sales Leadership: Be a Positive Force
Speaker: Ken Thoreson, president of the Acumen Management
Group, Vonore, TN
Also on the NeoCon schedule this year: special keynote presentations
by former Chicago mayor Richard M. Daley; Studio O+A founders
Primo Orpilla and Verda Alexander; Gary Lee, principal of Gary Lee
Partners, and Ian Schrager of Ian Schrager Company.

Monday, June 11
9:30-10:30AM: How to Sell in Any Economy
Speaker: Deborah Flate, founder and president of Dialogue Consulting, Chicago, IL
1:00-2:00PM: IPD, BIM and LCA: A New Alphabet Soup for Success
Speaker: Stephen Witte, project director of Stephen Witte Associates,
Evansville, IN
2:30-3:30PM: When the Other Guy’s Price Is Lower
Speakers: Jim Bleech and David Solomon, Solomon Coyle LLC,
Alexandria, VA

In addition, this year’s show will feature a variety of additional components, including the Fine Design residential track from the Design
Center and LuxeHome showrooms and the Furniture Revolution
Gallery highlighting work by design students and young designers
just out of school.
Also this year, the Mart is offering an incentive to pre-register online.
Attendees who register at www.neocon.com by June 4 will be admitted into the show at no charge. Attendees who wait to register
on-site will be charged $25 for a show badge.
For more information
www.neocon.com.
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NOPAnews
NOPA Capitol Hill Visits Add Momentum to Independents’ Legislative Initiatives
On March 27 NOPA members met with
their members of Congress in a series of
pre-arranged meetings on Capitol Hill.

SBA must report back to Congress by June
2012 with proposals for legislation and/or
rulemaking to accomplish this purpose.

As a direct result of members’ visits, key
Democratic and Republican representatives and senators have recently introduced
or committed to the introduction of bills to
address the serious small business “passthrough” issue and recognized the need for
legislation to level the playing field for small
business “dealer teams.”

As a result of active NOPA advocacy leading up to and during the March 27 Capitol
Hill meeting, Sens. Casey (D-PA) and Enzi
(R-WY) have agreed to introduce a NOPAendorsed reform bill requiring SBA rulemaking to curb pass-throughs.

In addition, with an extra push from independents in March, several members of Congress are lending their support to NOPA’s
request for non-mandatory implementation of
the government-wide Federal Strategic
Sourcing Initiative (FSSI) on office supplies.
They are also supporting NOPA’s request
that the General Services Administration
(GSA) establish reasonable, flexible ground
rules to permit non-awarded dealers to serve
as “authorized participating dealers” in
teams established by awarded FSSI dealers.
NOPA is in direct dialog with GSA and the
Obama White House procurement policy
staff to achieve these goals.

Small Business
Pass-Through Reform
Since the current Congress took office in
January 2011, NOPA has redoubled its efforts to persuade legislators to require the
Small Business Administration (SBA) to
come up with specific plans to address the
small business pass-through problem that
has become widespread in federal as well
as state contracting.
Late last year, such legislative action was
enacted as part of a FY 2012 Financial
Services Appropriations bill. Under its terms,
MAY 2012

They have both committed to co-sponsoring this bill in June if SBA fails to submit the
required report to Congress or suggests inadequate actions to address this major ongoing problem.
Bill Bell of Lititz Office Products, Lititz,
Pennsylvania, made a special effort to participate in NOPA’s Capitol Hill event and
met with Senator Casey, whom he hosted
at his dealership a few years ago.
On the House side, thanks to a persuasive
visit from Barbara Pilkinton of VIP Office
Furniture & Supply in Hinesville, Georgia,
and information provided by NOPA, Rep.
Jack Kingston (R-GA) has become a cosponsor for a new House bill (HR 3893, the
Subcontracting Transparency and Reliability Act) to address the pass-through issue.
“Contracts for small business should go to
small business,” according to Rep.
Kingston, who said he appreciated having
this issue brought to his attention. The bill
recently passed the House Small Business
Committee.
NOPA believes that a strong SBA rule to
ensure federal contracts aimed at small
businesses are actually awarded to them
and fulfilled by them rather than by large
companies under improper “partnerships,”
can lead to a stronger set of ground rules
that also can be promoted and
implemented at the state level.

