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25 Years and Counting
for VA Dealer R&R Office Solutions

R&R Office Solutions of Richmond, Virginia, is a diversified office products
reseller carrying a full range of office products along with everything else a
business might need. That was hardly the case, though, when the company
started in business 25 years ago.
“The company name was originally Ribbons and Rolls,” recalls Shawn Stahr,
co-owner with his wife Inger. Shawn had worked for a company selling cash
registers and copiers right out of college but he wasn’t all that happy selling
equipment, he says. “When you sell that equipment you are done with them for
four or five years unless it happens to be a growing company,” Shawn points
out. What he preferred was to work with a company on an ongoing basis.
He asked his boss if he could start a supplies division but was turned down.
Supplies, he was told, were too competitive. But Shawn’s entrepreneurial itch
needed scratching and he couldn’t take no for an answer. Instead, he struck
out on his own and Ribbons and Rolls opened for business.
That was back 1992 but it didn’t take long before his fledgling business
changed its name and became Ribbons and Rolls Office Supplies. “We wanted to let customers know that in addition to cash register ribbons and rolls we
also sold office supplies,” says Shawn. The name changed again when Shawn’s
dealership started to move into other areas such as printing.
“We came to the name R&R Office Solutions to get customers to realize that we
did more than just sell office supplies,” says Shawn.”

EDITORIAL
Independent Businesses
need more support
It’s no great secret that our industry is consolidating. Seven of the 16 stories in our Winner’s Circle
dealer news section this month involve acquisitions
of one kind or another and no doubt we’ll be writing
about more of the same for the remainder of the
year.
While we’re happy to recognize dealers who are
growing, we’re not so happy about the overall
consolidation trend. Recently, Advocates for Independent Business (AIB), a coalition of independent
small business trade associations and similar organizations (including the TriMega dealer group), presented a compelling case for the need to support
independent entrepreneurs in the face of growing
market concentration.
In a letter to Sen. Amy Klobuchar (D-Minn.), the
ranking member of the U.S. Senate’s Antitrust Subcommittee, AIB makes clear just what’s at stake
here: job growth, a healthy middle class and the entrepreneurial aspirations of all Americans.
“A growing body of evidence,” says AIB coordinator Stacy Mitchell, “suggests that anticompetitive
behavior may be behind a sharp drop in the rate
of new business formation, as well as a decline in
the overall number of small businesses operating
in the U.S.”
New business formation, she points out, is key to
a healthy economy. “New and growing businesses account for nearly all of net job growth; small
businesses play a pivotal role in innovation, and as
recent economic research has found, local and dispersed business ownership strengthens the middle
class and lessens economic inequality,” Mitchell
contends.
In addition, Mitchell points out, local business ownership strengthens the social and civic well-being of
communities in ways ranging from increased voter
turnout to greater participation in civic associations.
None of this will come as news to most of our readers. But do your own elected officials know about
what’s happening and do they understand the longterm implications of all this?
You can learn more at www.indiebizadvocates.org,
but it’s not their job to do all the heavy lifting on this.
It’s up to each and every one of us to do something.
If you haven’t been in touch with your Senators and
Congressman on this, now’s the time to start.
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Get a

jump!
on deliveries, invoicing and customer service

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

NEW FEATURES!

Route Reversal features available and
On-Demand Departure Time Optimization

800-588-5128

info@ecisolutions.com

ecisolutions.com

ECi and the ECi Red Box are trademarks or registered trademarks of ECi Software Solutions, Inc. All rights reserved.
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Over the years, R&R has evolved into a
genuine one-stop shop for its customers.
“We sell everything today—from pens,
pencils and paper clips to toners and inkjet cartridges, furniture, promotion and
printing and break room supplies—and
we still do some cash register paper and
ribbons,” Shawn explains.
R&R has had ongoing growth in the Richmond market and several years back
Shawn expanded its reach when he purchased a two-man office supplies business in Raleigh, North Carolina. While no
new acquisitions are on the immediate
horizon, Shawn anticipates continued
growth and says he would like to expand
his geographic reach.
So far this year, anniversary celebrations
at R&R have been limited to social media.
Information went up on Facebook during
the third week in April—Shawn originally
opened the business in April of 1992—
while on LinkedIn, word starting going out

continued from page 2
in early March, the month he got his business license.

keys to the business to new owner and
president Jon Rossman.

All the social media action caught Shawn a
bit off guard but he has responded in style.
An email went out to more than 9,000 customers and prospects in late April informing them of R&R’s 25th anniversary.

Jon joined Chuckals as its vice president
in 2011 and has played a key role in keeping the dealership strong and growing.

Next up, R&R will unveil a new super-hero based logo. A few customers were
shown the new identity in April and their
response was fantastic, says Shawn. The
official launch takes place this month.
Stay tuned!

Ownership Change at WA
Dealer Chuckals Office
Products
In Tacoma, Washington, there’s a new
hand at the helm of Chuckals Office Products, as Al Lynden, who co-founded the
company in 1994, has handed over the

the

He’s also been instrumental in maintaining
Chuckals’ strong tradition of community involvement and support for worthy

continued on page 6 >>

world’s

longest-lasting
AA battery

New enhancements make Energizer®
Ultimate Lithium™ batteries the best and
longest-lasting disposable AA batteries.
Additional benefits:
• world’s highest-energy AA battery
• holds power up to 20 years in storage
• leak proof under normal consumer use
• performs in extreme temperatures, from
-40ºF to 140ºF
©2017 Energizer.
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Create Custom Dividers in Minutes

Fast, easy tab labeling ˗ no inserts required
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for simple tab titles

Easy Peel® Labels
with the Pop-up Edge™

Avery® Printable White Label Dividers
With print-to-the-edge Easy Peel® tab labels featuring the Pop-up Edge®, it's
fast and simple to create custom dividers in a snap with no inserts required.
Simply personalize and print, bend back the sheet, peel and apply your tab
labels. The unique arch-shaped labels come in a standard-size for short
descriptions or larger labels for more text or graphics. Easily personalize the
labels using the free templates and designs from Avery Design & Print Online.

