


Fifty Years and Counting for Logsdon Office 
Supply, IL Independent

Congratulations are in order for Lenore Dern and her team at 
Logsdon Office Supply in Elk Grove Village, Illinois, who this 
year are celebrating their dealership’s 50th year of service to 
the local business community. 

Logsdon’s was founded by Lenore’s 
parents, Hugh and Lucille, who opened 

a combination greeting cards store and 
school supply house in downtown Chicago in 

1966. In its early days, the company used off duty 
Chicago firemen to make deliveries but they’ve come 
a long way since then.

The retail store is long gone and the product mix 
today is a broad, one-stop-shop assortment that 

includes furniture, cleaning and breakroom 
and technology products in addition to office 

supplies.

Home for Logsdon’s and its 22 employees these days is a 10,000 sq. ft. facility 
in suburban Chicago just down the road from first-call wholesaler S.P. Richards’ 
Chicago-area distribution center. 

And as the dealership embarks on its next 50 years, the family tradition remains 
strong, with Lenore’s son, Jack Dern, Jr., heading up the sales department.

Local Kudos for PA Dealer Stotz & Fatzinger
In Easton, Pennsylvania, the accolades keep coming for Bill and Nancy Regan 
and their team at Stotz & Fatzinger Office Supply.

Last year, the dealership was recognized by its local Chamber of Commerce 
with its Outstanding Small Business award and more recently, its local newspa-
per highlighted the way an ever broader product mix, some shrewd investments 
in technology and the kind of outstanding customer service only an indepen-
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Now What?
Office Depot will “go first and Staples will strug-
gle.” That’s what one investment analyst told the 
Boston Globe following the court ruling earlier this 
month that effectively puts an end to the two big 
boxes’ merger hopes.

There are plenty of analysts predicting big box 
doom and gloom, particularly for Office Depot, 
and it’s not hard to find compelling evidence to 
support those forecasts. But the more important 
issue, at least from our perspective, is what all this 
means for the independent dealer community. 

One thing is clear: competition is only going to get 
tougher. Less than an hour after the ruling came 
out, Staples was already talking about stepping 
up efforts in the mid-market, which puts indepen-
dents’ long-time sweet spot right in their cross-
hairs. 

With or without Staples, of course, there is still the 
online gorilla in the corner (and if you don’t know 
who we’re talking about, you need to find another 
line of work). This month Amazon announced its 
Amazon Business unit hit $1 billion in sales within 
its first year and said it is growing at a month-to-
month rate of 20%, numbers that speak for them-
selves.

No apologies for stating the obvious: Indepen-
dents need to present a brand and value proposi-
tion that clearly differentiates them from the com-
petition, both online and in the brick and mortar 
world and they can do that a whole lot more ef-
fectively by working together—with other dealers 
and with their business partners.

Recent years have seen greater collaboration 
within the channel than ever before, but still more 
is needed, particularly on the technology front. It’s 
also time—long past time, in fact—to stop pre-
tending we can afford to tolerate inefficiencies 
and duplicate activities within the channel if we’re 
going to compete effectively.

The independent dealer community has good rea-
son to be optimistic about the opportunities likely 
to come its way as Staples and Depot continue to 
struggle. But that optimism should not obscure 
the very real and pressing need for all of us in the 
IDC to step up our game and make sure that fin-
lally, we focus precious resources where they will 
do most good.

Simon De Groot
simon@idealercentral.com

EDITORIAL
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Get a  
jump!

JumpTrackTM Proof-of-Delivery system helps  
dealers plan, capture and track deliveries

•  Access JumpTrack to download delivery information or upload  
signature capture and details via iOS or device for AndroidTM

• All information is accessed from and stored in the cloud

•  Signature and delivery detail capture is immediately available online

•  Deliveries, returns and drivers are all easily tracked, increasing  
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optimization feature can be included

on deliveries, invoicing and customer service

Learn how JumpTrack can improve your business.

Contact us today!
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dent can provide have kept the dealership strong and thriving 
against fierce competition.

Bill and Nancy’s dealership actually is a combination of four 
local independents that the Regans bought over the past 13 
years or so.

Today, the company is 23 hard-working industry professionals 
strong and operates out of a 12,000-square-foot facility that was 
formerly the Elks Lodge where Bill and Nancy held their wedding 
reception back in 1979!

The Stotz & Fatzinger story shows just how well independents 
can respond to dramatic market changes quickly and with imag-
ination. Office products is still an important part of the business, 
but so is jan-san (about 30% of total volume these days), coffee 
and bottled water, office furniture and more. 

And where online sales once barely accounted for 10% of total 
business, today about 70% of orders are placed online, a num-
ber that speaks eloquently to the dealership’s tech savvy. 

Bill and his team recognize the value of technology leadership 
but that doesn’t mean they neglect the personal side of the busi-
ness. He spends about $5,000 a year on Tootsie Rolls, which 

ride along with every order as an extra touch that lets customers 
know how much they’re appreciated.

Business has been good of late, Bill reports. “It’s still a fight ev-
ery day but we’ve been enjoying steady growth over the past 
five years thanks to an outstanding team at our dealership and a 
wonderful group of loyal customers.”

Given the increased visibility the dealership has been enjoying, 
we suspect that growth curve is unlikely to flatten out any time 
soon. Hat’s off to yet another independent who’s doing some 
really good things in challenging times!

D.C. Area Contract Furniture Dealer 
Washington Workplace Earns Local 
‘Best Furniture Vendor’ Honors 
Congratulations are also in order for John Murphy and his team 
at Arlington, Virginia-based Washington Workplace.

John’s dealership, an unaligned contract furniture business, was 
recently named Best in Industry Furniture Vendor for 2016 by 

25 MADISON AVE NE. ROANOKE, VA  24016     

Tel 800.542.7454 • Fax 800.523.7330

www.roanokestamp.com • orders@roanokestamp.com

WHERE FORM MEETS FUNCTION...

SIGNS • NAME BADGES • NOTARY SUPPLIES 
AWARDS • STAMPS • PROMOTIONAL ITEMS

All Xstamper industrials 

manufactured 

in house!
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Avery. Your best solution
for GHS Labeling.

Learn more about Avery innovative solutions, templates and support at avery.com

© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of 
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance 
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As a world leader in label products, Avery has designed a line of labels specifically 
for GHS labeling applications, where high durability and adhesive performance is 
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass 
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a 
variety of sizes to identify hazardous chemical in containers, and are ideal for use 
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery 
Design & Print GHS Wizard makes it easy to create and print labels on demand.

Avery® UltraDuty™ GHS Chemical Labels
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the Commercial Real Estate Brokerage Association of Greater 
Washington, DC (CREBA).

If you’re at all involved in the contract market, you’ll already know 
commercial real estate brokers have been playing an increasing-
ly important role and John and his team seem to have it pretty 
well figured out how to keep them happy.

This year’s award represents the seventh time Washington Work-
place has been recognized by CREBA, no mean achievement by 
any measure!

Plenty to Celebrate at McAleer’s 
Office Furniture, AL Dealer

McAleer Office Furniture founder Jim McAleer and president Melissa Cross (second 

and third from the left) get ready for a year’s worth of major marketing exposure 

courtesy of the Crimson Tide football team.

These are special times for Melissa Cross and her team at 
McAleer’s Office Furniture in Mobile, Alabama. Last year, 
McAleer’s was honored by the Alabama Retail Association as 
the state’s Gold Retailer of the Year. Now comes word of another 
special award that promises literally to be a game-changer for 
the dealership. More on that later, but first a little background on 
the business.

McAleer’s was founded by the husband and wife team of Jim 
and Camilla McAleer back in 1979. “We were both unemployed, 
we had no savings, banks weren’t lending, we had five kids with 

a sixth on the way and to top it all off we knew absolutely noth-
ing about office furniture or running a business, so of course we 
decided to do it,” Jim told an audience of fellow small business 
owners at a local chamber luncheon when the award was an-
nounced last year.

Barely six months after they opened, a hurricane forced the deal-
ership to close for an entire month but in true entrepreneurial fash-
ion, they were undeterred and kept swinging away for business.

Close to 40 years later, McAleer’s—now in the hands of daugh-
ter Melissa Cross, who serves as president—operates out of a 
48,000 sq. ft. showroom in Mobile and a second location in Pen-
sacola, run by Jim and Clarissa’s son, David McAleer.

The Retailer of the Year award, selected by a committee of man-
agement, finance and business development professionals, rec-
ognizes McAleer’s for its staying power, economic impact and 
community contribution, innovation and growth strategy.

The McAleer’s team has obviously been doing pretty well in all of 
those categories for a while but this year promises to move them 
up to the next level, thanks to another very special award that 
recently came their way.

Last month, Melissa and her team learned they had been select-
ed as recipients of the first ever “Small Business Game Changer” 
award by the Business Council of Alabama (BCA) and Crimson 
Tide Sports Marketing, the marketing arm of the University of 
Alabama Athletics program.

If you’re not sure what a Game Changer looks like, here’s what 
McAleer’s is getting just for starters: a complimentary 2016 Ala-
bama football sponsorship, including hospitality benefits, game 
tickets, in-venue logo recognition and exposure through stadium 
signage, game day publications and the team’s Crimson Tide 
Radio Network.

Applicants were required to submit a 150-word essay explaining 
why they should get the award and Melissa’s entry earned first 
prize!

“I wrote the essay as a tribute to my father Jim McAleer, who 
founded McAleer’s Office Furniture 37 years ago and made it the 
success it is today,” said Melissa in accepting the award. “We 
are both graduates of the University of Alabama, so we couldn’t 
be more excited to win a corporate sponsorship of one of the 
greatest football teams in the history of the sport.”

Winner’s circle continued from page 4
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For more information, contact Domtar’s Enterprise Group at 1.800.458.4640.  
 

Visit us at www.egpaper.com.

Domtar’s Enterprise Group is dedicated to being a resource and providing value 
to our dealers through our products, selection and service. We have experi-
enced local account managers, technical support, exceptional inside sales 
service, and a wealth of product knowledge.  

Responsible. Sustainable. Dependable.

Explore our other product offerings:

Let Domtar EarthChoice® Office Paper be  
the everyday paper that represents your  
commitment to environmental responsibility.
By purchasing EarthChoice® Office Paper, environmentally and  
socially responsible companies and consumers can do their part  
to protect the environment by ensuring sustainable forests.

http://www.egpaper.com
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We have a feeling not all our readers will share that view of the 
UA team but pretty much all of us can agree that the award is 
truly a very special game changer for McAleer’s. If you follow 
college football at all, keep an eye out for their logo if you happen 
to catch a Crimson Tide game this coming season.

OH Dealer FriendsOffice on the 
Acquisition Trail
In Findlay, Ohio, Ken Schroeder and his team at FriendsOffice 
have been loading up their shopping cart of late, with two recent 
acquisitions that have expanded their footprint across the state 
and also strengthened their presence in an important growth cat-
egory for the dealership.

Last year, Friends added Amherst, Ohio-based Bobels Office 
Plus in a move that not only raises the dealership’s profile in the 
Cleveland market but also adds a full-service print shop to the 
organization.

“Previously, we had been outsourcing our print business but 
the Bobels acquisition has allowed us to bring all that in-house, 
making us not only more competitive but also more profitable,” 
explains VP of sales Betsy Hughes.

“One of our major initiatives for this year is growing our print, ad 
specialty and branded apparel business and the resources we 
now have access to from Bobels are already playing an import-
ant role in that effort,” she says.

Further boosting sales growth momentum, Friends last month 
added another dealership, Miracle on Main Street (MOMS) in 
Kent, Ohio, just outside of Akron.

The two deals add about 15% to Friends’ overall business, says 
Ken, with the potential for a whole lot more, both from an ex-
panded footprint in Ohio and the promise of significant increases 
in Friends’ printing, ad specialties and branded apparel business.

And if all that wasn’t enough, the dealership recently launched a 
new and improved website highlighting its expanded one-stop 
shop capabilities.
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It's time to embrace the latest 
technology in furniture sales.  

The enitre client-engagement experience 
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IN Dealers Office360° and Rosa’s 
Office Plus Announce Merger
Office360° and Rosa’s Office Plus, two of Indiana’s leading in-
dependent dealers, last month announced they have merged to 
create the largest independently owned office products business 
in the state.