INDEPENDENT DEALER

Leveling the Playing Field for
Small Business Dealer Teams
Under current regulations, small business
dealer teams competing for federal contracts are not permitted to claim the socioeconomic status of their dealer members.
Similarly, federal agencies cannot claim
credits toward meeting their specific goals
for purchases from women-owned, service-disabled veteran-owned, socio-economically disadvantaged small business
when buying from such teams.
At NOPA’s request, Sens. Enzi and Casey
recently introduced legislation (S1110 – the
“Small Business Fairness Act”) in the U.S.
Senate to address this issue.
In addition, following visits by NOPA members and staff, Reps. Cynthia Lummis (RWY) and Niki Tsongas (D-MA) have agreed
to introduce an identical bill in the House of
Representatives.
Further NOPA grassroots action will be
essential in the weeks ahead to line up additional congressional co-sponsors and secure favorable action on these important
bills.
For more information on the key issues
covered during this year’s NOPA Legislative
Day or to become active in NOPA’s government affairs initiatives, please contact Chris
Bates at NOPA headquarters
PH: 800-542-6672, ext. 100;
E-mail: cbates@nopanet.org
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Making
the most
of your

Furniture

Opportunities

By Scott Cullen
Not to jinx things, but if our recent
conversations with some office products dealers who also happen to sell
furniture offer any indication, the
economy might finally be bouncing
back as furniture sales among these
dealers are actually on the upswing!
Take EON Office in Denver, Colorado
for instance. The furniture side of
their business has been growing significantly over the past few years and
even more so of late, reports CEO
Elena Sirpolaidis.
“We’re seeing a lot of large opportunities with organizations that are expanding, moving, and otherwise
revamping their offices,” she says.
Elena started the company 11 years
ago as a new incarnation of a team
that once worked for her parents.
They sold their own dealership, Mile
High Office Supply, to US Office
Products in 1996.
EON started primarily as a supply
company with catalog-based, transactional furniture sales and a large
project here and there. “We only had
a few reps who aggressively sold furniture,” Elena recalls.
Things began to change when she
hired a vice president of furniture
sales who came from a large manufacturer and who knew the furniture
business inside and out.
“He was passionate about furniture,”
she says. “He helped us build the department and guide our reps towards
the right opportunities. His expertise
and support made them feel more
comfortable with furniture sales.”
As things evolved, EON hired an interior designer to do drawings, spec
product and put projects together.
That too made a difference. Today,
the company has a team of four interior designers on staff as well as a
project manager and the manager of
the furniture department.
CONTINUED ON PAGE 28
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“Having talented interior designers has been a huge asset for us
when it comes to growing our furniture business,” Elena emphasizes. “They work directly with our clients and provide customized,
personalized attention and service.”
Taking on the role of a furniture consultant, as opposed to operating merely as a salesperson, is another key element of EON’s furniture strategy.

Pinpointing Solutions
“We want to find out what the customer truly needs, what their objectives are, their budget, the practical implications of what they’re
looking to do, and the aesthetics of what they want to do,” Elena
explains. “Our team is good at pinpointing the right solutions for
our clients.”
EON sells a wide array of furniture—everything from economical to
high-end product. “We don’t push any one line, so we can provide
the customer with exactly what they’re looking for at whatever price
point they’re at, and whatever scope and scale the project requires,” Elena contends.

Customers’ view of EON as a furniture supplier has also changed
with the addition of knowledgeable staff.
“We want customers to perceive us as a fully-capable furniture
dealer as opposed to an office supply company that also sells furniture,” Elena emphasizes. “We’re doing a lot of things now to foster that image.”
Raising that comfort level internally and getting customers and
prospects to accept EON as a full-fledged furniture supplier didn’t
happen overnight.
“It has been a constant evolution and it’s now at the point where
it’s really exciting,” Elena beams. “We’re selling many more manufacturers now than we did in the beginning, and we’re getting ready
to install an all-new, state-of-the-art showroom.”
EON’s headquarters will have 20,000 square feet of new furniture
showroom, including working showroom areas, which will further
enhance their image as a furniture supplier.
Standard Office Supply, serving the Detroit region, does it all—furniture, supplies, and machines. Furniture represents about 45% of
their business and they work with an array of manufacturers.

EON is a member of the TriMega dealer group and she says they’ve
been helpful in allowing EON to take advantage of additional manufacturer discounts.

After the economic downturn, furniture business at the dealership
took a precipitous drop, but during the past 6-8 months it’s been
doing much better, reports vice president Eric Blomquist.

One of the biggest challenges in evolving and growing EON’s furniture business was finding the right people and making her existing reps feel comfortable and enthusiastic about selling furniture.

We’re fortunate to have supplies because that keeps us going in
lean times,” says Eric. “When the economy goes backwards as it
did, people stop building offices or hiring people. They put off a lot
of furniture purchases, but they can’t do that with supplies.”

“When you’re an office supply dealer, your existing reps are often
not furniture experts,” Elena explains. “That side of the business
can be a little frightening to them. With furniture there’s potential
for costly mistakes; there are drawings, installation, and many ‘ins
and outs’ that can be intimidating to salespeople. Finding the right
team to take on those details and getting our reps to feel comfortable with finding and targeting the right opportunities was one of
our main objectives.”