©2018 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of CCL
Labels, Inc. Personal and company names and other information depicted on samples are fictitious. Any resemblance to actual names and
addresses is purely coincidental.
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causes and currently serves on the boards of his local chamber
and a local food bank.

as they distributed flyers to customers. Another effort collected
used catalogs.

“This transition is certainly not about me, it’s about the people
we employ, the customers we love and the community which
we live in,” Jon told a local business publication reporting on the
ownership change.

Used catalogs were collected from customers and these were
turned over to a recycler. “Every catalog we collected resulted in
several bags of groceries,” says Todd. “We recycled about 500
catalogs, and they are able to feed people with that.” Palace’s
efforts last year resulted in 10,000 meals.

“I believe that through an organization like Chuckals we can continue to push the line about why people should do business locally and support one another as community members. It’s one
of the reasons why I’m so excited about this transition, I believe
that there’s a ton more to do!”

Phoenix Dealer IQ Total Source Supports
Local Campaign to Help Hungry Children

CA Dealer Palace Business Solutions
Honored for Its Support of Local Foodbank

Some of the IQ Total Source team members who helped assemble much-needed food
packages for malnourished children.

Todd Trowbridge, Palace Business Solutions chief experience officer, receives
a special “Above and Beyond” award from a local foodbank in recognition of
outstanding support.

Giving back to the local community is an important component
of company values at IQ Total Source in Phoenix. Recently employees gave of their time at Feed My Starving Children, a local
non-profit that provides nutritionally complete meals specifically
formulated for malnourished children.

Palace Business Solutions, Santa Cruz, California, was recently
honored for its efforts in support of Second Harvest, a local foodbank in its market.

Meals are distributed in schools, orphanages, clinics and feeding
programs around the world.

Founded in 1972, Second Harvest was the first food bank in California and the second in the nation. Its network of 200 local agencies feeds 55,000 people in Santa Cruz County every month.

Recently two teams from IQ Total Source visited the Feed My
Starving Children site in Mesa, Arizona on consecutive days and
went to work building packages earmarked for worldwide distribution.

The dealership sponsors a range of non-profit organizations but
the Second Harvest Foodbank occupies a special place in its
charitable efforts. “It’s easy to jump on board with people who
are hungry,” says Todd Trowbridge, chief experience officer at
Palace. “There is no political agenda behind it; it is just taking
care of people.”
Palace has been supporting Second Harvest for several years
and has come up with some innovative ways to show its support.
For instance, this year employees wore Second Harvest T-shirts
MAY 2017

Workers filled plastic bags with a protein pack and a fiber pack.
“Then you box the plastic food packs and try to get as many of
them done in as short a time as possible,” says Ryan Puccinelli,
owner and partner.
Feed My Starving Children is just one of the organizations supported by IQ Total Source, reports Ryan. The dealership encourages input and suggestions from all staff members on worthy
causes to support, he says.
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ALL PAPER IS
NOT CREATED EQUAL.
Looking good on paper matters. ColorLok® Technology
gives paper more vivid colors, bolder blacks, and faster
drying times.* Learn more at colorlok.com

VIVID COLORS

BOLDER BLACKS

FASTER DRYING

© 2014 Hewlett-Packard Development Company, L.P. The
information contained herein is subject to change without
notice.
Independent testing by SpencerLab Digital Color
Laboratory, commissioned by HP. The full October
2009 report, “Print Quality Analyses – ColorLok Media
Evaluation: AiO Printers: Brother MFC-5490CN, Canon
PIXMA MX860 & MX7600, Epson WorkForce 600, HP
Officejet 6500 and Officejet Pro 8500,” is available for
download at spencerlab.com

*

SUSTAINABLE. DEPENDABLE.
NO SACRIFICE.
Domtar EarthChoice® Office Paper is a great-looking, everyday paper
that represents your commitment to environmental responsibility. Featuring
ColorLok® Technology, it is designed to provide optimal printing results.
To learn more visit www.domtar.com.
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Illinois Dealer Office Specialists Stands
Strong for Child Advocacy
Children are our future,” says Steve Gerstenberger, co-owner at
Office Specialists, Inc. in Galesburg, Illinois. For Steve and his
team, that belief gets translated into some serious local action.
This year, Office Specialists worked with a local bank to co-sponsor the annual Child First Extravaganza held by the Child Advocacy Center as part of April activities to mark Child Abuse Prevention Month.
“We feel strongly that it is a worthwhile organization for our community and surrounding counties,” says Steve. The Child Advocacy Centers serves area children who are victims of sexual and
physical abuse.
A number of agencies work hand-in-hand to provide services
for abused children and they are all part of the local United Way
campaign, adds Randy Conlon, co-owner at Office Specialists.
“We also try to support some of them individually that we feel
strongly about.”

Pictured (l to r) are Rhonda Houzenga, vice president of marketing and publication
relations at F&M Bank; Judy Guenseth, executive director of the Child Advocacy
Center; and Trent Pearson, co-owner at Office Specialists, Inc.

CA Dealer The Office City Acquires
Drumrights Office Supply
Hayward, California-based The Office City has acquired Drumrights Office Supply in Fresno in a deal that creates one of the
largest privately owned office supply companies in California’s
Bay Area and Central Valley.
For The Office City, the addition of Drumrights represents its larg-

continued on page 10 >>

Dealer-On-Demand

THE OFFICE WOULD HAVE
BEEN CLOSED FOR THE
FIRST TIME IN 70 YEARS.

A 25 year employee at our dealership who was
universally liked and highly respected died
suddenly. “There was absolutely no way I would
have asked anyone to miss the funeral,” says
Chip Jones, “even though it would mean closing
for the first time in our 70- year history.”
Dealer-On-Demand from GOPD made it possible
for Minton-Jones staff to attend the funeral
while back at the office it was business as usual.

To learn more about
Dealer-On-Demand
contact Andy Ballard at
andyb@gopd.com
or call 888.665.9593 ext 107.

Reliablity for today, and Flexibility for tomorrow.
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C AN YO U SP OT
THE D IFF EREN C E?

Two items that look identical and perform the
same function with similar performance
That sounds familiar.

THIRD PARTY TESTS PROVE THAT CIG RIVALS
THE PERFORMANCE OF OEM CARTRIDGES
Independent study by Buyers Laboratory (BLI) proved that
CIG replacement cartridges are a true alternative to the OEM.
Stop believing the OEM hype and capture lost revenue with OEM conversion today!