Going forward, Rosa’s will operate under the Rosa’s Office Plus 
Powered By Office360° brand. It will continue to work out of its 
current location in Richmond, Indiana and conduct business as 
usual, the company said.

“Rosa’s Office Plus is a perfect match to partner with Office360° 
with benefits resulting for both customer groups,” said Steve 
Nahmias, one of the principals of Office360°. “We’re confident 
that we will retain the majority of the business Rosa’s is bringing 
to the deal and are looking forward to some significant growth 
in volume and an expanded footprint n East Central Indiana as 
a result.”

Added Steve, “John Hauptstueck and his team have built a 
strong, highly respected brand in their market and that’s why 
we’re maintaining the Rosa’s name in Richmond going forward. 
The deal brings together two Indiana companies that are both 
locally owned and operated and that share a similar culture of 
service excellence and value.”

TN Dealer Yuletide Office Solutions Hit 
the Street for a Worthy Cause
In Memphis last month, Chris Miller and his team at Yuletide Of-
fice Solutions had feet on the street for a good cause, when they 
participated in the city’s third annual “Walking as One” event in 
support of Church Health Center, a local non-profit that provides 
affordable healthcare to working uninsured people and their fam-
ilies.

Team Tide, consisting of 25 company members and a number of 
customers, were among the 400 participants who helped raise 
$36,000 for the Center, one of the first organizations in the coun-
try to provide healthcare services to people who would otherwise 
be unable to afford them.

Yuletide is a long-time supporter of Church Health Center, says 
Chris, and in addition to participating themselves in the mile and 
a half long walk, the dealership also provided the cones used to 
mark out the route.

“Giving back to the community is very much a part of who we 
are,” says Chris, “and we’re proud to support organizations like 

Church Health Center that play such an important role in our 
community.”

The good news for Chris and his team is that the community is 
more than happy to support them, too. Business has been good 
so far this year, he reports, and while Yuletide’s jan-san business 
has been particularly strong, its regular supplies business is also 
growing and the dealership is adding new customers at a healthy 
clip, Chris reports.

MI Dealer Fris Office Outfitters Hosts 
Annual Consumer Show
The red carpet was out last month in Holland, Michigan, as John 
Fris and his team at Fris Office Outfitters hosted their 25th annual 
Office, Facility & Breakroom Solutions Show.

More than 200 Fris customers and friends turned out for the 
event, which was held at the local civic center, just four blocks 
from the dealership’s headquarters location.

In addition to providing an opportunity for John and his team to 
thank customers for their support, the event also showcased the 
dealership’s one-stop product mix and allowed 16 participating 
vendors to present the latest and greatest new products.

Winner’s circle continued from page 8
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Krista Moore
Co-Founder
Chairman

Chris Lankford-Grow
Partnership

Kathy Hoyle
Co-Founder
Education

Kimberly Fulford
Partnership Chair

Janet Bell
Marketing

Beth Wright
Membership

Vicki Giefer
Marketing Chair

Martina Derra
Marketing

Tricia Burke
Membership Chair

Introducing...
   OPWIL’s 2016 Board Members

Sandra Williams
Education

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

To join today visit OPWIL.com
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in memoriam: 
John T. Baker of McCartney’s Business Products in Altoona, PA

John T. Baker, president and CEO of McCartney’s Business Products in Altoona, PA 
died unexpectedly at his home on April 26. He was 66.

John had served as McCartney’s president and CEO for close to thirty years. The 
dealership was founded in 1887 and he represented the third generation of the Baker/
Tracey family to own the business since the early 1920’s.

As president, he helped grow the dealership from a local company employing a dozen 
employees to a regional business offering a broad, one-stop-shop product mix and 
employing as many as 75 employees.

He is survived by a daughter, Tracey (Baker) Collins and husband Andrew, of Altoona; a 
grandson, Theodore Collins; a sister, Jeanne Baker; former wife and good friend, Alice 
Kline; and nieces and nephews and their children: Randy Green, Sharon Green, Rachel 
(Bovard) Litzinger, Brittany Bovard-Sabnis, Kaitlin Bovard, and Brooke Bovard-Matti-
ello.

In lieu of flowers, memorial donations may be made to the Mardorf United Methodist 
Church, 3429 Juniata Gap Road, Altoona, PA 16601 or to the American Cancer Soci-
ety, 1004 N Juniata Street, Hollidaysburg, PA 16648.

http://opwil.com/


Paper is dead and anything worth anything 
is either going onto the cloud or onto a 
thumb drive. That’s all well and good but 
don’t tell any of that to Clint Dittmar and his 
team at Uniontown, Pennsylvania-based 
Mark IV Office Supply & Printing.

Mark IV started out as a printer back in 
1933 and while office supplies became its 
major product category many years ago, 
printing—including both traditional busi-
ness stationery and newer ad specialty 
and promotional items—has been partic-
ularly strong of late, posting an impressive 
increase of nearly 15% last year.

Office supplies and printing, though, are 
far from the only elements of the Mark IV 
value proposition. The dealership today 
operates as a true one-stop resource for 
its customers, with a product mix that also 
includes office furniture, office machines 
and technology, breakroom, jan-san and 
educational supplies.

Office furniture, says Clint, has also 
been a solid growth category in re-
cent years, not only contributing 
some healthy gains on the top and 
bottom lines but also opening the 

door to additional sales in the dealership’s 
other categories.

Its broad product mix has given Mark IV 
the welcome stability of a highly diversified 
revenue stream but unlike many dealers, 
it has come about without the addition of 
any product specialists, not even in areas 
such as printing, furniture or jan-san.

“Just about all our team is involved in sales 
one way or another,” says Clint. “We’ve 
thought about bringing in a specialist or 
two and we might still do that but for right 
now, we feel like we’ve got a solid team 
of experienced and knowledgeable gen-
eralists and if they need a little extra help 
or technical expertise to close a sale, our 
business partners usually can provide it.”

On the support front, Clint gives special 
kudos to first-call wholesaler Essendant 
and the Independent Stationers dealer 
group for their contributions to the deal-

ership’s growth, as well as its technology 
partner, AOSWare.

Technology, Clint makes clear, has become 
an increasingly important priority for Mark 
IV. Plans for 2016 call for a redesign of the 
dealership’s website and stepped up ef-
forts in search engine optimization and so-
cial media. The dealership already has over 
800 friends on Facebook but clearly has 
ambitions to grow that number even more.

“We are already moving away more and 
more from the traditional phone and fax-in 
ordering to an online experience and the 
way we market our business is going in a 
similar direction,” says Clint. “I don’t see 
us getting two or three pallets of gener-
al line catalogs every year any more and 
we’re already using on-demand printing 
from Essendant to create our own promo 
pieces on the fly as we need them. It’s an 
increasingly digital world for our customers 
and we have to be there for them if we’re 
serious about growing the business.” 

Based on the dealership’s performance to 
date, though, growing the business should 
not be too big a concern!

Secrets of Success: 
Mark IV Office Supply & Printing, Uniontown, PA
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n  Headquarters: Uniontown, PA, with branch locations in 
Scottdale and Waynesburg, PA and Morgantown, WV

n  Key management: Kevin Staub, President; Joyce Staub, 
Vice President; Clint Dittmar, VP of Sales/Secretary; Melanie 
Staub-Kanche, Treasurer

n  Products/services: Office supplies, office furniture, 
technology products, printing and ad specialties, cleaning 
and breakroom products, educational products

n Founded: 1933

n Employees: 24

n  Business partners: Essendant, Independent Stationers, 
AOSWare, HON, OfficeSource Office Furniture

n www.mark4os.com

Left to right: Melanie Staub-Kanche, treasurer; Clint Dittmar, vice president of sales/secretary; Joyce Staub, 

vice president, and Kevin Staub, president

http://www.mark4os.com
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More than a year after Staples announced 
plans to acquire Office Depot for $6.3 bil-
lion, a three-page order from U.S. District 
Court Judge Emmet G. Sullivan has effec-
tively killed the deal.

Judge Sullivan’s decision comes after 
close to three weeks of testimony from 
customers and competitors of Staples 
and Office Depot in support of the Federal 
Trade Commission’s argument that com-
bining the two companies would lead to 
higher prices in the large enterprise office 
supplies market.

Much of the time during that testimony, 
FTC lawyers seemed very much on the 
defensive, as Judge Sullivan charged they 
had tried to get one key witness, a senior 
Amazon executive, to lie about the com-
pany’s office supplies plans and refused 
to admit part of expert witness testimony 
the FTC had wanted to present from an 
anti-trust economist.

Things had gone so well in court for Sta-
ples that its lawyers decided not to call 
any witnesses themselves, arguing that 
the FTC had “failed utterly” to prove its 
case.

“It cost them,” one antitrust lawyer who 
had been closely following the case told 
the New York Post. “They just misread the 
judge.”

In his ruling, Judge Sullivan said the FTC 
had shown “a reasonable probability that 

the proposed merger will substantially 
impair competition in the sale and distri-
bution of consumable office supplies to 
large business-to-business customers.” 

Technically, the ruling only granted a pre-
liminary injunction of the proposed merg-
er and still left open to Staples and Office 
Depot the option of proceeding to a sep-
arate administrative trial before the FTC 
to determine conclusively if it did indeed 
violate antitrust laws.

Both companies, however, had previous-
ly indicated they planned to withdraw the 
proposal if Sullivan approved the injunc-
tion.

In accordance with the terms of the merger 
agreement, Staples will pay Office Depot 
a $250 million break-up fee. In addition, 
it will scrap a previously announced plan 
to sell more than $550 million in contract 
business and related assets to Essendant 
in connection with efforts to gain approval 
for the deal.

“We are extremely disappointed that the 
FTC’s request for preliminary injunction 
was granted despite the fact that it failed 
to define the relevant market correctly, 
and fell woefully short of proving its case,” 
Ron Sargent, Staples’ chairman and chief 
executive officer, said in a press release. 
“We believe that it is in the best interest of 
our shareholders, customers and associ-
ates to forego appealing this decision, ter-

minate the merger agreement, and move 
on with our strategic plan to drive share-
holder value.”

Staples said it will now step up efforts in 
the mid-market (10-200 employees) and 
focus on growing sales of products and 
services beyond office supplies. It said it 
plans to add more than 1,000 associates 
to its mid-market sales force.

In addition, the company said it will be ex-
ploring “strategic alternatives” for its Eu-
ropean operations to enable the company 
to sharpen its focus on its mid-market 
growth strategy.

Office Depot had less to say about its 
future plans. “As the Staples merger pro-
cess comes to an end, we look forward to 
re-energizing our business,” Office Depot 
CEO Roland Smith said in a statement. 
“We remain committed to delivering our 
2016 Critical Priorities and realizing the 
remaining synergies and efficiencies that 
come from the integration of Office Depot 
and OfficeMax.”

Smith indicated the company will hold an 
investor conference call later this month 
to discuss its next steps.

News of the injunction sent the stock 
price of both companies tumbling, with 
Staples shares falling 10% and Office De-
pot plunging 26% in trading immediately 
following the announcement.

IT’S OVER: Court Ruling Ends 
Staples-Office Depot Merger
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The Globally Harmonized System (GHS) is 
coming. Are your customers ready?
The OSHA-mandated system for classifying and labeling 
chemicals impacts any company that produces, ships or 
uses hazardous chemicals. 

Ensure chemical labels comply with GHS by using  
the correct labeling.

What are GHS Labels?
GHS labels contain  
six essential pieces of 
information: product name, 
signal word, hazard statement, 
precautionary statements, 
pictograms, and company address and phone number. 

Because of  
the challenging 
conditions these 
labels face – as well 
as the important 
information they 
convey – GHS  
labels must be 
battle-ready. 
Avery® UltraDuty™ 
GHS Chemical 
Labels withstand 

chemicals, UV light, water and extreme temperatures, and 
resist tearing and scuffing from frequent use. They feature 
a high-performance, marine-grade adhesive that passes 
the 90-day seawater submersion test. The labels are 
available in multiple sizes for use on all types of containers, 
from dropper bottles to drums. Select products also offer 
Easy Peel® labels sheets, and are jam free.

Save Time and Money
Avery enables users to create GHS labels in-house, right 
from a desktop printer. With proper labeling, users can 
identify and track chemical containers, and communicate 
information efficiently and accurately. We provide 
professional, pre-designed 
GHS label templates at  
no cost. With the Avery® 
Design & Print GHS Online 
Wizard, it’s easy to develop 
customized labels that  
fit users’ business 
requirements. And, these 
labels are ideal for other 
purposes such as OSHA/
ANSI, NFPA and D.O.T labels.