Everybody who sells for Standard is responsible for selling all three
product segments and touts furniture whenever possible.
“Our sales force is well versed on furniture and it helps when we
walk through the door with supplies or an office machine,” Eric
maintains. “We’re there taking the pulse and ready when a furniture
opportunity presents itself.”
CONTINUED ON PAGE 30
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When additional furniture expertise
is needed, Eric himself steps in to
make sure everything goes
smoothly. He’s become, almost
by accident, Standard’s in-house
furniture expert, gleaning most of
his knowledge on his own by
talking to manufacturers’ sales
reps, reading industry publications and good old-fashioned online research.
Eric says the manufacturers
whose lines he carries tend to be
there whenever he needs them and
keep him informed of anything new.
His dealer group, Independent Stationers, has also been a
huge help, he says.
“Allen Kleinhenz and
his team at IS are good
and very helpful when
we have a huge project,” he says.
The biggest challenge
he’s found outside of
the economy when selling furniture is one that
other dealers can sympathize with—the image
problem independent dealers have when going up
against larger entities.
“Being an independent you always
face the perception you can’t compete
or don’t have the [knowledge],” laments Eric. “Society in general often thinks bigger is better, but I don’t think
that’s true. Once you get in front of a customer they don’t
think it’s true either.
“Half the battle is getting in front of the right
audience and showing what your
ideas are and offerings are
and presenting the fact you
can compete and win
and provide more value
than some of these
larger competitors.”
Standard’s newest strategy
to win more furniture business involves increased
partnering with the local design community.

doing home work and now they’re doing office layouts and design,”
reports Eric. “Be it complete offices or reception [areas], they can
provide the design expertise, but a lot of times they can’t provide
the furniture expertise. We’ve gotten quite a few projects working
with those folks.”
It hasn’t been easy connecting with this community yet slowly but
surely Standard is making inroads.
“Not every designer out there does offices or is interested in doing
them,” Eric acknowledges. “And it’s not as easy finding them as
you’d think.”
Nevertheless, he remains optimistic about this approach. “So far,
a couple of projects have presented themselves through those
channels and we plan to keep riding that approach and grow.”
In Union City, NJ, the worst of the economic downturn seems to
be over for Maco Office Source, an independent office supply/furniture dealership that is celebrating its 60th anniversary this year.

Bouncing Back with a Vengeance
Maco’s furniture business seems to be bouncing back with a
vengeance, reports Sharon Reissman, furniture manager at the
dealership.
Furniture currently accounts for 50% of overall business, though
that percentage declined from late 2009 into mid 2011. One of the
major changes that has been occurring at Maco of late is more
project opportunities.
“Now almost every job we get is a large project with multiple
spaces,” says Sharon. Recent big wins include a preschool and all
its offices, a housing project and a courthouse and Maco is also
currently bidding on other projects that are complete renovations.
A lot of Maco’s project business comes as the result of a strong
customer base. Many accounts have been with the dealership for
years, says Sharon, and they appreciate the quality of the products
and brands they represent and the attention they get from Maco
personnel, who themselves can often look back on a 20+ year career with the company.
“We’re all like family so when you’re doing a job with us, you’re getting a key person, not somebody we hired last month,” says
Sharon. “There’s some integrity in dealing with an owner or a seasoned sales representative.”
At Maco, she explains, everyone is responsible for furniture sales
and since most employees have a long legacy at Maco, much of
the training has been on the job.
One of the newest hires, a sales rep, has been with the company
for four years and he’s gone through many United Stationers training camps, as has owner Ricky Reissman.
What they learn at these educational events they share with the
rest of the staff when they return, Sharon reports, enabling every-