For more information contact your sales representative today
1.800.624.6991 | CLOVERIMAGING.COM

Clover Imaging Group, MSE, and their logos are trademarks owned by
Clover Technologies Group, LLC, and may be registered in the United States and other countries.
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est acquisition by far, with the potential to
boost total sales by some 30%, reports
president and CEO Bill Jones.
The Office City will also be adding 11
Drumrights employees, including Drumrights owner Steve Cavalla, bringing total
headcount at The Office City to 61.
“Fresno is a strong growth market and
we’re very excited about the potential it
offers, particularly in the K-12 schools
market,” said Bill.
Both The Office City and Drumrights are
members of the AOPD regional and national accounts dealer network and there
should be plenty of opportunity to grow
business through AOPD’s contract with
the National Cooperative Purchasing Alliance (NCPA), he added.

Kansas Dealer Dirks Copy
Products Merges with
Fellow Local Dealer Office
Solutions
Dirks Copy Products, Medicine Lodge,
Kansas, has acquired Office Solutions of
Garden City, Kansas, and has merged the
two companies. Going forward all five locations will be known as Office Solutions.
Rick Dirks, owner of Dirks Copy Products,
says he has known Richard Taylor, owner
of Office Solutions, since the two of them
opened their businesses in the 1980s. It
was natural, he says, that he would purchase the operation when Taylor was
ready to sell.
The new operation will combine the
strengths of the two separate resellers.
On the machines side, Dirks will pick up
Sharp and Samsung from Office Solutions
and add those lines to the Lanier and Kyocera products it already sells. Dirks also
acquires a strong HON furniture business
with design capabilities, which will bolster
furniture sales.

continued from page 8
two operations, Rick says the time was
right to work on a new name and a new
brand. “When I started my company 33
years ago I put my name on it,” says
Rick. “Over the years I wanted to change
the logo and rename the company, but
I always felt the money could be spent
better someplace else.”
Now that he has to rebrand and give the
company just one name, Office Solutions
was the obvious choice, he says. “I figured it would be a good time,” he says.

Memphis-based Yuletide
Office Solutions Expands
Warehouse

DC Area Dealer Guernsey
Inc. Acquires Local
Furniture Dealer

In Memphis, Chris Miller and his team at
Yuletide Office Solutions have expanded
their warehouse and added personnel, in
part to meet increased demand for its janitorial supplies business.

Guernsey Inc., Dulles, Virginia, has acquired Chantilly-based furniture company
Systems Furniture Gallery. The move joins
two organizations with 50-year legacies in
the DC metropolitan area.
“We’re delighted to bring Systems into
the Guernsey family,” said Dave Guernsey, president and CEO of Guernsey. Systems will be integrated with Guernsey’s
furniture subsidiary, Interiors by Guernsey, LLC (IBG), doubling IBG’s scale and
bringing expanded federal and local government business experience to IBG’s already robust line up.
Phil Allin, former CEO of Systems Furniture
Gallery, will join the Guernsey team as executive vice president of furniture operations. A 30-year veteran of the furniture and
office products industries, Dave says he is
delighted to add Phil’s vision and expertise. “Along with Phil, our new teammates
include fresh design and sales talent, experienced installation staff and energetic
delivery personnel,” added Dave.

With the acquisition and merger of the
MAY 2017

“With strong partners and quality product,
we’re confident in a bright future for Interiors by Guernsey, LLC,” said Dave. “For
our customers, what we expect of ourselves is nothing less than their complete
and absolute satisfaction with our people,
products and services.”

For the past seven years the janitorial division has averaged 22 percent growth,
Chris reports. To meet that growing demand Yuletide added another 2,000
square feet to its warehouse location. “We
were cramped for space in the warehouse
and needed room for additional product,”
says Chris.
Janitorial has exhibited the strongest
growth but the company has also experienced growth from new segments including packaging and safety products. Furniture has also been a strong seller.
To help accommodate the growth Yuletide
has brought on additional customer service and sales personnel.
Although the expansion was originally
intended to make room for an increased
inventory of janitorial products, it will also
bolster furniture sales. The company’s
furniture showroom is also undergoing an
expansion.
“Increasing our product mix has been part
of our growth strategy, but we’re also responding to the needs of our customers,”
Chris said. “Yuletide is a one-stop shop
for businesses, and this additional space
gives us added flexibility to move stock
quickly.”

continued on page 12 >>
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TX Dealer Hernandez
Office Solutions Purchases
Reliant Business Products

Hernandez Office Solutions, Nederland,
Texas, has purchased Reliant Business
Products of Houston from its former owner Steve Woodall. It was primarily an asset
purchase, reports Louis Hernandez, owner and president. Most of the employees
were maintained and now work for Hernandez.
Louis is optimistic that this purchase will
enable his dealership to keep sales moving in the right direction. Last year he purchased a small copier dealer in Houston
and picked up the Kyocera line. Now Hernandez sells both Samsung and Kyocera.
“The Reliant acquisition is the largest for
us to date and we are still looking aggressively for more,” says Louis.
The purchase of Reliant brought Hernandez into a dealer group with a Purchasing Association of Cooperative Entities
(PACE) contract, promising to increase
business with state and local government
agencies and similar organizations.
“We now have this contract through 2024
which gives government offices the ability
to buy from us,” says Louis. That opportunity combined with the minority business
status and HUB Contract Hernandez already has should provide additional impetus for growth, he says.
Right now sales at Hernandez are more
than twice those at Reliant. “Houston obviously should be larger than our Nederland facility in time,” says Louis. “We are
looking to grow the business and in a few
years to be a $20 million company.”