Learn More
“Labeling chemicals properly is a critical part of being 
compliant with GHS and for worker safety,” commented 
Adam Bratter, Marketing Director for Avery® Products. 
“Our UltraDuty™ GHS Chemical Labels are designed to 
withstand chemicals and harsh conditions. And Avery 
offers FREE software, so users can quickly create their 
labels on demand.”

Count on Avery® UltraDuty™ GHS Chemical Labels for  
the toughest jobs, from the brand you know and trust. 
Visit avery.com/GHS to learn more about how Avery® 
UltraDuty™ GHS Chemical Labels can address compliance 
and workplace safety needs.

ADVERTORIAL

There’s nothing FINE about an OSHA fine!

Improve 
Compliance 
& Workplace 
Safety

©2015 Avery Products Corporation. All rights reserved. Avery, UltraDuty and all other Avery brands, product 
names and codes are trademarks of CCL Label, Inc. All other brands and product names are trademarks or 
registered trademarks of their respective companies. Personal and company names and other information 
depicted on samples are fictitious. Any resemblance to actual names and addresses is purely coincidental. For dealer asset toolkit, visit Avery Partners at  

partners.avery.com

Create labels on demand with Avery® UltraDuty™ GHS Chemical Labels and FREE software at avery.com/industrial

June 2016 
In-plant labeling fully implemented

https://partners.avery.com/
http://www.avery.com/avery/en_us/Products/Industrial-Solutions/UltraDuty-GHS-Chemical-Labels/GHS-Overview.htm


In an industry career that spans over 30 years, Essendant Senior Vice President 
Joe Templet has received plenty of special awards and recognition, most notably 
as recipient of the Business Solutions Association’s 2011 Leadership Award, the 
association’s highest honor.

But next September, when he steps forward to receive the 2016 Spirit of Life 
Award at the City of Hope’s National Business Products Council gala banquet in 
Chicago, it will, says Templet, mean more to him than any of the rest.

And, he makes clear, that’s not because of anything the award itself may say 
about Templet and his many industry achievements. Rather, it’s because of the 
difference that the funds raised during his year-long campaign as Spirit of Life 
honoree will make in the effort to find cures for cancer and other life-threatening 
diseases.

In the following interview, Templet reflects on the key elements that make City of 
Hope a unique center of excellence in the fight against the world’s most deadly 
diseases and discusses some of the ways industry members—and the indepen-
dent dealer community in particular—can support this year’s fundraising effort. 

There are any number of worthy causes out there that you and 
the Essendant organization could choose to support. What is it 
about the City of Hope that makes it particularly deserving?
TEMPLET: To me personally, the City of Hope is just what it sounds like—it’s 
about Hope. Looking back over the 30-plus years that I’ve been involved with 
the organization, I’m just amazed at the progress that’s been made and the many 
incredible breakthroughs in the treatment of cancer and other life-threatening 
diseases that we have helped support.

The doctors at City of Hope have done some remarkable things over the years 
but probably the most important thing they’ve done is to create hope for people 
facing challenges that most of us can hardly imagine where no hope existed 
before. 

The theme for my campaign—Hope is Essential—really says it all. If you tour the 
City of Hope campus—and many folks in our industry have done that—you see a 
lot of Star Wars type technology and all that is very exciting. 

Just as impressive, however, is the culture that drives the organization. There’s a 
sign at one of the entrances to the campus that says, “There is no profit in curing 
the body if, in the process, we destroy the soul.” The researchers and care givers 
at City of Hope truly believe that and they live it every day. It is a privilege for us 
as an industry to help them do that and make it possible, literally for millions of 
people around the world, to replace despair with hope.

What are some of the things about City of Hope that set it apart 
from similar organizations?
TEMPLET: There are a number of key elements at City of Hope that make it 
special but one of the most important is their ability to fast-track the development 

Newsmaker Interview:

Joe Templet,

Sr. Vice President of

Essendant and 

2016 Spirit of Life Honoree

For City of Hope
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ESSENDANT ONE MILLION MATCH

For every personal donation made to City of Hope, Essendant will match your 
gift dollar for dollar up to $1 million, doubling the impact of your generous 
personal contribution.

All personal donations will support the National Business Products Industry 
Chemical GMP Synthesis Facility at City of Hope which will house the 
development of potential new lifesaving anti-cancer drugs, therapies and 
treatments. To learn more and donate, please visit www.cityofhope.org/gmp.

ESSENDANT DOUBLES YOUR GENEROSITY

To make a donation or for more 
information, please visit 

CityofHope.org/GMP 
or call City of Hope at 

866-905-HOPE.

Joe Templet
2016 Spirit of Life Honoree

Sr. Vice President
Essendant

http://www.cityofhope.org/gmp
http://www.cityofhope.org/gmp


of life-saving treatments and procedures 
because of the close working relationship 
they have established over the years with 
the Food and Drug Administration (FDA).

They are masters at making innovative 
new drugs available quickly to patients 
who desperately need them and providing 
people who otherwise would literally have 
no hope live longer, better and more fully.

They also have an outstanding leadership 
team in place themselves and have done 
an extraordinary job in recent years of at-
tracting top medical talent literally from all 
over the world. 

At any given time, City of Hope has over 
300 patents and almost 30 drugs in the 
pipeline and today, the organization 
is poised to produce some major new 
breakthroughs. And our industry is a part 
of all that in a very special way.

Do you have any particular goals 
for your own campaign?
TEMPLET: First of all, I’m doing all I can 
to get the Independent Dealer Community 
as involved in City of Hope as possible. I 
couldn’t be more thrilled with the support 
we’ve received from the dealer groups 
this year and the work they’re already put-
ting in to support our campaign.

They’ve been reaching out to their mem-
bers and encouraging them to get involved 
and the dealer community is responding 
with its usual generosity. Several of the 
golf outings we have scheduled for the 
summer as part of the campaign are al-
ready sold out and they’re turning people 
away. Our events overall this year are gen-
erating record attendance and that’s very 
gratifying.

We’re also making a special effort to reach 
out to the jan-san channel and enlist their 
support. We now have the Industrial/Jan-
San Committee in place and we’ve been 
very pleased by the response from lead-
ers on that side of the industry who have 
responded to the call and gotten involved.

Obviously, we’re hoping to beat last year’s 
record total as far as the actual amount 
raised is concerned. Steve Sakamoto of 
Hewlett-Packard brought in over $12.5 
million for City of Hope with his campaign 
last year and my goal is to bring in at least 
that amount. More importantly, though, 
I’m looking to broaden the level of in-
volvement in City of Hope throughout the 
industry.

What suggestions would you have 
for independents on ways they 
can get involved in this year’s 
City of Hope campaign?
TEMPLET: Obviously, we’re hoping to 
see dealers participate in local golf events 
and the annual Spirit of Life gala in Chica-
go in September. With that in mind, we’ve 
put together a special package for inde-
pendents that will provide a hotel room, 
a seat at the dinner and also the Howard 
Wolf Golf Classic that takes place the day 
before. This will be the first time we will be 
offering a package deal for the event and 
more details on this will be coming shortly. 

In addition to the dinner and all the golf 
outings, there are numerous other ways 
dealers can support City of Hope within 
their own dealerships and communities. 
They run the gamut from change jars in 
the breakroom to car washes, bake sales, 
lotteries to win a paid day off and more. 
There’s also the opportunity for dealers to 
reach out to their customers and get them 
involved and we have a number of suc-
cess stories in that area to be proud of.

Also, of course, there is a growing assort-
ment of products from some of the top 
brands in our industry where part of the 
sale goes to City of Hope and those prod-
ucts offer many opportunities to make 
a difference just in the normal course of 
sales.

The great thing about supporting City of 
Hope is that every donation makes a dif-
ference. Whether it’s $5, $10 or $1,000, 

every contribution, no matter how big 
or small, goes towards research and 
treatment to save lives. Putting it simply, 
there’s no better way to spend your mon-
ey!

Any parting words for dealers?
TEMPLET: One final point I’d like to 
make—not just for our dealers but for 
everyone in our industry—is that City of 
Hope is not just a California organization. 

Earlier this year, I personally reached out 
to City of Hope to secure help for the des-
perate, 30 year-old daughter of a friend 
of our chief information officer. I made 
the call on a Saturday and two days later, 
she was sitting in the office of one of the 
country’s top oncologists.

Just last month, I got an email from a 
lady in a small town in southwest Geor-
gia about one of her customers whose 
daughter is facing very severe cancer. 
We forwarded the details to City of Hope 
and the next day they responded with a 
recommendation of a specialist at Emory 
University Hospital in Atlanta, along with 
an offer to clear the path to an appoint-
ment with him.

City of Hope has a reach that extends all 
over the United States and beyond and 
that’s just one more reason why it de-
serves all the support we can give it. As an 
industry, we’ve built a tremendous record 
of generosity to help City of Hope and the 
incredible work that it does. It’s a legacy 
that few other industries can match, with 
results—in terms of new treatments and 
therapies—that are nothing short of mi-
raculous.

I’d encourage everyone in our industry—
regardless of their size or the role they play 
in the business—to get involved and lend 
their support to build that legacy and help 
lay the foundation for even more amazing 
reasons to hope—not just for this year but 
for many years to come.
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Have you ever wondered what it 
would be like to play a US Open 
golf course?  Walk in the steps of 
the golf immortals like Hogan, 
Palmer, Nicklaus, Snead and 
Player? How about play the same 
stretch of holes that propelled Billy 
Casper to tie Arnold Palmer and force an 18 hole play-off after 
being seven strokes back with nine to play.  Casper prevailed in 
the play-off to pull off one of the greatest comebacks in US Open 
history, all at the famed Olympic Club.

Please come join The Office City and The 
Godfrey Group for two special days in 
June where we honor Joe Template of 
Essendant and help support him in his 
campaign.  

On Sunday, June 26th, join us for our 
welcome dinner and reception at the 
home of Dick and Ginny Dodge.  We 
promise to have great fun, food and 

drink with special friends.  Then on Monday, June 27th, we are 
excited to bring you a day at one of the most historic golf courses 
in the world, The Olympic Club.  Following golf, we will have a 
reception, dinner and auction for great golf packages around the 
country.  We might even sneak in beautiful wines from the famed 
Sonoma and Napa Valleys. 

The 7th Annual 
Northern California City of Hope 

Golf Benefit

• Event Dates – June 26th and 27th 2016
• Dinner at the Dodge’s home
• Golf – The Olympic Club
 • Warm-up round on Olympic’s Cliffs Course
     Tee off at 8:30 am
 • Registration opens at 10:30am
 •  Shotgun Start 12 noon
 • Two Flights
• Cocktails, Dinner, Awards and Auction to follow golf
• Accommodations at San Francisco Airport 
   Marriott Waterfront Hotel, Burlingame, CA
 • City of Hope room rate - $159

EVENT information:

Please Help Us Support Cancer Research!

The Olympic Club, San Francisco
June 26th & 27th 2016

We will sell out, please make sure you reserve your spot quickly. 
For you convenience, go to this link to register for our tournament:

http://www.planmygolfevent.com/29125-7thAnnualNorthernCaliforniaCityo

  
  

NEW!
 For those who want to warm up before the tournament on Olympic’s Lake course, 

join us on Olympic’s Cliffs nine hole course at 8:30am on June 27th 
Space is limited, please go to the registration tab on the website for more details    

http://www.planmygolfevent.com/29125-7thAnnualNorthernCaliforniaCityo


The Business Solutions Association (BSA) last month announced 
its slate of honorees who will be recognized for their industry 
achievements at the association’s 2016 Annual Forum later this 
year.

Office products veteran Mike Wilbur will receive BSA’s 2016 Life-
time Achievement Award.

In the course of a 45-year plus industry career Wilbur has held 
senior sales and marketing positions with some of the industry’s 
top brands, including Dymo Products, ACCO International, K&M 
Company, Avery, Shachihata USA and Taylor Corporation’s Nav-
itor Division.

During that time, Wilbur has served as a volunteer officer for a 
number of key industry organizations, including OPWA (Manufac-
turers Committee chairman from 2003-2008), AOPD (Business 
Partners Advisory Council from 2002-2015, and BSA (Board of 
Directors from 2009-2015). He is BSA’s immediate past president.