“There are a lot of independent designers out there
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one to fine tune their sales skills and product knowledge.
One thing they’ve learned about and are focusing on with increasingly positive results are national accounts.
For example: a bank that opened 10 other locations after Maco
won their business. “Getting these accounts that have multiple locations already established, or the possibility of more is unbelievable,” beams Sharon. “National accounts represent a much bigger
opportunity to grow and get more business and that’s one of the
things we picked up from United’s boot camp.”
She also puts in a plug for United’s Visual Planner software tool as
well. This program allows Maco’s reps to map out the customer’s
space, drop in the appropriate furniture and then price it for them
as they watch.
“With our school clients I don’t know what I would have done without Visual Planner,” says Sharon. “Taking something out or adding
something was just so simple.”
The dealership also has come up with a neat program that she expects to expand upon called “Does Your Chair Fit?”
The idea is pretty simple: Maco will visit a customer and bring in
three higher quality office chairs—a deluxe leather, a mesh and a
multifunction task chair—all in the same price range. Employees
then get to try each one out to see which one is best for them.
She’s tried this program out with one customer so far with great
success and plans to start contacting other companies to see if
they’re interested in a chair-fitting day.
“That can be a huge market,” she says.
While all these factors have contributed to Maco’s ability to bounce
back from the economic downturn and maintain their furniture
business, Sharon acknowledges they’d like to see it grow more.
Plans are underway to upgrade marketing materials and collateral
that will make Maco look even more like an office design firm as
opposed to an office supply operation.
“The other thing that’s huge is many manufacturers this year are
opening up their state contracts to independent dealers,” says
Sharon. “This will really help us to compete against the big boxes.”
Complete Office Supply in Indianapolis does about 65% supplies
and 35% furniture, with furniture growing at a faster rate than their
supply business.
Owner Alan Bird notes that Complete is not a contract furniture
dealer but an open line company that tends to be more transaction
focused, specializing in transaction sales below $50,000.
“We see more of those projects coming around, not from new hiring, but from people replacing old product that’s been sitting
around for awhile,” says Alan. “We’re also seeing people who start
out asking for used but who end up buying new because the used/refurbished market doesn’t seem to be as strong as it once was.”
Complete’s customers are across the board although Alan reports
they do a fair amount of business in the K-12 education market.

He’s also seeing more opportunities in
the distribution sector from trucking
firms and retail establishments.
Alan’s sales reps are tasked with selling
both furniture and supplies. How did he
get those folks comfortable selling furniture?
“I haven’t,” he laughs. “What I’ve done
is built a strong support team. You can
take someone who is unfamiliar [with
furniture], and if you put someone behind them to help, they can make sure
they’re asking the right questions. If we
need another face in front of the client to
provide a little more confidence for our company, we can
bring somebody along for
that.”
Alan uses what
he calls two
channels
of
support. One focuses primarily
on operational activities for furniture
such as placing purchase orders, tracking
projects, scheduling
jobs with the installation team—acting almost as project managers. The
other channel is the interior designers who
handle the design and specification work. They
also let the sales team know what information
they need to gather on a project and then
follow up with the sales person for a
presentation.
It certainly doesn’t hurt any that Alan
can put the LEED AD certification after
his name.
“It’s been a nice key to
get me into conversations with the architectural
and
design
community,” he says.
“The LEED process is
such a difficult accreditation process and there
CONTINUED ON PAGE 33
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are a lot of people who do not succeed on their first go around.
When folks see that [you have that accreditation] it’s almost like a
badge of honor.”
For Alan the biggest challenge to growing his furniture business
has been taking the fear away from his sales team and letting them
know it’s okay to go out make some mistakes and not know the answer
because they have a knowledgeable team backing them up.
“You have to get the sales team to understand who they have to
sell to––which is completely different than selling supplies, janitorial
products or coffee service,” says Alan.
In addition, he’s also had to work to gain the respect of the A&D community and gain mindshare within his office products accounts.
“You always have to work on making them aware of all of our capabilities,” he says. “We already have a big footprint for office products and other consumables. It’s getting them to realize we can do
one more thing.”
How has he done that?
“The best way is through demonstrations in our business reviews and
showing them illustrations of the types of product we can do that are
non-standard. A picture of a file cabinet isn’t going to do anything,
but if we show them some high-end lounge furniture or a collapsible
shelving system—products that are not typically found in our catalogs
or monthly mailers—that helps get the message out.”
At KIKS Office Partners in Cleveland, furniture represents about 4045% of their business and like many other dealers, that side of
things declined during the economic downturn. As of last August,
MAY 2012

though, they’ve seen a rebound, reports president Phil Kish.
“As their businesses have recovered, companies have started adding
people and now we’re experiencing business and opportunities that
have been put off for the past two to three years,” says Phil.
KIKS isn’t really doing anything they haven’t been doing all along.
“We really didn’t change our marketing or strategies,” explains Phil.
“We’ve always let customers know we had design capabilities. We
send out furniture flyers every quarter, and at least once a week we
make sure one of our e-mail blasts is about furniture. We make an effort to market furniture and the services that go around it.”
The good news is KIKS is hearing from customers who they hadn’t
heard from in 2-3 years, but who they’ve continued to keep on their
mailing list. Phil has even heard from a former customer for the first
time in 15 years who recently moved to a new company.
He believes a strong web presence has been a help in growing the
furniture business, but so is the age-old ability to provide good
service.
“People remember good service,” he contends, “it’s really about
good service and referrals.”
Because he’s a smaller dealer, he doesn’t have dedicated furniture
reps and everybody sells everything. That means preparation is key.
“It’s just training, training, training,” emphasizes Phil. “You have to
get the reps comfortable with the product and their product knowledge. And of course, it then comes down to good old-fashioned
solutions sales and seeing what people need.”
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Narrowing the focus is another strategy.
“Even though there are many product lines out there we try to focus
our efforts on three to four product lines that cover about 85-90%
of what our customers could be asking for,” he says. “This way,
we’re focusing on the manufacturers we want to support and who
support us.”
Establishing credibility in the market is another factor that’s contributed to growth.