continued from page 10

NE Dealer Eakes Office
IL Dealer Midwest Office
Solutions Acquires Jan-San Acquires Ridders Business
Dealer and Broadens Print Supply
Springfield, Illinois-based Midwest Office
Solutions Offering
Eakes Office Solutions, Grand Island,
Nebraska, has acquired Janitor Depot in
South Sioux City. Janitor Depot has been
locally owned and operated for the past
15 years and offers janitorial equipment,
supplies, paper products and food service items in Sioux City and the surrounding areas.
The entire Janitor Depot team will continue service, sales and support from their
current location in South Sioux City.
“We are thankful to our customers that
helped us grow over the years. We are
excited to join Eakes Office Solutions,
and to be able to expand our products
and services to our loyal customers.” said
Brad Figge, president of Janitor Depot.
“Brad Figge and the team at Janitor Depot have a wealth of knowledge in the
janitorial industry,” said Mark Miller, Eakes
president. “We are excited to utilize that
knowledge to achieve the next level of
satisfaction for all our customers with janitorial needs.”
Two weeks prior to the acquisition, Eakes
added the Ricoh line to its offering of digital product solutions. Eakes now offers
print management solutions from Ricoh,
Sharp, HP and Muratec.
“Aligning ourselves with Ricoh fits with
our current strategic plan, and also fulfills our mission of providing products
and services to help our customers work
more effectively” Mark said. At the same
time the acquisition of Janitor Depot will
further broaden Eakes’ service offering in
northeastern Nebraska and Iowa.

last month announced it has acquired
Ridders Business Supply; Quincy, Illinois.
Going forward, Ridders will operate under the Midwest Office name and owner
Paul Ridder and his team will be joining
the Midwest Office organization, bringing
total headcount to 52.
The deal represents Midwest Office’s second acquisition this year and means it will
now operate out of eight locations in three
states, reports Midwest Office president
Steve DeMarco.
“We are very pleased to bring Paul and his
staff to the Midwest Office family,” Steve
said. “The dealership is entrenched in the
local community and we’re are looking
forward to helping them add new product categories beyond their traditional
supplies and furniture base and bringing
stronger pricing and distribution capabilities to what is already a strong organization. Midwest and Ridders have collaborated regularly since 1996, so this is
a very natural fit for both companies—we
are very excited.”

MO Dealer Office Products
Alliance on the Acquisition
Trail Again
In Kansas City, Missouri, Mark Whitlow
and his team at Office Products Alliance
last month announced it has acquired
fellow local independent Phoenix Office
Products.
During the past decade, Office Products
Alliance has acquired six dealers in the
Kansas City area, and the latest acquisition won’t be the last, founder and President Mark Whitlow told the Kansas City
Business Journal.

continued on page 14 >>
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Join TriMega and Independent Stationers this September
for EPIC 2017 - where BIG keeps getting BIGGER as this year
we bring the world of OP and the world of Jan/San together.
This year we are co-locating our EPIC event with the
ISSA/INTERCLEAN 2017 SHOW! So mark your calendar
for September 10-12 and EPIC 2017 at the spectacular
Bellagio Resort & Casino in Las Vegas and attend these
two exciting events!

EPIC

September 10-12, 2017
Las Vegas

wherebighappens.com

Come for EPIC 2017...

2

IN

gathering of industry
movers & shakers

1

TS

peer-to-peer
networking forums!

EN

VALUABLE

EV

POWERFUL

dealer-led sessions
and seminars

...stay for ISSA/
INTERCLEAN 2017

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

SAVE THE DATE

September 11-14, 2017
Las Vegas

ISSA/INTERCLEAN NORTH AMERICA
TRADE SHOW AND ISSA CONVENTION
issa.com/2017show
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The acquisition, which closed April 1,
brings seven new employees to Mark’s
dealership, including David Barber, who
owned Phoenix Office Products with his
wife, Teresa. Headcount at Office Products
Alliance now stands at 32, Mark reports.
The deal promises to make what is already a good year for Office Products Alliance even better. Since moving in March
2016 into a new downtown Kansas City
location, formerly home to a local brewing
company, the dealership has seen a 15%
increase in sales.
“The cycle is coming back for the independent dealers,” Mark told the Journal.
“We’ve positioned ourselves in a perfect
standpoint to grow now and keep our dollars here in Kansas City. … People look
at us as a partner, not a vendor, and that
makes a big difference.”

KS Dealer Scott Rice Office
Works Celebrates March
Madness with a Showroom
Party
To celebrate its customers, friends and
family and give college basketball’s biggest tourney a fun local dimension, Scott
Rice Office Works in Lenexa, Kansas, recently hosted its third annual SR Madness
event for an evening of games, food, libations and door prizes.
The event started three years ago, just
after Scott Rice had renovated its showroom. “We wanted a way to hold a client
appreciation event and March Madness
offered a great time to invite all our clients and show off our new space,” says
Lauren Lawton, experience coordinator at
Scott Rice.
Attendance this year was close to 120.
Everyone was treated to offerings from local Kansas City businesses that included
nachos and Philly cheesesteaks, gourmet
cookies and tastings from a local microbrewery.
MAY 2017

continued from page 12
The event ran from 4:00 p.m. until 8:00
p.m. and televisions were conveniently
positioned for anyone who want to watch
basketball. Two caricature artists were
also available.
Less sports-minded attendees were invited to the SR Spa where they were treated
to champagne and appetizers and offered
chair massages and manicures.

KS Dealer Midwest Single
Source Takes Promotional
Efforts to the Max with
Mascot

The event also had a community involvement dimension, with attendees encouraged to bring canned food items to support a local food pantry.

DE Furniture Dealer
Corporate Interiors Hosts
Tailgate Event to Mark
NCAA Championship Game
Also getting into the college hoops spirit was Corporate Interiors in New Castle,
Delaware, with the dealership hosting a
Pre-Game Tailgate event to tie in with the
NCAA Men’s Basketball Championship
game. The dealership’s new WorkLife Studio, located in the Greater Philadelphia
Area, was transformed into a sports hub
for the occasion.
At the Tailgate Event Corporate Interiors’
integrated audiovisual solutions, provided
by its AVolution division, allowing everyone at the event to play sports-related
content on the video displays throughout
the space. Pre-game commentary and
game highlights were shown across the
seven-screen video wall display in the
showroom’s café area.
Many guests congregated in the café as
they enjoyed a spread of food and beverages. Content also played on large displays in both of the conference rooms. To
add to the festivities, the studio also was
filled with “tailgate” games such as Cornhole and Jenga.