Also at the meeting, BSA will present its 2016 Legend of the 
Industry Award to Norm Wesley, former chairman of the board of 
Fortune Brands.

Prior to his retirement in 2008, Wesley held various senior man-
agement positions with Fortune Brands, including chairman of 
the board, chairman and CEO, and president and chief operating 
officer.

He served as president of ACCO World Office Products, Fortune 
Brands’ office products operating unit at the time, from 1987 to 
1998. 

Wesley also served on the boards of countless organizations, in-
cluding Acuity Brands, Green Mountain Coffee Roasters, Inc., 
ACCO Brands Corporation; Fortune Brands, Inc.; Pactiv Cor-
poration and R.R. Donnelley & Sons. He is also involved with 
several philanthropic causes, including the University of Utah 
Business School Advisory Board; the Glenwood School Board 
of Trustees; Junior Achievement of Chicago; United Way of Chi-

cago; the Civic Committee of Chicago; the City of Hope Office 
Products Executive Committee and Lake Forest Academy Board 
of Trustees. 

In addition, BSA will honor John Frey, Sr. and Jim Gaede as the 
recipients of its 2016 Leadership Award.

The Frey-Gaede story began in 1948, when Arthur “Art” Frey, 
John’s father, founded what would later become the Frey and 
Associates rep organization. 

Gaede joined Frey and Associates in 1970 and a few years later, 
the company changed its name to Frey Gaede & Company.

Today’s John Frey, Jr., John’s son, and Todd, Jim’s son, contin-
ue the legacy of their fathers in an organization whose territory 
spans 25 states and represents manufacturers in a broad range 
of categories, including office products facilities and breakroom 
supplies, safety products and furniture.

In addition, the company is a key member of the Harbinger 
National organization, which includes 60 sales reps across the 
country.

John Frey, Sr. is a former president of the Queen City Travelers 
Club and served on the board of the Office Products Represen-
tative Association (OPRA). 

Jim Gaede is a former board member of Big Brothers/Big Sisters 
of Ohio; national president of IMRF (Independent Manufacturers 
Representative Forum); board member of NOPA (National Office 
Products Association); president of OPRA, and has volunteered 
at the Cincinnati Association for the Blind for 20 years.

Wilbur, Wesley, Frey and Gaede will receive their awards at BSA’s 
2016 Annual Forum, which is scheduled for September 7-8 at the 
US Grant Hotel in San Diego. 

For more information: www.businesssolutionsassociation.com.
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Office Partners Fishing Tournament Nets $37K 
for Two Worthy Causes

Members of Office Partners and their friends were out on the 
water in support of a good cause last month, as the dealer group 
held its annual Bass Fishing Tournament for City of Hope and the 
Children’s Hospital of Alabama.

Now in its sixth year, the event took place at Dream Lake Lodge, 
one of the top bass fishing locations in the country and raised 
some $37,000 for the City of Hope cancer research and treat-
ment center and Children’s Hospital of Alabama.

Special kudos go to Ken Bratton of Highlands and Chuck Wigin-
ton from the Brusa Blazer organization who brought home tro-
phies for hauling in the largest fishes.

“It was another great success,” reported Office Partners’ Mat-
thew Hebert. “Everyone caught fish and there were lots of great 
stories about the big one they lost at the boat. We ate tons of 
food, had plenty of fun and even had a beautiful lighting storm 
one night. All in all another outstanding event!”

OfficeZilla Announces Print Fulfillment 
Services Partnership with Navitor
The OfficeZilla office products franchise organization has an-
nounced a new partnership with printing solutions provider 
Navitor. 

OfficeZilla said the initiative will provide the company’s franchi-
sees with the opportunity to add new revenue streams through a 
broadened product portfolio, while providing customers a com-
pletely integrated platform for ordering customized items. 

As part of the partnership, Navitor’s full range of printed products 

is now available directly on the OfficeZilla website through the 
Web2Print platform, providing a seamless shopping experience 
for the customer. This allows OfficeZilla franchisees to expand 
existing accounts, as well as attract new customers for whom a 
customized printing solution is essential, the company said.

Digitek Launches New Website
Imaging supplies distributor and managed services provider Dig-
itek last month announced the launch of a new website high-
lighting the company’s products and services for office supply 
dealers and other resellers. 

New features include an ongoing blog on hot imaging industry 
topics, website content and platform optimized for search en-
gines, links to Digitek’s B2B social media channels and respon-
sive web design for mobile devices

According to Digitek CEO Paul Martorana, “Today’s online buyer 
is well into making their buying decision before engaging a ven-
dor; the new Digitek website was designed with that buyer in 
mind. The website speaks to each of our customer segments in-
dividually to educate them on how we can help them to increase 
revenues and grow their business.” For more information, visit 
www.digitek.com. 

FireKing Launches New Safe Line Exclusively 
for OP Dealer Channel
FireKing last month introduced a new line of personal safes de-
signed for small office and home office customers that will be 
sold through the office products dealer and wholesale channels. 

The safes are available in three sizes with the options of combi-
nation dial, digital keypad, or fingerprint reader locks. Both the 
digital keypad and fingerprint reader are also equipped with a 
mechanical key lock for emergency entry. The safes cannot be 
compromised or opened by use of magnets.
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Other features include an adjustable shelf in all units, a remov-
able drawer in the two larger units, outer hooks for hanging keys, 
multiple locking bolts and deadbolts for physical security. Plus, 
each unit has a one-hour ETL fire rating, is water resistant and 
comes with a one-year warranty and FireKing’s free after-fire re-
placement guarantee. 

New Ownership for Duracell Professional

Duracell Professional, the business-to-business division of Dura-
cell, is now operating under the new Duracell Company, now an 
independent, wholly-owned subsidiary of the Berkshire Hatha-
way Company. 

Duracell was formerly a subsidiary of Procter & Gamble. It was 
sold to Berkshire Hathaway in February. 

In an internal video announcing the completion of the transition, 
Angelo Pantaleo, CEO of Duracell, pledged to build upon the 
battery maker’s rich past and strong foundation and to help the 
company evolve into the world’s #1 personal power company. 

“For more than a half a century the Duracell CopperTop has 
stood for endurance, reliability and trust,” Pantaleo said. “Today, 
as Duracell enters a new era, that trust endures and our future 
is bright.” 

Taylor Corp. to Acquire Staples Print Solutions
Taylor Corporation, parent company of ComplyRight, Navitor 
and other brands, last month announced it has entered into an 
agreement to acquire the assets of Staples Print Solutions, the 
custom print division of Staples, Inc.

The assets will be acquired by Taylor Communications, Inc., a 
subsidiary of Taylor Corporation. The two companies said they 
expect to complete the transaction within the coming months.

“This pending acquisition broadens our ability to provide a full 
range of print and digital communication solutions, customized 
to serve our customers,” said Deb Taylor, CEO of Taylor Corpo-
ration.

The Taylor organization previously announced the formation of 
Taylor Communications, Inc. under which Staples Print Solutions 
will go to market.

HON Introduces Solve, New Seating Line

The HON Company, in collaboration with the Berlin-based DE-
ISIG DESIGN industrial design organization, has introduced 
Solve, a new, high performance task chair line.

Solve features responsive design that adapts intuitively to user 
movement, in part through the use of three unique back materi-
als: ReActiv Back, a flexible material that offers the breathabili-
ty of mesh while providing the support of a standard back that 
moves with the user to deliver continuous support and comfort; 
Upholstered ReActiv Back, an optional upholstered front increas-
es support and thermal comfort, and Mesh Back that provides 
responsive support and leverages the user’s weight to create a 
softer sit.

Solve features also include three ergonomic tilt controls and op-
tional adjustable lumbar support and arms. To learn more, visit 
www.hon.com/Solve. 
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GET YOUR SHARE OF
$4.1 BILLION1

The current U.S. alkaline battery 
market has grown to $4.1 billion. 
Batteries continue to be essential 
for productivity in the workplace. 

From power tools to wireless 
keyboards, battery-powered devices 
keep workplaces performing at high 

levels every day across the 
United States.

Duracell® is the clear market leader 
with a 56% share and continues to 

deliver quality, performance, 
and value.2

ARE YOU DOING ALL YOU CAN TO GET YOUR FAIR SHARE?

Visit www.DuracellPro.com/sell or call 877-277-6235 to request your 
FREE BATTERY SELLING KIT and start building your battery profi ts.

1 Based on market sales data
2 Kline & Company, The U.S. Professional Market for Batteries: 2014, March 2015.

DUR-3261-16_IndependentDealer_DSRFairShare_Fullpage_v2D.indd   1 1/20/16   12:35 PM

http://bit.ly/1sajK6X


Safco Introduces Privacy Cove,  
New Custom Conference Room Solution
Safco Products has introduced Privacy Cove, an innovative solu-
tion designed to create semi-private spaces in open areas allow-
ing spontaneous, informal communications.

Privacy Cove provides a custom design option that allows for the 
product to be ordered in almost any color. In addition, business-
es with a hi-resolution image can incorporate their colors, logos 
and images for a personalized, expressive space within their of-
fice, at events, in schools and many other areas. 

Visit www.safcoproducts.com for more information on Safco’s 
Privacy Cove.

Krista Moore to attend  
Global Leadership Conference
Krista Moore, INDEPENDENT DEALER contributor and president 
of K.Coaching Inc, will be joining fellow entrepreneurial business 
leaders from more than 48 countries, in Bangkok Thailand later 
this month for a Global Leadership Conference organized by the 
Entrepreneurs’ Organization (EO). 

Krista has been elected for a third year term on the board of di-
rectors for the Raleigh Durham Chapter and will be representing 
them at this conference.  

The Entrepreneurs’ Organization (EO) is a global, peer-to-peer 
network of more than 11,000 influential business owners with 
157 chapters in 48 countries. Founded in 1987, EO is intended 
to serve as a catalyst that enables leading entrepreneurs to learn 
and grow, leading to greater success in business and beyond. 

For more information, visit www.eonetwork.org.
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Register Today For The 
2016 BSA Annual Forum!

This year, the Forum will be held at 
the US Grant Hotel Sept. 7-8 in 
beautiful San Diego, California.

Everyone is talking about the Forum's new 
educational track on online merchandising. 

Find out more: http://bit.ly/BSA_AF2016 today!
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Bloomberg Report Highlights Threat of 
Amazon’s Private Label Strategy for Vendors
This may not come as too great a surprise to many readers but 
according to Bloomberg e-commerce reporter Spencer Soper, 
some Amazon vendors are learning the hard way that selling their 
wares through the retail giant is a double-edged sword.

Amazon’s private label brand, AmazonBasics, has grown to more 
than 900 products, reports Soper and, he says, its expansion ap-
pears to be driven by insights the mega-retailer has gleaned from 
its troves of sales data.

Launched in 2009, the AmazonBasics brand focused initially on 
items such as batteries and recordable DVDs. That launch was 
followed by several years when, says Soper, the brand “slept 
quietly as it retained data about other sellers’ successes.”

In the past couple of years, however, AmazonBasics has started 
bulking up, adding nearly 300 new products last year alone. 

A recent search of the AmazonBasics product mix yielded sev-
eral shredder SKUs, surge protectors, #2 pencils, hanging file 
folders, task chairs and similar items.

Soper points to Rain Design, maker of a best-selling laptop 
stand, as an example of Amazon’s strategy.

Last year, he reports, AmazonBasics began selling a similar lap-
top stand, but at half the price, cutting into Rain Design’s sales.

While sellers like Rain Design hope that customer loyalty will help 
them weather the competition from AmazonBasics, Amazon has 
a number of major advantages, says Soper, and he says the big-
gest is that it owns the data.

That gives Amazon the ability to identify the ripest opportunities, 
including those that others don’t even know about, and attack 
them with a level of insight that competitors don’t have access to.

Amazon also owns the customers and customer experience, 
making it more difficult for sellers like Rain Design to build the 
kind of loyalty that might encourage customers to pay signifi-
cantly more for a product.

Finally, Amazon has the wherewithal to experiment and fail quick-
ly. As Soper notes, “Amazon can experiment with one product 
rather than having to build out an entire line and if an item flops, 
it’s no big deal.”