“The economy is rebounding,” states Sam. “Promotions have
helped, both for customers and for sales people. That’s been generating business for us.”
Liberty is also getting a boost from S.P. Richards’ Furniture Advantage Program. “That’s just product that customers see on our website and order,” says Sam.

“You have to make sure you position yourself and present yourself
as the expert in furniture,” says Phil.

Amazingly, the uptick in business isn’t because of winning any large
furniture installations although Liberty is now getting some inquiries
for those opportunities as well. It’s mostly been the cumulative
effect from a wide array of furniture.

Besides working with a variety of manufacturers who have been
helpful in training his reps, Kish is also aligned with the Office Partners dealer group.

Like other dealers, the biggest challenge that Sam Young has experienced in establishing his dealership as a furniture supplier is
getting sales reps comfortable selling furniture.

“They’ve partnered with four or five different furniture manufacturers and have helped us take a second look at the government end
of the business,” he says. “One particular manufacturer goes after
GSA business and they teach us to go after that.”

“It’s been a process getting them to sell furniture,” he says. “You
wouldn’t think it would be hard to get a sales person to ask a customer if they have any furniture needs, but if somebody doesn’t know
anything about it, they’re not comfortable asking that question.”

Another angle that Phil has been able to work is the “Made in the
USA” label.

Today at Liberty, there are two sales people who function as furniture specialists. That’s not all they do, but they are available to step
in to help other reps who aren’t as conversant in furniture. Those
other reps simply ask customers if they have any furniture needs
coming up, such as relocations, projects, etc.

“I think people care more nowadays about “Made in the USA” and
buying local than three or four years ago,” he says.
During the past two years the furniture business at Liberty Office
Products in Houston has been bouncing back with a vengeance.
President Sam Young reports the company enjoyed 17% growth
last year and this year is even better with growth at a whopping
110%! What’s different?
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“That’s about as far as they need to take it,” says Sam. “Once the
customer expresses an interest, it’s referred to a salesperson with
furniture expertise. We’ve gotten our people pretty comfortable with
just asking about furniture, but we still run promotions with our sales
people that will get them to focus on it for a period of time.”
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A Pin
Redefined.
by Mandy Pusatera

I

Every once in a great while something new
comes along that is so big, so captivating
that it changes the entire meaning of a word
we have used for centuries.
Enter Pinterest. It is quite possible that kids
born today will never know what a real pin
is. Instead, when they hear the word “pin,”
they’ll most likely assume that you are
referring to a virtual pin on Pinterest.
A year and a half after its closed beta
launch, Time Magazine listed Pinterest in its
“50 Best Websites of 2011” and just four
months later, it became one of the ten
largest social network services with 11 million visits per week.
To call Pinterest popular would be an understatement. Ask any devoted Pinner and
they will tell you that they are downright addicted to Pinterest.

What is Pinterest?
Basically, it’s an online pinboard, a social
scrapbook so-to-speak. You can “pin”
items such as wedding ideas, craft projects, home décor, fashions or photos from
just about any website onto one or more pinboards you’ve created using the Pin It Button
you’ve installed to your Bookmarks bar.
Your “followers” can then browse through
your pinboards and if they see something they
like they can repin it to a board of their own.
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Who is pinning?
You might think that teenagers are the most
active pinners, but you would be wrong.
Fully 81% of Pinterest users are between
the ages of 25 and 54.
And while it may come as no surprise that
nearly 80% of its users are female, males
are slowly but surely getting drawn in with
boards like #BroPin gaining in popularity.
How do I use Pinterest for my Business?
1. Follow the “cool kids.” As with all of the
other social sites, relationship building is of
the utmost importance on Pinterest.
If you follow those who are established as
heavy hitters in the Pinterest community,
there is a greater likelihood they will follow
your boards, and if they do, their followers
will often follow suit.
2. Don’t be a product pusher. Sure you can
post product pins and as well you should,
but don’t only post product pins.
Make sure you also post news, tips, tidbits
and products from other companies who
aren’t in direct competition with you as well.
Pinterest users will spot out a self-serving
pinboard quicker than you can say “repin
this!”
3. Be very wary of copyright infringement.
Pinterest has come under fire by many who
feel that Pinterest is nothing more than a
copyright infringement playground.
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It is your responsibility to abide by
Pinterest’s copyright/trademark policies.
While you most likely won’t get any complaints for the free advertisement you are
essentially offering if you are posting product pins for the products you sell, there is
no guarantee.
My advice: Look for your vendors’ Pinterest
pages and only repin what they have already pinned. This way they are sure to get
credit for the pin and you don't have to
stress out about whether you are breaking
any laws.
And, if you are looking for a place to find all
of your vendors’ pins in one convenient
place, be sure to keep your eyes peeled for
Heads Up from The Highlands Group on
Pinterest, launching later this month.
Pinterest is yet another great social media
tool for driving consumers back to your
website and converting them into loyal customers.
As long as you are creative and use common sense, you will be just fine. Just know
that once you join, you could become
addicted.
As my friend Tamara Durdley recently posted
on Facebook, “I was going to be productive
today but then I got on Pinterest…”
Mandy Pusatera is director of the Heads Up
e-newsletter for The Highlands Group. To
sign up, please click here.
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DEALING
With Your Toughest