INDEPENDENT DEALER

When Midwest Single Source rebranded
back in 2009, the dealership introduced a
symbolic character to represent the dealership on all of its marketing materials.
Initially the image was used sparingly to
stand in for the dealership’s commitment
to customers; when he started being
used more frequently it was time to give
the character—who up until now had just
been referred to as “Running Man—an
actual name.
Thus a name-the-mascot contest was
created. “Since 2009 our ‘running man’
has been busy helping us reach out to
customers in a variety of ways,” says Emalie Gutierrez, business development associate at the Wichita, Kansas dealership.
“He has appeared in the majority of our
ads and has been seen on promotional
flyers and social media outlets. He is our
symbol for movement and has helped us
transform over the years.”
Customers were given his back story on
social media and were invited to suggest
names. The submissions were narrowed
down and the winning name—Max—was
announced in March.
Going forward Max will be used more and
more on promotional materials says Emalie. But already, a life-size cutout of Max
stands watch in Midwest’s lobby and another cutout travels to company events.
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Paper doesn't grow on trees.
It takes work to make paper.
And since GP Paper is
MADE IN THE USA,
this means more work for
more American workers.

MADE IN THE USA
means you can be confident that
we thoughtfully manage how your
paper is made from sustainable forest
practices, to energy efficiency,
to waste reduction.

After all,
we live
here
too.

www.usamadepaper.com

©2017 Georgia-Pacific Consumer Products LP. All rights reserved. The Georgia-Pacific logo and all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

SECRETS of success

n Management Team: Skip
Ireland, president; Jim Ireland,
executive vice president;
Janet Dahlke, executive vice
president; Jamey Dye, COO;
Roger Dick, CFO; Hal Warren,
sales manager.
n Products and Services: Office
Products, MPS, Furniture,
Facility and Cleaning Supplies,
Safety & Breakroom.
n Founded: 1941
n Employees: 46
n Sales: $19+ million
n Key Business Partners: S.
P. Richards, Lexmark, ECi,
Independent Stationers; OFUSA, HON
n www.cosexpress.com
Pictured Front row (L. to R.):
Skip Ireland, president; Jim
Ireland, EVP. Back Row (L. to R.):
Jamey Dye, COO; Roger Dick,
CFO; Janet Dahlke, EVP, and Hal
Warren, sales manager.

COS Business Products & Interiors - Chattanooga
The current year is off to a strong start at
COS Business Products & Interiors in Chattanooga, Tennessee. “The overall economy
seems strong,” says Skip Ireland, president, “and growth has been solid, if not
exceptional.”
Sales for the first quarter of the year at COS
were up 14% compared to last year, he
reports. Several factors contribute to that
growth according to Ireland. Furniture sales
have turned around. “I track how busy our
local architects are and they are all slammed
right now,” he says. “That is a good indication.” Additionally, COS picked up a couple
of new, large enterprise accounts.
Another strong business driver is Managed
Print Services (MPS). Ireland points to a
couple of big renewals with existing customers, where COS took over a larger percentage of their print environments.
Originally, Ireland pursued MPS as a way to
protect toner sales, which were projected
to decline. He purchased an MPS specialist
company more than seven years ago and
just recently changed strategies.
“We entered the business in a defensive
mode,” he says. “About four years ago, we
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decided to change our tactics to an offensive strategy, and we tried to take market
share.” Those efforts have proven successful.
Ireland recognizes that many businesses,
especially enterprise accounts, are printing
less today, but research also tells him that
multi-functional printers remain a primary
tool for the SMB market.
“Gartner tells us that market segment is
actually producing more images,” he says.
That fact has driven COS to pursue print
business from the one segment that actually is increasing its output of printed pages.
When COS first launched its MPS offering,
smaller customers tended to say that it
was not for them. “They said it was just for
the big guys,” says Ireland, “Yet everyone
we call on sees printing as an unmanaged
cost. The principles don’t change no matter
how many devices you have.”
With that in mind, COS developed a special
program called MPS Essentials, which targets customers with 25 or fewer devices.
“Customers want a set price and a budget number to manage their output devices and we can really help them no matter
INDEPENDENT DEALER

what size they are,” he contends. “We put
together a simplified version of MPS that
allows us to go in and work with even the
smallest customer who desires to control
their print spend.”
The program launched at the beginning of
the year and came as a breath of fresh air
to the COS sales force, since Ireland estimates somewhere in the region of 85% of
their customers have fewer than 100 employees.
All of these companies are being targeted
with the message that companies of any
size can enjoy the benefits of a managed
print program simply by combining service,
toner and paper into a simple, easy to understand and implement program.
“Those of us independents who are left
have to be committed to running our businesses better and smarter,” says Ireland,
who stresses he remains open to change
and ready to shift course at a moment’s
notice.
“When owners and managers lose their desire to change, they need to recognize that
and step aside so their businesses don’t
suffer,” he says bluntly.
PAGE 16

2017 HONOREE

GOLF OUTING
July 30 and 31, 2017
Canterbury Golf Club – Cleveland, Ohio

Nestled in the rolling landscape of Cleveland’s suburbs, Canterbury
Golf Club provides the idyllic backdrop for the National Business
Products Industry’s 2017 Honoree Golf Outing benefiting City of Hope.
Canterbury’s rich history traces back to 1921 when it first opened, to
a prestigious list of championships it’s hosted from the 1932 Western
Open to the 2009 Senior PGA Championship. Canterbury was home
to 13 Major Championships and is only the second club in the country
to have hosted all five of the major golf championships that are played
throughout the country and is nationally recognized as one of the top
100 golf courses in the U.S.
This year, Canterbury plays host to the 2017 Honoree Golf Outing and
the “Saving Lives Hand In Hand” campaign led by 2017 Spirit of Life
honoree, Steve Schultz of GOJO.
To register your foursome today, visit CityofHope.org/nbpi.