The rise of Amazon’s private labels and the impact it is having on 
Amazon sellers like Rain Design serve as a powerful reminder to 
all companies, says tech reporter Patricio Robles in a commen-
tary on Soper’s story: If you don’t control your data and custom-
ers, you can’t really control your future.

Salesforce ‘State of Marketing’ Report Details 
Digital Marketing Trends
When it comes to successful marketing in today’s business 
world, the physical and digital worlds are merging, causing peo-
ple to expect personalized, consistent brand interactions across 
every channel and device. 

That is one of the key findings from the Salesforce CRM compa-
ny’s “2016 State of Marketing Report,” released recently.

According to Salesforce, marketers are evolving into customer 
experience designers, with the majority of high-performing mar-
keting teams implementing digital transformations across their 
organization.

“The rise of the connected customer is forcing marketing to 
evolve from delivering outbound campaigns to managing per-
sonalized experiences that engage the customer from day one 
and guide them through a seamless journey with the brand,” 
saiys Salesforce’s Scott McCorkle. 

Customers have more information, choices and power than ever 
before, note Salesforce researchers. For marketers, they con-
tend, the customer experience—all interactions between a brand 
and its customers—now matters more than anything. 

High-performing marketing teams, the research indicates, excel 
at creating personalized, omni-channel customer experiences 
across all business units, with digital marketing playing a key role.

Among marketers surveyed who use email as part of their mar-
keting strategy, 80% agree email is core to their business. Nearly 
half say it is directly linked to their primary revenue source, while 
79% say email generates ROI.

In addition, 75% of marketers surveyed who use social as part 
of their marketing strategy report social is generating ROI, with 
Facebook earning kudos as the most effective social channel, 
followed by Twitter, YouTube, Google+ and Instagram.

The report indicates mobile marketing adoption has risen sig-
nificantly, including location-based mobile tracking, mobile push 
notifications, mobile text messaging and mobile applications 

Additionally, 77% of marketers surveyed who use mobile as part 
of their marketing strategy say mobile actively generates ROI, a 
147% increase over last year’s findings.

Nearly two-thirds of marketers surveyed are increasing budgets 
for advertising on social platforms in 2016, making it the third 
largest area for increased investment behind social media mar-
keting and social media engagement, Salesforce reports. 

For more information: www.salesforce.com/stateofmarketing.
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11:00 AM - 12:00 PM

SUCCESSION PLANNING AND 
MERGERS/ACQUISITIONS: 
CONTRACT FURNITURE

Speakers: John Kerschen, managing 
director, Charter Capital Partners, Grand 
Rapids, MI; Robert Stead, partner, 
Barnes and Thornburg, LLP, Grand 
Rapids, MI; Matthew Hare, principal, 
Huron Capital Partners, Detroit, MI

Business succession and exit planning 
continue to be critical topics for owners 
of OEMs, suppliers, and dealerships. 
Most owners do not have a well-
designed exit strategy in place as 
they near retirement. But this kind of 
succession planning is vital for any future 
success. 

Get the basics down so you can make 
the best personal decision and the right 
move for your business. Our discussion 
will include marketplace dynamics, legal 
issues, and what to consider from either 
side of an acquisition.

1:00 PM - 2:00 PM

BY THE NUMBERS: FIVE WAYS 
TO BOOST YOUR BOTTOM LINE

Speaker: David Solomon, managing 
principal and founder, Solomon Coyle, 
LLC, Alexandria, VA

What separates the average office 
furniture dealers from the high profit 
ones? Get the answers to that question, 
based on the results of industry-wide 
dealer research. 

We’ll focus on five common issues 
that cost you money, and we’ll show 
you how to fix those leaks! Get serious 
about improving your operation’s 
performance—it is doable, with the right 
information and by taking a few critical 
steps. This dollars-and-sense session will 
equip you to bring yourself and your firm 
into the high profit realm you seek.

2:30 PM - 3:30 PM

VIRTUAL REALITY IN CONTRACT 
FURNITURE

Speaker: Brian Knapp, chief creative 
officer, Externa CGI, Grand Rapids, MI

3-D and CGI renderings changed the 
face of office furniture sales in the early 
2000s and now virtual reality (VR) is 
poised to do it again. 

Renderings give customers and 
designers the ability to review photo-
realistic representations of typicals with 
an incredible level of realism. You can 
walk your clients through their potential 
spaces in a first-person view that is both 
thrilling for them and informative for you 
and the project. 

See for yourself as we share a 
demonstration of a VR rendering. 
Educate yourself about this burgeoning 
technology—you’ll see the positive 
impact on design and sales processes.
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Now in its 48th year, Show organizers expect some 50,000 industry professionals to once again jam the halls and elevators of the 
Merchandise Mart as they catch up with the best and brightest in products for corporate, hospitality, healthcare, retail, government, 
institutional and residential interiors. As usual, this year’s event offers several workshops and presentations specifically for dealer 
attendees and they are highlighted below.

Monday, June 13

Tuesday, June 14

2016 PREVIEW
If you’re in the office furniture business in any serious 
way at all, chances are you’ll be heading to Chicago 
next month for NeoCon, the annual gathering of the 
office furniture clans.

11:00 AM - 12:00 PM

THE LEARNING ORGANIZATION: PREPARING 
YOUR TEAM FOR THE FUTURE

Speaker: Paul Holland, principal, Solomon Coyle, LLC, 
Alexandria, VA

Dealers have to adjust to trends and market forces shaping their 
industry. Volatility, progress, customer preferences, and other 
demands all create challenges for dealers. But if you create 
and maintain a learning culture in an ever-changing business 

environment you can adapt, keep up, and position yourself for 
success. 

Discover how continual learning opens the door for greater 
employee and customer satisfaction and increased profitability. 
Gain insights into how to become a student of business change, 
the greater industry, and your own company. Find out how 
you can continually shift and transform your firm to remain 
competitive. You’ll leave with the knowledge to drive a culture of 
learning within your firm, and how to leverage it as a competitive 
advantage.

If you haven’t yet made plans to attend and would like to find out more, visit www.neocon.com.

http://www.neocon.com


I don’t care on which side of the polit-
ical aisle you find yourself, if you care 
about the success of your business then 
you cannot afford to sit this election out. 
The campaigns of businessman Donald 
Trump and Sen. Bernie Sanders have 
proven this is the year to be heard.

Here are just a few reasons why I urge 
you to vote this year and consider help-
ing us in our fight to level the playing field 
for dealers and other small businesses 
across the country:

Overtime Pay for 
Salaried Employees
Last year, President Obama signed a 
Presidential Memorandum directing the 
Department of Labor (DOL) to update the 
regulations defining which white-collar 
workers are protected by the Fair La-
bor Standards Act’s minimum wage and 
overtime standards.

The previous overtime pay ceiling was 
$23,600, but the new standard for 
non-exempt status is $50,400. Accord-
ing to the department’s estimate, more 
than 4 million employees would need to 
be reclassified (to being non-exempt) as 
a result of the proposed minimum salary 
increase. 

This dramatic increase in the minimum 
salary requirement would result in less 
workplace autonomy and fewer oppor-
tunities for advancement, while forcing 
employees to closely track their hours 
to ensure compliance with overtime pay 
and other requirements. 

Employees would have less control over 
when and where they work and many 
employees would lose the ability to struc-
ture their time to address needs such as 
attending their child’s school activities or 
scheduling doctors’ appointments. 

The DOL’s proposal glosses over the fact 
that this proposed increase in the salary 
level would make it difficult to maintain 
part-time exempt positions. 

Under the current salary requirement, a 
part-time, pro-rated salary is sufficient to 
establish the exemption (provided that 
the pro-rated amount exceeds $455 per 
week). The proposed new amount makes 
such an arrangement far more difficult, 
effectively eliminating some flexible 
workplace arrangements. 

If an employee’s pro-rated salary is not 
in excess of the new salary amount, that 
employee would now need to meticu-
lously record his or her working hours, 
even if he or she never approaches 
40 hours, because the FLSA’s “hours 
worked” recordkeeping obligations apply 
to all non-exempt employees. 

Finally, when employees are converted to 
non-exempt status, they often find that 
they have lost their ability to earn incen-
tive pay (e.g., bonuses). 

Under the existing rules, employers that 
provide incentive payments to hourly em-
ployees must include those payments in 
the employee’s “regular pay rate” for pur-
poses of calculating overtime pay rates, 
even if the bonus is provided months af-
ter the overtime takes place. 

WASHINGTON UPDATE:  

Small Businesses Keep 
Getting Hammered by 
Overregulation
By Rod Manson

continued on page 28 >>
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Faced with the difficult recalculation of 
overtime rates—sometimes for every pay 
period in a year—employers often simply 
forgo these incentive payments to non-ex-
empt employees rather than attempt to 
perform the required calculations.

Joint Employer Rule—
Contract Employees and 
Business Relationships
The National Labor Relations Board’s 
(NLRB) overreach is perhaps most ob-
vious in the Browning-Ferris Industries 
decision issued in August 2015, in which 
the board overturned the traditional joint 
employer standard. 

Originally, the standard defined joint em-
ployers only as those who have “direct” 
and “immediate” control over the most 
essential conditions and terms of employ-
ment. Under the new standard, this con-
trol need only be “indirect” or “potential.” 

This exceptional deviation from the 
well-settled law creates an immense 
amount of liability for any business that 
incorporates a franchisor-franchisee 
model; enters into a contract agreement 
for services, or otherwise depends upon 
a non-traditional workplace arrangement.

The expanded standard discourages larg-
er businesses from contracting work to 
smaller, locally-owned businesses, thus 
disparaging the relationship between 
these two entities and holding back eco-
nomic growth. 

It is necessary that we restore the 
long-standing “joint employer” standard 
that for so long has embodied the key to 
the historic success of the franchise mod-
el and has allowed businesses to thrive by 
focusing on core competencies.

Ambush Rule
NLRB’s ambush elections rule (Repre-
sentation-Case Procedures, 79 Fed. Reg. 

74307) drastically alters union election 
procedures and severely restricts an em-
ployer’s ability to provide employees with 
the resources required to formulate an ed-
ucated decision prior to a union election. 
The rule also dramatically limits due pro-
cess rights and violates employee privacy 
by establishing a legal obligation for em-
ployers to provide a union with the names, 
cell phone numbers and email addresses 
of employees eligible to vote in a union 
representation election. 

Restoring the prior longstanding rules 
would make for a fairer campaign peri-
od and encourage a more robust dialog 
among employees regarding the prospect 
of unionizing, so that employees can make 
the most informed decision possible.

On a larger scale, the ruling has a pro-
found effect upon each of the estimat-
ed six million workplaces covered under 
the National Labor Relations Act (NLRA), 
as businesses now face the possibility 
of having to manage multiple bargain-
ing units of similarly situated employees 
with increased chances of work stop-
pages and the potential for differing pay 
scales, benefits, work rules and bargain-
ing schedules.

Persuader Rule—No 
Right to Privacy for 
Businesses
The impending implementation of the 
DOL’s controversial persuader rulemaking 
interferes with the ability of employers to 
seek help from lawyers and consultants in 
complying with employment law obliga-
tions. 

For 40 years, the rules have required re-
porting when an employer hires a “per-
suader” to talk with its employees about 
unionization but has never required re-
porting of legal advice to employers. 
The proposed rule would undo decades 
of precedent by virtually eliminating the 
exemption for advice and would expand 

the reporting requirement to include any 
consultation that could impact working 
conditions. 

In addition to requiring a tremendous new 
amount of reporting that is of dubious val-
ue, the rule threatens attorney-client priv-
ilege and confidences and will likely make 
it more difficult for employers to find and 
retain expert advice and assistance. 

What Can Be Done?
NOPA, along with its small business coali-
tion partners, have been working overtime 
to get Congress to halt all of these oner-
ous and costly regulations. Your associ-
ation is not opposed to common sense 
rules and regulations, but the rules above 
do more harm than good. 

In most cases, the government failed to 
spend enough time working with small 
businesses on the impacts these rules 
would have on their ability to continue to 
operate. We are hopeful that our efforts 
to include language in the FY’17 appro-
priations bills will halt these rules in their 
tracks and force the government back to 
the drawing board.

Congress may not be passing a lot of laws 
these days (maybe that’s a good thing) 
but who needs legislation when you can 
simply target small businesses through 
bureaucratic rule-making and executive 
orders? Both sides of the aisle are guilty 
of this so it’s not just a one-party issue. 
The problem for us is it’s becoming way 
too common. 