Competition
By Troy Harrson

They say, “Pride goeth before a fall.” Well,
in business, the statement that most often
“goeth” before failure is, “I don’t have any
competition.” I heard that statement just
the other night.

explained that her toughest competition
was for her customers to simply not buy her
product, i.e., to do nothing.

I was exhibiting at a local small business
expo and a woman came up to my table
and remarked on my book title: Sell Like

The status quo is the first bridge we all have
to cross as salespeople and most often the
toughest.

You Mean It: Outselling Your Competitors
by Understanding Your Customers.
“I guess I don’t need that, because I don’t
have any competitors,” she said. “Of
course you do,” I replied. While she was
momentarily taken aback, she went on to
explain the uniqueness of her product.
Her problem was obvious. She had
confused uniqueness in her market space
with lack of competition. The truth is that
even uniqueness in your market space
doesn’t help you with your toughest
competitor––but I will.
Your toughest competition—in any business and with any set of customers—is the
status quo. In other words, doing nothing.
I asked the lady who approached my table
if her product was mandated amongst her
targeted customer base.
“No, of course not,” she replied. I then

I then smiled and told her that my book
might do her some good after all.

Sticking with the status quo requires nothing from your prospect, and entails no risk.
This is also why the power to say “no” is
virtually unlimited within most companies,
but the power to say “yes” is closely held.
“No” is perceived as an effortless and
risk-free answer––even when it’s really not.
Although I’m representing the status quo as
a single force, it can actually take three
forms in your prospect’s mind:
The current service or product provider:
If you’re selling products that your customer is already buying from someone else,
the current provider represents the status
quo.
Their desire is simple: They want to keep
the business (the same business you’re
trying to take away). To do so, they will
assure your prospect they are doing everything that is needed by the customer—and

if not, they’re willing to add functions.
To win this sale, you have to do one of two
things: Either prove (and by proving, I mean
gain agreement from the prospect) there
are significant weaknesses and issues in
the current program––or prove (ditto) that
even though there aren’t significant
weaknesses, your offering has enough
advantages over the current set up to justify
the work involved with change.
Internal Personnel: This comes up most
often if you’re trying to sell outsourcing of
a service that the prospect is currently handling themselves.
One of the biggest fears of the decision
maker is that internal employees will be displaced. This can be a very powerful force.
Do not underestimate it.
Loyalty to internal employees can overcome significant potential advantages of
outsourcing. Meanwhile, the internal personnel are working to persuade your decision maker that they can handle everything
more efficiently and more cheaply in-house.
Winning this sale takes some significant
salesmanship. First, (as with the first example) you must demonstrate significant advantages to outsourcing.
CONTINUED ON PAGE 37
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Second, you may even have to work to prevent internal job loss by helping your
prospect find other—and better—uses for
those employees.
This is where a lot of salespeople will say,
“Hey, that’s not my job!” No problem—then
it’s not your sale, either!
Finally, the biggest and strongest component of the status quo is the decision
maker’s resistance to change.
This is a very human quality, and we all
have it. How strong it is depends on the individual, and that is something you should
be figuring out as the sale progresses.
How married, mentally, is the decision
maker to the current system?
More importantly, was the decision maker
the person who chose the current system,

or did he/she inherit it? This can have big
implications for your ability to sell.
Essentially, the decision maker will be
telling himself, “Everything is fine as is. Or
if there are problems, they are not so significant as to require a change.”
Winning this sale means overcoming resistance to change by helping the customer
live in the new and better world of your solution.
Your questions and statements should
focus on the advantages you bring to the
table and be geared to showing your decision maker what his/her life would be like
after the change.
You should not, however, focus on making
the current system seem like a bad decision. You’ll be insulting the decision maker.