STEVE SCHULTZ
North American and
International Business
President and Chief
Operating Officer,
GOJO Industries
2017 Spirit of Life® Honoree

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

NeoCon 2017 Set for June 12-14 in Chicago
Next month, sees the annual gathering of
the office furniture clans in Chicago, as
some 50,000 industry professionals are
expected to once again jam the halls and
elevators of the Merchandise Mart to see
the latest and greatest new products at
NeoCon 2017.
Set for June 12-14, this year’s event,
as usual, offers several workshops and
presentations specifically for dealer
attendees. Here’s an advance look:

Monday, June 12
9:30 AM - 10:30 AM
How to Use the IRS Tax Code Section
179 and Save Money
Speakers: Jerry Sweet and Joseph
Costello, NxtWall Architectural Walls,
Kalamazoo MI
This presentation will give you all the
information you need to appreciate the
underused tax advantage of the IRS Tax
Code Section 179. The presenters will
fully explain the code, define “bonus
depreciation;” analyze key factors,
parameters and nuances of Section 179;
clarify the impact of Section 179 on the
furniture industry; and help you and your
customers learn to make the most of this
underused economic incentive.
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1:00 PM - 2:00 PM
Prepare Today for the Next Business
Downturn
Speaker: David Solomon, Solomon
Coyle, LLC, Alexandria, VA
After eight straight years of industry
growth, it’s time for furniture dealers
and all in the industry to plan proactively
for the next downturn. Learn how to
implement early warning systems to
trigger action; use scenario planning and
risk analysis to formulate contingency
plans; and develop strategies to actively
manage both profitability and liquidity.
Also, the session will address how to
identify and maintain your strengths, as
well as balance cost-conscious frugality
with bold innovation to ensure your
business can survive—and even thrive—
during the next downturn.

2:30 PM - 3:30 PM
Sales Process Versus Sales
Methodology: Maximizing Your Sales
Effort
Speaker: Paul Holland, Solomon Coyle,
Alexandria, VA
This seminar will offer an overview of
the contemporary dealer sales process,
with a review of current trends in the
field. We will learn to distinguish sales
process from sales methodology to gain
INDEPENDENT DEALER

clarity about the difference and why it
matters. Attendees will encounter best
practices in both the sales process and
sales methodology. They will also gain
an understanding of how to use both to
drive performance.

Tuesday, June 13
9:30 AM - 10:30 AM
Quantifying the Impact of Workplace
Change—Yes, It Can (and Should) Be
Done
Speakers: Kate Lister, Global Workplace
Analytics, Carlsbad, CA, and Kate North,
Workplace Evolutionaries, Chicago, IL
This session will teach you the metrics
you can use to estimate and/or measure
the ROI of workplace change and how
you can apply those metrics to make
a business case for projects large and
small. Speakers will share a free and
easy-too-use tool that makes it simple to
quantify the impact of workplace change
on productivity, efficiency, turnover,
absenteeism and employee health.

11:00 AM - 12:00 PM
High Impact Proposals
Speaker: Frank Stasiowski, PSMJ
Resources, Inc., Newton, MA

continued on page 19 >>
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Learn how to take your current proposals
to the next level and achieve maximum
impact with every one you send out.
Learn how to win over potential clients
with the key elements of your proposals
(cover letters and résumés) as well
as how to make a lasting impression
about your firm in the RFP. Discover
some important truths about the client
selection process and what you can do
to position yourself to win the project—
even before the RFP has been issued!
If you haven’t yet made plans to attend
and would like to find out more, visit
www.neocon.com.

AOPD Announces 2017 Board
of Directors
The American Office Products Distributors
national and regional accounts dealer
network (AOPD) recently announced its
2017 board of directors, following its 2017
annual meeting in conjunction with the
joint AOPD-TriMega Kinetic 2017 meeting.
AOPD’s 2017 board of directors are:
• President: Bill Jones, The Office City
• Chairman of the Board: Frank L. Fera,
Bulldog Office Products
• Vice President: Kim Crook Vogel,
Strickland Companies
• Treasurer: Gordie Pepper, Ritter’s Office
Outfitters
• Secretary: Wayne Stillwagon, Miller’s
Supplies at Work
• Directors: Beth Freeman, FSIoffice, and
Dutch Jones, TSRC, Inc.

TriMega Announces Board of
Director Changes
Following TriMega’s recent annual
board elections and board of directors
meeting, the organization announced
election results and changes to its board
of directors for 2017. The association
confirmed the following appointments to
board positions:
MAY 2017
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• Re-elected to a three-year term:
Thomas Jordan, Herald Office
Solutions, Dillon, SC
• New board members elected to threeyear terms: Yancey Jones, Sr., TSRC
Inc., Ashland, VA, and Bob Shulman,
Suburban Stationers, Middletown, CT
Appointments to TriMega’s executive
committee and other appointments
included:
• Chairman: Ian Wist, Wist Office
Products, Tempe, AZ
• Vice Chairman: George Wood,
Greenwood Office Outfitters, Fort
Worth, TX
• Treasurer: Thomas Jordan, Herald
Office Solutions, Dillon, SC
• Secretary: Gary Ables, Ables-Land, Inc.
Tyler, TX
• Immediate Past Chairman: Lyle
Dabbert, Brown & Saenger, Sioux Falls,
SD
• DSC Steering Committee Chairman:
George Wood, Greenwood Office
Outfitters, Fort Worth, TX
“I am both honored and excited to once
again have the opportunity to contribute to
the TriMega organization and our members
in the role of chairman,” remarked Ian
Wist, TriMega’s new chairman of the
board. “I also want to recognize the
service and efforts of the entire board, but
especially our outgoing board members,
former vice chairman Dave Kenworthy of
Storey-Kenworthy and past chairman Lyle
Dabbert, of Brown & Saenger.”

• Supply Chain Excellence: Avery
Products
• Innovation: GOJO Industries
• Marketing Excellence: HP, Inc.
• Digital Excellence: Safco Products
• Sales Professional of the Year:
Sharon Cadena of Smead
• Strategic Partner Award: ACCO
Brands
In addition, the Heritage Award, SPR’s
most prestigious supplier award, this year
went to International Paper.

Workplace Furnishings
Names Jodie Ryndak
President and CEO
The Workplace Furnishings dealer group
(WPF) has named Jodie Ryndak as its
new president and CEO.
An office furniture veteran with over
20 years’ industry experience, Ryndak
joined WPF as vice president of dealer
development in early 2016.
She succeeds current WPF president
Greg Nemchick, who earlier this year
announced his retirement from the
organization, effective April 30, after eight
years as chief executive.