So, when you go to the polls this year, pull 
the lever for the candidate who supports 
your business. Get involved with NOPA 
as we look to overturn these rules, either 
legislatively or through the courts. Be as-
sured, together we can get it done.

Rod Manson is president of IOPFDA and also serves 

as president of Office Advantage in San Diego.

Washington update... continued from page 27
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Last month, representatives from both the 
National Office Products Alliance (NOPA) 
and the Office Furniture Dealers Alliance 
(OFDA) converged on Washington, D.C. 
to deliver strong messages to the nation’s 
lawmakers on issues ranging from tax 
reform, needed healthcare changes and 
much more. 

The fly-in consisted of an afternoon briefing 
session during which independent dealers 
were updated on current issues impacting 
the industry and small business, in gener-
al. The session was led by Paul Miller, NO-
PA’s director of legislative and regulatory 
affairs, and offered valuable insights into 
how lawmakers are currently eyeing key 
issues such as tax and healthcare reform 
and GSA-related initiatives.

“I thought the fly-in was very productive 
and even more powerful than last year’s,” 
said Miller. “Participants’ feedback from 
most of the meetings was extremely pos-

itive and underscored the value of sitting 
down and having face-to-face conversa-
tions with people whose actions impact 
small businesses. I truly believe this fly-in 
is critical for moving the needle forward 

for independent dealers.”

The industry advocates who traveled to 
Washington, D.C. represented a broad 
swath of dealers across the United States. 

Most of the parties with whom the indus-
try representatives met were sensitive to 
the challenges small businesses face and 
were open to hearing suggestions on how 
Congressional members can do more to 
support their constituents and those they 
employ.

NOPA understands that being a small 
business means working long hours and 
being focused on your company and its 
bottom line, which is why efforts like the 
fly-in go a long way in showing your com-
mitment to the industry. The association 
would once again like to thank this year’s 
participants.

To see photos from the 2016 fly-in,  

visit: www.nopanet.org/page/2016FlyInWrapUp.
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NOPA Representatives Deliver Industry Concerns to Nation’s Lawmakers

NOPAnews

Left to right: Scott Moore, AmeriSys, Inc., Chantilly, VA; Rep. Barbara Comstock (R-VA), Melissa Ball, Ball Office 

Products, Richmond, VA, and Pablo Solares, Miller’s Office Products, Lorton, VA.

Left to right: Donna Snyder, GOPD, Lawrenceville, GA; Sen. Johnny Isakson (R-GA), and Chip Jones, Minton Jones 

Co, Norcross, GA.

http://www.nopanet.org/page/2016FlyInWrapUp


Opportunities 
Abound

By Michael Chazin



On rare occasions, office furniture issues 
spill over onto everyday life. That’s what 
happened when Mike Decker was out 
socially one Saturday night not too long 
ago and one of his companions asked him 
what he thought about sit-stand worksta-
tions. 

“All the studies that came out have said 
it was better for you to be up and mov-
ing instead of sitting because our bod-
ies weren’t meant to be sedentary,” says 
Decker, president of Latsch’s, Inc. of Lin-
coln, Nebraska. Like many other office 
furniture sellers, Decker has taken the 
trend to heart and is actively pursuing 
sales of sit-stand workstations. “We are 
not lighting up the world with sales, but 
we certainly have a lot of conversations 
about it,” he says. “That is probably the 
hottest trend that I see right now.”

At Triplett Office Essentials in Des Moines, 
furniture sales have been strong for the 
past couple of years, according to Tom 
Triplett, vice president for the interiors 
business at the dealership, where furniture 

accounts for 65% of sales. “The furniture 
industry has done a good job of reinvent-
ing itself and addressing the needs of the 
marketplace,” says Triplett. He adds that 
a continually improving economy, com-
bined with surging commercial real estate 
rentals, also contributes to that growth.

With supply sales less than robust, furni-
ture has been carrying the business, says 
Dan Schmidt, vice president at Great Riv-
er Office Products of St. Paul, Minnesota, 
where furniture sales are on the upswing. 
“One reason we sell a lot of furniture is be-
cause we take care of all those after-sale 
issues when something breaks or doesn’t 
work,” he suggests.

To sustain furniture sales growth, Great 
River partners with customers and helps 
them make good decisions early on in the 
purchasing process, such as making the 
best ergonomic choices and choosing 
products that improve worker productiv-
ity. “A lot of online companies forget that; 
they just sell you a chair,” says Schmidt. 
“We are not in it for one-time sales; we’re 

in it for the long term with a commitment 
to the customer.”

When Paul Maczka purchased Steelcase 
dealer Barefield Workplace Solutions in 
Jackson, Mississippi, he left the former 
owner in charge of supplies sales and 
took over the furniture side of the com-
pany. There was a time when Steelcase 
encouraged dealers to get out of the sup-
ply business, says Maczka, but that isn’t 
as true today, especially since the last re-
cession. It helps to have another revenue 
stream. 

Last year, Barefield had one of its most 
successful years ever selling furniture and 
Maczka suggests that at least part of the 
reason can be found in the company’s 
emphasis on vertical markets. “When the 
recession happened Steelcase urged its 
dealers to diversify markets and go after 
healthcare, education, and government 
sales,” he says. The reality is that Mis-
sissippi doesn’t really have a lot of large 

Cover story
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Part of the showroom at Latsch’s.



businesses, so those verticals have been 
among Barefield’s primary targets for 
some time. 

“A lot of our success last year was in 
higher education and healthcare,” says 
Maczka. Barefield has also found a strong 
market with university libraries as they 
have started to repurpose those settings 
to offer more collaborative areas for stu-
dent use. 

The supply side of the business has been 
under siege, suggests Paul Higgs, general 
manager at Office Plus of Nevada in Las 
Vegas. “Not only Amazon but everybody 
and their mom—Costco, Sam’s Club and 
more—now sell office supplies,” says 
Higgs.

“We have a little different model than most 
folks,” continues Higgs. Only about 20% 
of the deaelrship’s furniture business de-
pends on outside sales. “We advertise 
heavily to get them through the door,” 
he says. Office Plus has close to 30,000 
square feet of showroom space—it’s the 

largest office furniture showroom in the 
Southwest claims Higgs—where it sells 
both new and used office furniture.

The advertising includes a healthy dose 
of both new and used furniture listings 
on Craig’s List. The dealer also uses S.P. 
Richards’ furniture catalog. “That is a 
good tool for us because Las Vegas is 
kind of based on instant gratification, and 
often when people walk in the door they 
don’t want to wait.”

Once they do come in the door and Office 
Plus personnel have walked them through 
the showroom and turned them into furni-
ture buyers, an effort is made to sell them 
office supplies as well. 

Kershaw’s Inc., Spokane, Washington, 
also relies on Craig’s List to drum up busi-
ness. Vice president Damien Mangano 
says he has run ads for some time with 
great success. One ad features an $849 
Lorell office suite in cherry. He says that 
he typically sells one or two suites a week 
and sometimes buyers even purchase 

more than one.

Selling both furniture and supplies turns 
out to be a boon for most independent 
dealers. There are separate supply and 
furniture sales teams at Triplett but the 
two groups’ efforts complement each 
other. 

For project business, the company brands 
itself as Triplett Interior Solutions and that 
division’s sales team calls on A&D firms, 
real estate developers and larger custom-
ers.

The supplies salespeople account for 
most of the transactional furniture busi-
ness that the company generates. Supply 
salespeople have relationships with cus-
tomers and those customers look to them 
for their furniture needs. 

“Not everybody has a new building going 
up that needs five floors of furniture,” says 
Triplett. “But there are people who are ex-
panding, who need five or ten offices.” 
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This project by Great River Office Products (cover) was installed in a building from the late 19th 

Century that is on the historical register. It shows how current furniture can impart ergonomics into a 

office setting combining elegance and function.  
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Business people are also reducing their 
office footprint and adding more collabo-
rative spaces or creating smaller meeting 
areas, he reports.

“People used to walk in and say we need 
5,000 or 10,000 square feet,” says Triplett 
but that approach has changed, in part 
because real estate developers have 
started to go after a piece of the furniture 
business by managing space use and 
procurement themselves.

Now, prospective tenants are being intro-
duced to space planning earlier in the pro-
cess and want help to reduce the amount 
of space they acquire.

“They are looking for tools and resourc-
es to help accomplish that,” says Triplett, 
“and we get involved in the process to 
help them figure it out. It helps us sell fur-
niture.” 

The process doesn’t start with a desk or 
an image of an office; instead it starts with 
a request to design a workspace that min-
imizes the square footage and still creates 

an enjoyable work environment. “This 
helps us be a better partner and deliver 
a better customer experience,” he adds. 

At Latsch’s, the majority of the furniture 
business is transactional in nature and 
lately more furniture orders have been 
coming through online. But even those 
orders tend to require an interaction with 
the salesperson. 

“Even though they might order the furni-
ture online, they are having a conversation 
with the sales rep to uncover their needs,” 
noted Decker.

Supply salespeople also sell furniture at 
Kershaw’s, but in addition, there are two 
furniture sales specialists on the team.

Growth in furniture sales at Kershaw’s, 
says Mangano, has come from small busi-
nesses who feel it is time to improve their 
image, which includes real estate firms, 
accounting offices, investment firms and 
similar organizations.

Even when one sales force sells both fur-
niture and supplies the buyers tends to 

be different individuals. It seems to be a 
more collaborative decision these days, 
says Schmidt. “That is pretty common 
in most companies as managers handle 
multiple assignments with fewer people,” 
he says. You tend to meet with the head 
of purchasing and a facilities person, as 
well the CFO who watches the budget for 
capital expenditures, he says. 

The furniture buyer tends to be some-
one who controls purse strings, suggests 
Decker, maybe an office manager, vice 
president or sometimes the owner. “Typ-
ically it is somebody with a little more au-
thority than the person who has been ap-
pointed to purchase office supplies,” he 
says. “It’s one more reason why it is more 
important than ever today that you devel-
op relationships all the way up the ladder.”

Furniture dealers turn to a variety of mar-
keting techniques including advertising 
on traditional and social media, but seem 
to get the biggest response from their so-
cial media efforts. Still, even with adver-
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A view of the showroom at Kershaw’s.



The same material that makes Tempur-Pedic® mattresses so 
unique is now available in an office chair exclusively by Raynor. 
We’ve paired authentic TEMPUR® material with innovative 
spring technology* to create a chair that’s both comfortable 
and responsive. Experience the Tempur-Pedic difference for 
yourself today.

Only Raynor can deliver a chair with the Tempur-Pedic difference.

800.637.0005
literature@raynorgroup.com

YOU’RE GONNA WANT
TO SIT DOWN FOR THIS.
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TP200

*spring technology available in TP200 and TP250 models only
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tising, most furniture dealers contend that 
the majority of new sales come through 
word-of-mouth due to their many years 
servicing their communities. Also contrib-
uting to continued sales for most dealers 
is the presence of a showroom that allows 
prospects to come in and kick the tires.

Great River maintains a working show-
room with product from Global, Eurotech, 
Lorell, Mayline and HON. Usually clients 
are invited to come in, but, says Schmidt, 
the dealership’s open door policy produc-
es amazing results. 

“We are right near downtown and have 
free parking,” he explains. “People see 
our signage from the street, pull up, start 
talking furniture and we show them our 
offices.” 

The next step from there is often the fur-
niture library, where potential customers 
can explore a full range of options.

When it comes to selling to schools, one 
of the markets Great River is active in, 
Schmidt suggests that school superinten-

dents will often make recommendations. 
“They start reviewing different projects 
from one superintendent to another. I 
would say that is another major way we 
get new customers.”

A number of different marketing tech-
niques are employed by Barefield Work-
place Solutions, including regular atten-
dance at AIA and IIDA trade shows. Like 
other dealers with furniture showrooms, 
Barefield hosts events for customers. 

“We do a trade show in our showroom ev-
ery year at the end of April,” says Maczka. 
Leading up to this year’s in-house show, 
Barefield installed new floor coverings 
as it became active in that market a year 
ago. “Floor coverings is something that 
the market has been asking for more and 
more,” he adds. The company hired a vice 
president for architecture, furniture and 
technology a year ago to oversee these 
new efforts.