Understanding that option #1 for your customer is simply to do nothing is key to
being able to sell successfully, even when
you are unique in your marketplace.
The truth is that the only companies that
have no competition are governments and
tax agencies. The rest of us compete. And
if you’re not prepared to do so, you have a
high chance of failure.
Troy Harrison is the author of “Sell Like You
Mean It!” and the president of SalesForce
Solutions, a sales training, consulting, and
recruiting firm. For information on booking
speaking/training engagements, consulting
or to sign up for his weekly e-zine, e-mail
TroyHarrison@SalesForceSolutions.net,
visit www.SalesForceSolutions.net or call
913-645-3603.
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We

NO LONGER

substitute

BACON FOR AN
ENGLISH MUFFIN
By Tom Buxton

At least once a month for the past four
years I have visited the same breakfast
restaurant with family or friends.
Not so long ago, they used to serve (at an
extra charge) protein additives for drinks,
provide waiters/waitresses that would pick
up your check and hand it back with the
charge slip and maintain a liberal substitution policy on their menu items.
All of has now disappeared, and when a
gruff waiter told me I could no longer substitute an obviously unhealthy item for
something with less cholesterol, I finally realized what had happened: The restaurant
where I and my friends had been loyal customers for so long was no longer “different”
in the way that it served me. Consequently,
I have no plans to ever go back.
Why should you care about my dietary peculiarities or restaurants that cut down on
services?
I am not sure that you should, unless you
run a business or work a sales territory in
2012 and want to maximize your survival
opportunities.
MAY 2012

What really separates you or your company
from the competition today?
If you were hit by a truck tomorrow, would
a competitor be easily able to replace you?
Are you truly “different” from your competitors or just trying to imitate what everyone
else does?

ESCAPING THE HERD
This question is discussed in depth by
Harvard Business School professor
YoungMe Moon in her book, “Different: Escaping the Competitive Herd.”
I am grateful to my friend Brennan Thomson,
director of marketing for Supreme Basics in
Canada, for introducing me to the book. Even
though I have not read all of it yet, I can tell
you that it is a game changer.
Here’s what Prof. Moon’s book says to me:
We need to have a very clear idea of just what
it is we bring to the world of office products or
distribution giants like Amazon will change our
game completely and not in a good way.

Unless we focus with laser intensity on truly
being different, there will soon be no reason
for folks to buy from us.
Need an example? Let’s look at fuel surcharges. I have often heard the argument
that if one of our big competitors adds a
fee, it must be ok for us to do it. But are we
looking more or less like our competition if
we follow this logic?
I can hear you saying, “Ok, Tom, you don’t
want us to add a surcharge, but our costs
are rising. What do we do?”
Glad you asked. I have conducted numerous studies on dealing with fuel surcharges
and guess what, if you raise your prices by
even half a percent it more than makes up
for any lost revenue.
An added benefit to raising prices rather
than adding a fuel surcharge is that you
avoid advertising your company is charging
more by not adding an extra line on your invoice that everyone can see and object to.
Fuel surcharges and other big box imitaCONTINUED ON PAGE 39
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tions represent a very negative way in which we can end up looking
too much like our competition.

abled one dealer I work with to receive accolades and orders
from some of their best customers.)

I would rather talk about ways to differentiate ourselves, so that we
are less like everyone else. Here are just a few ideas that might
allow your company to stand out from the competition:

5. Find a way to be interesting or exceptional in a commoditized
world. (Can there be any better example of an intriguing business
name than “Give Something Back” in San Francisco?)

1. Care enough about your customer to understand their challenges and current initiatives
without a hidden agenda. You
might just discover opportunities you never dreamed of.

I began Interbizgroup six years ago this month after reading the
book “Blue Ocean Strategies” and drawing inspiration from its argument that too many people compete only on price.

2. Add value to your customers by introducing them to the concept
of extra life toner cartridges or other product substitutions where
applicable. (I assure you that most sales folks, independent or
big box, spend little or no time even checking to be sure that
their customers use the right products for their circumstances.)

“Different” has made me begin to re-evaluate my company’s purpose in the market place once again to determine if it is, well, “different.”

3. Visibly support your community non-profits and be involved in
their activities.
4. Become acquainted with new products and overlooked solutions that can help your customer become more efficient and secure. (Two examples come to mind: Ergonomic issues are still a
huge cost to business, so become an expert, and while you are
at it, re-introduce the value of privacy filters. Protecting information is vital in today’s world and asking the right questions en-
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Do I provide services and assistance that others can’t? Am I willing
to continue to change my offering and value proposition enough
to be relevant for six more years?
Isn’t it time you asked those questions of your own business, too?
Tom Buxton, founder and CEO of the InterBizGroup consulting
organization, works with independent office products dealers to help
increase sales and profitability. For more information, visit
www.interbizgroup.com.
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Uncovering Needs
to Win
More Business
By Krista Moore
Why do sales opportunities stall even
though you feel that you
connected and presented exactly
what your prospect wanted or needed?