S.P. Richards Announces
Supplier of the Year Award
Winners
S.P. Richards last month announced
its annual supplier awards to recognize
outstanding support and performance
from its manufacturer partners. The
wholesaler introduced a new line-up of
awards this year, with honors presented in
seven different categories. The following
manufacturers were recognized:
INDEPENDENT DEALER

Previously, Ryndak served as vice
president of business development for

continued on page 20 >>
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WPF dealer member Color Art Integrated Interiors in St. Louis,
MO. She holds a degree in Interior Design from Illinois State
University and is certified by the National Council for Interior
Design Qualification (NCIDQ).
“We’re delighted to welcome Jodie as WPF’s new chief executive,”
commented Peter Kordus, WPF past chair and president and
CEO of Building Service, Inc. in Milwaukee. “Greg Nemchick
has provided outstanding leadership and direction to Workplace
Furnishings over the past eight years and I’m confident we will
keep the momentum going with Jodie at the helm.”

Carolina will become exclusive distributors to the independent
dealer channel of the Rogers Family San Francisco Bay line of
single cup coffee products.
Under the new partnership, which represents Carolina Wholesale
Group’s first entry into the coffee market, four different flavors
will be offered—Breakfast Blend, French Roast, Donut Shop
Blend and Fog Chaser. Each flavor will be available in both 12pack and 36-pack packaging.

“I’m looking forward to building on the strong foundation of
Workplace Furnishings and advancing it to an even more valuable
resource for dealers going forward”, said Ryndak.

Arlington Industries and Carolina Wholesale
Launch New Coffee Program with San
Francisco Bay
Arlington Industries and Carolina Wholesale, members of the
Carolina Wholesale Group, have announced a new partnership
with the Rogers Family Company by which Arlington and

“At Arlington Industries and Carolina Wholesale, we’re always
looking for new ways to add value for our dealers and the timing

NEW

continued on page 21 >>
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of this venture could not be better,” commented VP of sales
Scott Lewis. “The single-serve coffee market is still enjoying
healthy growth but Green Mountain, the original market leader,
has seen 11 of its 13 Keurig brands post significant declines in
recent years. The market today is open to alternatives and San
Francisco Bay is ideally positioned to benefit.”
In addition to competitive pricing and a strong quality message—
the coffee is 100% Arabica, shade grown over an elevation of
3000 feet, and hand-picked when it’s perfectly ripe— San
Francisco Bay also has a compelling “green” story to tell, says
Lewis.
“Only 5% of the pods made by Green Mountain were recyclable
as recently as 2014 and while the company has promised to
fix this by 2020, it clearly has a lot of work ahead of it,” says
Lewis. “In contrast San Francisco Bay’s pods today are fully
compostable—including the lidding, ring, filter and bag—which
serves as a powerful differentiator in an increasingly crowded
market. It’s a powerful combination of great taste, great value
and environmental responsibility.”
For more information on the new Carolina Wholesale Group-San
Francisco Bay partnership, contact your Arlington Industries or
Carolina Wholesale sales rep.

Office Partners Fishing Tournament Reels in
the Funds for Two Worthy Causes
Members of Office Partners and their friends were once again
out on the water and fishing in support of a good cause recently,
as the dealer group held its annual Bass Fishing Tournament for
City of Hope and the Children’s Hospital of Alabama.

This year’s event, renamed the Bud Mundt Charity Fishing
Tournament, took place at Dream Lake Lodge, one of the top
bass fishing locations in the country. It raised over $36,000 for
City of Hope and Children’s Hospital of Alabama.

continued on page 22 >>

The following individuals will be honored at the 2017 BSA Forum in Austin:
Lifetime Achievement Award
Jimmy Godwin
Owner / CEO
FSI Office
Legend of the Industry
David Fasbender
Senior Vice President Sales / Marketing, Retired
Smead Manufacturing Co.
Leadership Award
Jim O'Brien
Executive Vice President - Operations
S.P. Richards Co.

2017 BSA Forum
Austin Hilton in Austin, TX
September 6 - 7, 2017
www.businesssolutionsassociation.com
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The event was renamed in honor of former
AOPD executive director Bud Mundt, who
died February 26 of this year, after a long
and courageous struggle against cancer.
To honor Bud’s memory, a new award,
called the “Bud”dy Award was presented
to the attendee was the most helpful and
who had the best time at the event. This
year’s winner: Myers Brazell & Associates
principal Scott Kor.

acquisition of DC Imaging’s ColorLabs Ink
Innovations division.
ColorLabs is a developer of aftermarket
mailroom consumable products and
supplier of specialty imaging supplies
for the mailing, packaging, and printing
industries.

Clover Boosts Mailing
Supplies Business with New
Acquisition

“The acquisition of the ColorLabs brand
strengthens our postal ink technology and
product breadth,” said Clover president
Eric Martin. “The ColorLabs brand adds
a defined focus on new categories for
mailroom cartridges in addition to the
high quality postal products that we
already offer and will continue to offer to
our loyal customers. Our goal is for CIG
to provide the most comprehensive line
of superior products and solutions under
one platform.”

Clover Imaging Group last month
announced a significant expansion of
its mailing supplies business with the

The ColorLabs brand joins CIG’s
postage portfolio as the only aftermarket
postage products approved by the U.S.

Kudos also go to Office Partners’ Matthew
Hebert and 3M’s Tom Jackson who won
trophies for hauling in the largest fishes.

Postal Service, Clover said. For more
information, visit www.colorlabs.com and
www.cloverimaging.com.

ACM Technologies Launches
New Automated Toner
Fulfillment Program
ACM Technologies announced earlier this
month the launch of ACM CONNECT,
a new toner fulfillment program, in
partnership with PrintFleet.
ACM said the new program is one of the
first automated toner fulfillment programs
in the U.S. and allows ACM resellers
to setup devices at end user sites to
automatically order toner whenever it is
running low.
ACM CONNECT streamlines the entire
toner ordering and fulfillment process
from start to finish, ACM said.

continued on page 23 >>

Introducing...