Every other October, Kershaw’s hosts a 
customer appreciation show in its show-
room, where vendors put on tabletop 

exhibits for customers and prospects. 
“Last October we had 400 guests come 
through,” says Mangano. Part of Ker-
shaw’s furniture showroom is a working 
showroom, and it remains open to walk-
in customers. He says they have people 
come in looking for office furniture virtu-
ally every day. 

Triplett reports similar results. “I would say 
we get two or three walk-ins every day,” 
he says. “It’s generally people who know 
we were here or someone told them we 
had something on display.”

There are definitely some products in high 
demand these days. “Adjustable height 
that allows you to raise or lower a work 
surface is about the hottest trend I have 
seen in a long time,” says Higgs. “Every-
body offers it and everybody wants it.” 

He relates one installation for a gaming 
company where adjustable bases were 
added to existing workstations. The man-
ager there said they need this feature to 
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attract younger, high-tech workers who 
were coming from organizations where 
adjustability was commonplace. 

In conjunction with height adjustability, 
dealers are also finding a market for ad-
justable monitor arms. “Monitor arms 
enable employees to work collaborative-
ly and share a monitor with a fellow em-
ployee,” says Triplett. For people with tra-
ditional desks who aren’t ready to trade 
them, products are available to add ad-
justability.

“There are certainly more options than 
there used to be,” continues Triplett. De-
vices can sit atop a desk to take a com-
puter up and down from a sitting to a 
standing position. “We have committed a 
section of our showroom to all of these dif-
ferent options,” he adds. “In a lot of cases 
we’re taking them out and setting them up 
for customers to put in their space and try 
before they actually commit to purchase.”

Sit-stand products are very important to-
day, says Schmidt. “It’s happening more 
and more. We always mention it and ev-

eryone has seen the different stands that 
sit on top of the desk.” Gaining in popular-
ity are the electronic products that effort-
lessly raise and lower the work surface. 
They don’t just raise the computer but 
they raise the entire work area of the desk. 

Also seeing more sales are benching 
products. Mazcka says that his firm re-
cently installed a benching application in 
a doctor’s office. “That is something that 
you certainly would not have come across 
in the past,” he says. What is hot right 
now, he adds, are products designed for 
people to access and collaborate using 
technology.

Triplett concurs that more casual furni-
ture and furniture that can integrate with 
technology have become more popular. 
“Those are products where people can 
plug and play collaboratively and perhaps 
even involve somebody from the outside,” 
he explains.

Today’s wireless technology generally 
makes it easier to keep employees con-
nected without laborious attention to 

the details of wire management.  “Wire 
management capacities and how many 
circuits are available on the system are 
things that we used to talk about all the 
time,” says Maczka, “but a lot of those 
discussions just don’t take place any 
more. We are completely wireless in our 
office, and we are seeing that more and 
more as a trend.”

There are some exceptions however. 
Triplett points out that with multiple gen-
erations in the workforce today, not ev-
erybody has the same take on exposed 
wires. 

“Everybody always wanted all those wires 
neat and clean and tucked away,” he 
says. “The newest, younger generation 
is really thinking we don’t care what the 
wires look like, we just want to plug in and 
go.” He points to some A&D firms with 
younger management where the work ar-
eas feature plywood work tops, clamped 
on lights and wires hanging all over the 
place. 
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While everyone bemoans competition—
Internet sales on the lower end and oth-
er dealers and manufacturers on the high 
end—Triplett offers a cautionary tale for a 
new twist on the age-old problem of inde-
pendents taking sales away from other in-
dependents: dealers with strong websites 
that are making sales across the country. 

“People order furniture and ask that it be 
delivered to Des Moines,” says Triplett. 
The selling dealer could be anywhere out-
side of Iowa, and Triplett Interior Solutions 
services the sale by providing installation 
services.

Triplett says this is not his first choice for 
how to do business but adds that he sees 
this pattern repeat on a somewhat regular 
basis. “These people don’t have a per-
sonal connection with a dealer,” he says. 

He suggests that this buyer could be a 
Millennial who doesn’t want to be sold 
and just goes online to make purchases. 
“It validates the importance having a good 
website that displays the products you of-
fer.” 

Customers at Office Plus of Nevada are 
the antithesis of this remote buyer. Every-
body wants to save money and they think 
that if they buy used furniture they will 
spend less. “People come in looking for 
used and invariably end up buying new,” 
Higgs suggests. Customers often look for 
products that match and sometimes that 
isn’t always possible, so it’s a good idea 
to be able to offer inexpensive new prod-
uct as an alternative solution for the per-
son who comes in thinking used.

“We have a lot of sales with used on the 

invoice along with new products,” Higgs 
adds. “For us it works together more than 
it works apart. It is actually a great com-
bination.”

Another element that contributes to furni-
ture sales success is having a great deliv-
ery crew. “Those are the last people that 
your clients see and they leave a lasting 
impression,” continues Higgs. “Ours are 
conscientious guys who care, and that re-
ally helps. That turns into a lot of repeat 
business.” 

Michael Chazin has been writing about the office 

products business for decades; he also covers a 

variety of business topics from his office in Glenview, 

Illinois. He can be reached at mchazin503@

comcast.net.
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A few weeks ago, I was engaged in a de-
bate with someone in one of my training 
classes. The salesman that engaged me 
was a good guy and well intentioned, but 
like a lot of salespeople, he’d been trained 
into some bad techniques. He asked me 
about a particular technique for voice mail 
that relies on deception (getting the con-
tact to believe you are a customer, rather 
than a salesperson) to get the contact to 
call you back.

“It works,” he said. “I get a lot of calls 
back.” When I asked him how many of 
those call backs result in sales, the an-
swer got a lot vaguer—but I can’t blame 
him. 

It occurred to me that one of our problems 
with building sales methodology is that we 
(salespeople and trainers) many times de-
fine “success” incorrectly. We only look at 
the immediate step rather than the overall 
result. So how should we define success?

The ultimate success in selling is when 
you sell a customer, they’re enthusiastic 
about buying from you again and they 
evangelize for you by giving testimoni-
als and referrals. Too often, we settle for 
much less and the reason is the way we 
sell to our customers. 

Let’s look at a sales process and see 
where we can go wrong to prevent our-
selves from doing that.

Step 1: Initial contact
Typically this is a prospecting call but it 
can be a call from the customer to you. 
Our objective is to turn this initial contact 
into an opportunity to discover the cus-
tomer’s needs and present solutions. 

Definition of success: The customer is 
interested enough to enter into a sales 
process with us. 

Failure point: Either we don’t give the 
customer a reason to be interested or 
worse, we do or say something that cre-
ates a negative impression so that the 
customer becomes biased against us. 
Deceptive tactics fall under this umbrella.

Step 2: Discovery
Our purpose here is to work—in tandem 
with the customer—to discover their 
needs, define the successful result of a 
purchase and create interest in a presen-
tation. 

Definition of success: You discover 
needs, the customer agrees that you have 
identified the correct needs and is enthu-
siastic about seeing a presentation. 

Failure point: You skip or shortcut the 
needs, you don’t get the customer’s 
agreement that these are the needs and 
you move to presentation before the cus-
tomer is ready.

Step 3: Presentation
Our purpose here is to show the customer 
how we can satisfy the needs and meet 
the customer’s criteria for a successful 
result. 

Definition of success: The customer’s 
interest increases, he or she agrees that 
your solution would achieve their desired 
result and requests a proposal. 

Failure point: You don’t show the cus-
tomer how you can meet their needs, you 
don’t confirm with the customer that you 
have met their needs, or worst, you do or 
say something that is perceived as de-
ceptive. Rushing through the presentation 
to get to the proposal will create customer 
discomfort.

Step 4: Proposal
We show the price and terms of our solu-
tion. 

Definition of success: The customer un-
derstands our prices and terms clearly 
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Are you defining success... continued from page 41

because we present in a simple fashion 
with no “fine print” involved. 

Failure point: Your proposal glosses over 
important details, leaving the customer to 
be surprised later by things like incidental 
and ancillary charges, etc. You use “sales 
words” that increase customer skepticism 
about your credibility.

Step 5: Closing
We want to get the business in a custom-
er-friendly fashion. 

Definition of success: Your customer 
agrees, enthusiastically, to buy. 

Failure Point: You “hard close” the cus-
tomer until they bleed from the ears. May-
be you even get the order but the expe-
rience is so unpleasant that they won’t 
repeat and won’t evangelize. When I first 
started in sales, selling cars, we had a 
sales manager who was nicknamed “The 
Hammer” because of his hard closing 
style. Many times he “hammered” a cus-

tomer into buying a car—and most of the 
time, they wouldn’t ever return our calls 
again.

Step 6: Post Sale
We want a customer that would happily 
buy from us again, evangelize and refer us 
and in general smile when they think of us. 

Definition of success: Your customer 
recommends you, takes your calls, takes 
your meetings and is open to buying more 
from you. 

Failure Point: Poor customer service, 
poor follow up or any negative experience 
during the sales process.

Some tactics in selling are best thought 
of as “buy or die” tactics. In other words, 
if the prospect doesn’t buy, we’re dead to 
them. In my experience, I’d rather lose the 
sale today and preserve a potential cus-
tomer than go all-in on burning a prospect 
with the hope of slapping one single deal 
together. 

If you stay in your business and your job 
long enough, you’ll be surprised at how 
many of those customers come back to 
you later because you treated them with 
respect—and many times, the ultimate 
deal you get ends up being far more lu-
crative.

On the other hand, you can use tactics 
that deceive and manipulate and use 
words to try to box your customer in to 
try to get them to buy once. And when 
you do, they’ll remember you, but not in a 
good way. The choice is yours.

Troy Harrison is the author of “Sell Like You 

Mean It!”, “The Pocket Sales Manager,” and a 

speaker, consultant, and sales navigator who helps 

companies build more profitable and productive 

sales forces. For information on booking speaking/

training engagements, consulting, or to sign up for 

his weekly E-zine, call 913-645-3603, e-mail Troy@

TroyHarrison.com, or visit www.TroyHarrison.com. 

Looking to Strengthen Your Industry 
Knowledge? Join a NOPA Committee Today!

Committee members play a vital role in driving 
the organization's future and in ensuring a 
stronger tomorrow for Independent Dealers.

Find out more by visiting www.nopanet.org! 

What committees exist?
• The Advocacy Committee
• The Benchmarking Committee
• The Education Committee
• The Finance Committee
• The Nominating Committee
• The Scholarship Committee, and many more!
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People who don’t work in sales often 
think the wages and freedom that 
representatives enjoy are obscene and 
that the rep’s life involves mostly fine food 
and golf courses. In some instances they 
may be right. Reps typically spend very 
little time behind a desk and do not punch 
a time clock, so their life must be grand! 
Right?

Some salespeople may have led lives like 
that in the past but in recent years the 
landscape has changed dramatically and 
for many reps in our industry “The Thrill is 
Gone.” 

Today, reps’ toughest competition often 
comes from the Internet and it can be a 
tougher competitor than the multitudes 
of people in the past who attempted to 
charm their customers away. Adding 
further to the pain, customers are buying 
fewer office supplies than they did 
five years ago, so reps are constantly 
challenged just to maintain their numbers, 
much less increase them. Still ready to be 
a rep?

From where I sit, being a successful rep in 
today’s world is tougher than ever before 
and in many cases management is not 
doing enough to help them succeed. 

Just to be clear, though, I am not 
suggesting that reps haven’t brought 
this on themselves to a certain extent 
through their refusal to change. Too many 
reps spend their time “route running,” 
“moonlighting” and focusing on just about 

any other task besides growing their 
business. 

So what will it take to make your reps 
successful in 2016 and beyond?

First, we need to recognize just how tough 
sales is today, so management will need 
to determine how, when and whether to 
continue using outside reps. I still see 
great opportunities for them to grow their 
business, but that won’t happen without 
more involvement and direction from 
management.

Here’s a bigger question than whether 
we still need reps and will they change 
to meet the new challenges: Will 
management decide to lead them? 

Here are a few ideas that have worked 
well for dealerships I have worked with 
who have made the decision to grow, with 
or without their rep’s permission. 

1.  Create a sales structure that prioritizes 
finding new business within current 
customers and prospects by paying 
extra commission for new accounts 
and/or for growing new lines of 
business within existing accounts.

2.  Create a team atmosphere with 
friendly competition and regular group 
interaction.

3.  Force your outside reps to become 
more organized and focused on 
medium to large prospects, leaving the 
smaller businesses to inside sales or 
marketing. 