Understand your prospect’s high
level business needs
Creating and selling value, not price, starts with a deep understanding of how you can help prospects and clients to achieve their
top business initiatives.

Not all needs are created equal. It’s essential—but often forgotten—to discover the need behind the need. What does that mean?

Below are some examples of how a sales rep should be thinking
about a prospect:

To propel an opportunity through the sales funnel, the sales rep
must identify a prospect’s most pressing business and process
needs.

 What are the top three company goals or departmental objectives for your targeted prospect?

You accomplish this by having a professional sales conversation
that will cast you and your company in a whole new light in the
prospect’s eyes, and truly differentiate you from the competition,
setting the stage to win more business!
During your first appointment with a prospect, ask thoughtful, openended questions to uncover high-level business needs that will help
connect you to the most urgent initiatives for a prospect’s business.
This stage has nothing to do with office products; this is about connecting and initiating a professional relationship.
Create a conversation about your prospect’s ordering processes
so that you may begin to identify potential areas for improvement.
The idea of “asking and listening,” as opposed to “talking and
telling,” is a stretch for many sales reps.
Many are accustomed to “telling and selling” prospects about all
the wonderful things that they can do for them, while trying to get
the prospect to like them enough to give them a list of products or
invoices from which to quote.
Remember—people don’t care about how much you know until
they know about how much you care.

 What type of business impact would you have if you were to
help your prospect achieve his or her top three company goals?
 What products, services, or solutions would you recommend,
that would align specifically to help the prospect achieve business impact?

Understand the prospect’s process for acquiring
office supplies and discover areas for process improvement.
Understanding your prospect’s processes and the areas that need
to be improved will create the bridge to how your products and solutions will ultimately help them achieve business success.
Below are some examples of open-ended questions a sales rep
should ask to uncover process needs:
 How do your employees order office supplies? What is the
process from start to finish?
 What is important to you when it comes to receiving product?
 What are your needs or requirements when it comes to invoicing and
reporting?
 What type of working relationship do you want and expect from
your account manager?
CONTINUED ON PAGE 41
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UNCOVERING NEEDS
This is not an easy shift for many sales reps.
But this approach begins the process of exploration that will drive the conversation
deeper into identifying a prospect’s needs
and begin to outline your potential impact
and influence on meeting those needs.
This approach shift will take them from the
traditional price-focused discussion to establishing a true, value-based professional
relationship.
If you want to get your sales reps to a higher
level, then you need to take the necessary
steps toward this more sophisticated approach and leverage these conversations for
uncovering needs.

Recommended Action Plan:
 Sales managers and reps should take
additional training and development in
this area and begin a system of accountability to the new approach (For more information on training and coaching
programs to improve sales conversations to win more business, contact us
at info@kcoaching.com).
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 Create an Uncovering Needs Outline to
guide your reps’ sales conversations.
 As a team, establish thoughtful, openended questions that coincide with
steps in the buying process for all your
sales reps to use.

Recommended Accountability:
 Each sales rep should bring one prospect
account, preferably someone with whom
they’ve already set an appointment, to
your next sales meeting and talk through
the opportunity using the Uncovering
Needs Outline as a guide.
 Each sales person should complete an
Uncovering Needs Outline for his three
top prospects within one month, and review the outline during an account strategy session with their sales manager.
 Require an Uncovering Needs Outline
for all prospects moving forward before
a price proposal is established.
With a defined process for uncovering
needs, sales reps will not only learn new
professional conversation methods, but will
have a complete understanding of a
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prospect’s needs and circumstances so
that you can put together a written proposal
and not just sell on price.
When your relationship with a prospect emphasizes only price, you may win their business temporarily, only to have them move
on to the next lowest bidder.
In addition, energy and time is wasted by
bidding for prospects that have no intention
of changing or, worse yet, use your prices
to renegotiate with their current supplier.
Ask yourself, what method or approach
makes the most sense for your organization
and its continuing success: the one that
wins more business and ensures greater
customer loyalty or the traditional, price-focused sales approach?
Krista Moore is president of K.Coaching,
Inc, an executive coaching and consulting
practice that has helped literally hundreds
of independent dealers maximize their full
potential through enhancing their sales
strategies, sales training and leadership
development. For more information, visit K
Coaching’s web site at www.kcoaching.com.
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