4.  Mandate bi-annual account reviews 
that promote loyalty, margin 
enhancement and line of business 
growth for their top 50 accounts.

5.  Measure activity through the use of a 
CRM like Acsellerate and withhold part 
of the rep’s commission or salary if they 
do not manage themselves through the 
system or gain new business. 

6.  Ride along with your reps frequently 
in order to encourage them and to 
become better acquainted with their 
top accounts in order to ensure your 
customers’ loyalty to the company.

7.  If you have reps who are clearly 
determined not to change, find a way 
to replace them before they cost the 
company all the business they have 
acquired over the years. 

In conclusion, I still highly recommend 
that dealers continue to hire and 
encourage outside reps, because the right 
reps with the right plan will differentiate us 
from the Amazons, Staples and Depots 
of the world. The key to future growth 
is to support the ones we have who are 
generating the right results and go out and 
find more like them.

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.

Do You Really Want to Be a Sales Rep in 2016?
By Tom Buxton
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If you’ve attended more than just one or two industry events 
in recent years, chances are you’ve heard at least one speaker 
insisting that you MUST have a strategic plan. Even well-meaning 
friends might offer, “How on earth can you be in business without 
one?” 

So, you go off and build a strategic plan. While great benefit can 
be gained from having a plan, most plans fall short and end up 
gathering dust on the shelf while nothing seems to change. Why? 
The traditional planning process is to blame. A good process 
inspires new ideas, collaboration, energy, engagement and a 
renewed excitement about the future of the business. 

Here are the five biggest mistakes business owners and leaders 
make in the strategic planning process.

1. 
Trying to do it all in one session. Strategic planning is a 
process. Many advisors charge big money for a one-day 
strategic planning session. Beware. 

Unless you know your dealership inside and out—the local 

market, your competitors, the opportunities in front of you, 
how your customers think, how your employees think, what’s 
happening inside your key accounts, and lots more—a one-day 
exercise is futile and frustrating. 

The true value of strategic planning lies in the process—taking a 
hard look at your business and really thinking about your future 
and the path you need to follow to achieve your goals. 

The best strategic planning uses an iterative process. You need 
time to think about your decisions, weigh options, test ideas 
and socialize concepts. 

A one-day planning exercise gets the ball rolling. Think of it as a 
kick-off. Get lots of ideas out on the table, create a plan to talk 
with customers and internal stakeholders and then go do some 
homework. 

Change is happening fast in our industry—from dealer and 
manufacturer consolidations to the impact of Amazon and other 
e-commerce players, to digital replacements for traditional 
products. 

Toss the Strategic Plan… 
It’s All About the Process
By Janet Collins
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Take time to think about what’s 
happening and how you can win. 
Ruminate on your plan over several 
weeks or even months. With some 
thoughtful fine-tuning, you’ll be much 
more likely to love your plan, get others 
engaged around it and most importantly, 
lead your team to execute flawlessly. 

2. 
Assuming you have all the answers. 
Many companies create a strategic plan 
without ever talking to customers or 
gaining market input. We call that “talking 
to your navel.” The old saying “you don’t 
know what you don’t know” holds true in 
this case. 

Any time I thought I knew what 
customers valued or where the market 
was headed, I was always surprised 
by the reality once customer input was 
included. A supplier wouldn’t launch a 
product without research and customer 
input, why launch your future direction 
without it? 

And don’t just talk to your best 
customers, even though they are the 
easiest. Talk to customers that don’t 
buy as much from you as you’d like, or if 
you’re really brave, talk to prospects or 
folks who said “no” to your offer. Often, 
your knowledge is close to the truth, but 
understanding the nuances of what’s 
really important, makes your decision-
making that much more reliable. 

3. 
Lack of debate and critical thinking. 
Hands down, the most valuable part 
of the strategic planning process is the 
strategic thinking, including the debates 
and discussions. Therefore, you need 
some thinkers and debaters. A big 
mistake many make is they don’t engage 
the whole management team in the 
process. 

If you approach strategic planning as an 
exercise for you to create a document, 
you miss the main value. Debate, while 
often uncomfortable, represents a critical 
opportunity for your team to learn. 

Individuals may have their own 
agendas—sales people or customers 
they want to protect, operational 
practices they personally developed, or 
other positions to which members hold 
tight. 

Create some ground rules for discussion, 
think big and challenge the current 
model. Use of an outside facilitator who 
doesn’t know your business is important 
here. A good facilitator can be objective 
and effective in asking questions like 
“Why do you do it that way?” or “What 
could you do?” or better yet, “What can 
you give up?” which leads us to #4. 

4. 
Not being willing to make a decision. 
One of the most difficult parts of the 
process is making a decision. Deciding to 
go in a new direction feels permanent and 
final. Usually, there’s no one right answer, 
and equally strong cases for different 
paths. Hence, choosing becomes even 
harder. 

Make a decision! It will be liberating. 
Regardless of your choice, you’ve made 
a decision and can move forward. More 
strategic planning sessions get stuck 
in analysis/paralysis mode where you 
want just one more nugget of data—
consequently, you keep spinning. 

A good strategic plan is based on 
data and intuition. Use both to gain 
confidence and conviction in your 
decision. 

5. 
Finishing without an action plan. So, 
let’s say you’ve spent months working 
with the right team of leaders, critically 

thinking about your future and making 
some tough decisions. Bravo! Don’t stop 
there. 

Too many strategic plans stop short 
of creating accountability and specific 
action steps that actually start the 
process of executing your plan. 

According to Dan Prosser, author of 
Thirteeners, only 13% of companies 
successfully execute their strategic plans. 
There are many reasons, but it all starts 
with a clear set of actions and deliverables 
with assigned owners and due dates. 

It’s best if the action item owners 
participate in the process and ideally 
signed up and bought in to their parts. By 
putting accountability right into your plan 
document, the team agrees and the stage 
for a successful implementation is set.

Of course, the strategic planning process 
can include other mistakes—from not 
having a good vision, or arguing over 
terminology, to failing to get enough buy-
in or taking on too much—but if you start 
by avoiding these five big problems, you’ll 
likely have the insight and clarity to avoid 
the others too. 

Strategic planning doesn’t have to be an 
annual waste-of-time exercise with little 
value. Great strategic plans represent a 
real source of strength and competitive 
advantage, when you allow the process 
to unfold over time, tap into customers, 
have critical conversations and ultimately 
turn your decisions into action. 

Janet Collins is strategic advisor to the office 

products industry, helping organizations transform 

through focused strategy and taking action to 

achieve results. Most recently, she served as 

president of GMi Companies, where she created 

a culture of profitable growth, innovation and 

accountability. For more information on how she 

can help your business, contact Janet at jcollins@

tpstrategy.com, or visit www.tpstrategy.com or 

www.linkedin/in/collinsjanet.
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You know you need to hire new salespeople, but it can be a very 
slow and frustrating process. Where do you find them? How can 
you be certain that they’re going to be a good fit? What if you put 
all the time and effort into hiring and training them and they just 
don’t work out?

Often these concerns can hold many business owners and sales 
managers back from even beginning the hiring process. Con-
versely, others just dive right in. They begin placing ads, filtering 
through resumes, spending time on personal interviews; all in the 
quest of finding the ideal candidate—your next Superstar.

Then you experience the excitement of finally finding that ideal 
person. They are charming, friendly, and confident. They have 
the local business contacts and connections, the sale experi-
ence, all the right answers and they are seemingly a perfect fit. 

You went with your gut and hired them but now, fast-forward 
a few weeks, and you’re wondering “What the heck did I do?” 
“Where is the person that I met in the interview?”

Unfortunately, that scenario is all too familiar. Finding and re-
taining high-quality sales representatives represents one of the 
biggest challenges facing office products independents today. 
At K.Coaching we work with many businesses, helping them de-
termine a proven path for interviewing and selecting the highest 
quality candidates, along with assisting in the assessment and 
interview process. 

This is not an easy undertaking, which is why I’d like to share 

with you three simple tactics to help avoid “hire remorse.” 

1. Get clear
Before you begin the hiring process, it is essential that you are 
very clear on what you want in this new hire. What are the core 
competencies of a successful sales rep for your company? 

Examples of core competencies might be prospecting abilities, 
account retention skills, proficiency in technology, understand-
ing and focus on profitability, good communication skills, a team 
player, customer oriented, etc. 

Make a list and define these core competencies, so you gain 
clarity on the type of attributes that you are looking for during the 
interview process. 

This will prevent you getting enamored or being influenced by 
what we call the “halo effect.” This happens all too often when 
someone is so likable that during the interview you are totally 
focused on their halo, rather than determining more objectively if 
they have what it takes to be successful in the position. 

In addition to capturing core competencies, there are a number 
of other ways to get clarity on the role you are interviewing for. 
They include:

• Writing the job description
• Listing key responsibilities 

Avoid ‘Hire 
Remorse’ 

With These  
Three 

Simple 
Tactics 

By Krista Moore
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Avoid “hire remorse”... continued from page 46

•  Outlining expectations for behaviors and results

It’s also important to capture your non-negotiables, the things 
that you will not sacrifice at any cost. Your non-negotiables can 
also later serve as a good reference point if you’re having difficul-
ty making a hiring decision.

2. Get to the core
After you have a clear understanding of what you are looking 
for in terms of the skill sets, competencies, responsibilities and 
expectations, it’s time to conduct an interview whose goal is to 
get to the core of the person. 

It’s not uncommon for people to conduct interviews that con-
sist of standard interview questions and a resume review, while 
spending the majority of the time talking about themselves and 
their company. 

To get to the core, focus on interview questions that will enable 
you to understand whether your candidate has the competen-
cies that you’re looking for. These questions should be framed 
in a way that draws information from the candidate about their 
past behaviors and experiences. The answers you get will help 
you make accurate conclusions about your candidate’s abilities, 
while keeping them engaged and talking.

Most interview candidates are going to be prepared for the stan-
dard questions and if they have been searching for a job for a 
while, they will be quite proficient at answering them. Your job 
is to get through all the fluff and try to uncover the real person. 
Then, you can benchmark them against what you are looking for. 
Let me give an example:

Core Competency: Prospecting Abilities. In today’s competitive 
environment, all sales people need finely honed prospecting 
skills to be aggressive and proactive in gaining new accounts 
and closing business. During the interview, you should ask tar-
geted questions to better understand how successful they are 
going to be in this particular area. 

Sample interview questions to get to the core: These questions 
are open-ended, and designed to encourage your candidate to 
describe experiences and stories, so you can determine if their 
specific past behaviors and actions are aligned to what you 
need. For example: 

•  Tell me about your experience in cold calling on prospect 
accounts.

•  Tell me your greatest success story in bringing in a new 
account for your company. 

•  Describe to me the sales process you use when prospect-
ing for new business. 

•  Tell me about a prospect that you didn’t win. What would 
you do different today?

Prior to your interview, you should prepare by putting together a 
list of questions under each of your desired competencies. This 
will make your interview process consistent, smooth and profes-
sional for both you and your candidate. We suggest creating a 
scorecard and scoring each candidate, on a scale of one to five, 
against your list of competencies.

3. Get help
Making a hiring decision is a big responsibility; primarily because 
of the risks involved if it doesn’t work out. There’s no need to 
make this decision on your own and there are a number of tools 
that you could use to validate whether you’re making the right 
decision or not. 

We recommend using a professional online assessment tool that 
you can administer to potential candidates. This will help vali-
date certain key behaviors and give you an idea of your candi-
date’s compatibility with your organization, motivational factors 
and likelihood of success in the position. At K.Coaching we are 
certified and support both Chally and the DISC Assessment 
and make these available to any independent dealer under our 
IDGrowth Solutions program. 

It is a best practice to have potential candidates interview with 
other people within your organization or outside consultants 
such as ourselves. Regardless of who else will be interviewing 
the candidates, make sure that they are using the same system 
and method for interviewing. It is a great exercise for everyone to 
score the top candidates against the competencies; then each of 
you can share what you thought of the candidate and how they 
scored in the various areas. 

Hiring the right people is a key determiner for the future success 
of your company. In order to find those people, you need to know 
exactly what you’re looking for and then, once you know what 
you need, use all of the available resources to invest in people 
who are naturally wired to be successful in the position you are 
asking them to fill.

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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