OPWIL’s 2017 Board Members

Why Join?
Kathy Hoyle
Co-Founder
Education

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

To join today visit OPWIL.com

Sandra Williams
Education Chair

Tricia Burke

Membership Chair
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Rosemary Czopek
Membership

Martina Derra
Membership

Kristin MacMillan
Membership
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Krista Moore
Co-Founder
Chairman

Kimberly Fulford
Sponsorship Chair

Janet Bell
Marketing

Michelle Smith
Marketing
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By allowing devices to order their own
toner, it reduces the need for end users to
actively manage their toner inventory and
supplies, at the same time creating loyalty
and stickiness between the end user and
reseller, ACM said.
ACM said the new program is free for
qualified resellers and end users. ACM
covers the entire cost of the program and
the reseller only has to pay for the cost
of the toner that is ordered, the company
said. Visit www.acmtech.com for more
information.

HON Introduces Ignition 2.0
Seating Line
The HON Company has introduced the
next generation of its Ignition seating
collection.
Created in partnership with the Deisig
Design team, Ignition 2.0 adds multi-

continued from page 22
directional ilira-stretch mesh designed
to provide a more responsive sit, while
the new molded seat foam comfortably
envelops and supports the user.
Additional product details introduced with
the Ignition 2.0 expansion include four
controls and an optional easy-to-install
adjustable lumbar support for increased
personalization and a better fit.
For more customization options, the
frame design is now available in both
black and titanium to complement the five
color selections for ilira®-stretch mesh.
A knocked down (KD) version of the task
chair with patent-pending Quick Connect
arms offers slimmer packaging and allows
Ignition 2.0 to reach a lower price point
than ever before, HON said.
To learn more about Ignition, visit
www.hon.com/chairs/ignition.

Not a subscriber? Sign Up Now
Not an Advertiser? Start Next Month
Got an article idea? We Want To Hear About It.

Call Simon: 703-379-8583
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Dealers find the latest economic conditions are
especially favorable for growing furniture sales
By Michael Chazin

continued on page 25 >>
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After what could generally be considered
slow years for furniture sales, dealers on
average report that furniture sales have
transformed from dreary to robust of late.
Dealers selling furniture report strong
sales to bankers, lawyers, schools and
health care markets and mention the
growing importance of online activities
to promote and grow sales. No matter if
they sell primarily A-grade or mid-market
products—or even used furniture—these
dealers say they are heartily optimistic on
the prospects for continued sales growth.

our showroom and show them what we
have, they realize that what they have is
dated,” he reports.
Modern has seen furniture sales increase
from less than 10% of sales five years ago
to where it stands today at roughly onethird of total sales. In part that growth resulted from branding the furniture division
as Modern Office Furniture and refocusing sales. “We stepped away from some
of the lower-end product and started to
focus more on contract-grade products
and went after new construction business,” says Reichenbach.

New businesses have started to open up
in the area and that has been one of the
biggest growth drivers, says Reichenbach. “Our biggest growth comes from
new construction. That and established
businesses that have started to update,”
he says.

At Ables-Land, Tyler, Texas, second-generation owner Gary Ables says that following last fall’s election there was an immediate change of attitude. “There were a
lot of projects on hold that all of a sudden
were on the fore front,” he says. For the
first quarter of this year furniture sales are
up “We have a lot of furniture projects in
the funnel and some of them have already
turned into orders. There is a lot of opportunity for us right now.”
In Boardman, Ohio, just south of
Youngstown, growth has been slow to
non-existent until recently says Nate Reichenbach, furniture manager at Modern
Office Products. Business activity has
been picking up of late though, and that’s
good news. “Once we bring people into
MAY 2017

“In 2015 furniture accounted for 35%
of our sales,” says Tracy Cody, furniture
category manager at Azor Inc., Nashville, Tennessee. So far this year sales are
running a little behind that number. Still,
Cody says there are so many projects in
the furniture sales funnel that he would be
surprised if sales this year didn’t end up
about the same. “If you looked at our installation calendar right now it is booked
almost every day,” he reports.
The office furniture customer at Office
Essentials, St. Louis, could be anybody,
says Chris Fortune, furniture and interiors
manager. “We deal with insurance companies, banks, lawyers and manufacturing.
Anyone whose business is growing has a
need for us,” he says. Furniture rides the
coattails of the office supply sales team,
he adds, and their efforts to drum up new
business are all inclusive. “We follow their
lead.”

With project business most dealers will
tell you that often they deal with other
consultants, service providers or buying
influencers. “Most of the time on projects
we deal with designers and architects
in addition to the business owner,” says
Ables. “Typically, it is not the same person
who purchases office products.

The same is true at Azor. “A lot of times
the company will use either an architect
or interior design company, and we work
alongside them with instructions from the
client,” says Cody. For the remainder of
projects Azor deals with the office supply
buyer or the order originates with the office supply buyer.
Cal Bennetts, Visalia, California, in the
central San Joaquin Valley, has a winning
relationship with the business community.
The dealer has been selling furniture for
more than 50 years; 95% of revenues are
from furniture or furniture-related activities, including All-Ways Moving, a niche
office-furniture-only relocation business,
which handles company moves and
physical changes that require relocating
furniture.
Stan Bennett, a second-generation owner and president, was asked by another
Northern California dealer for a clarification of his business model. That dealer
wanted to know: “Is Cal Bennetts a contract dealer selling mid-market furniture
or a mid-market dealer selling contract
furniture?”

continued on page 26 >>
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“We are a mid-market dealer selling contract furniture,” says Bennett. To underscore that approach the dealership operates a furniture showroom and retail store
out near the Visalia Municipal Airport. “We
are in an industrial park so it is not a highly trafficked area,” he says. Still the store
gets 8 to 10 walk-in customers a day. Big
sellers off the floor are Allsteel seating
along with desks by Maverick.
“Our showroom is 5,000 sq. ft.; it’s a
working showroom,” says Ables. Being
in a smaller market, he says, if someone
walks in and likes a chair they can buy it
off the floor. The dealership hosts chamber of commerce events in its showroom
and typically has an open house every
year.
Modern Office Furniture has a new, midsized furniture showroom. “It has the essentials of pretty much everything you

would need,” says Reichenbach. “We
bring in samples if we need to demo for
customers.” Twice a year customers are
invited in for catered open houses. “Furniture lines change multiple times through-

Project Resources
When it comes to researching new construction projects and who
might be the buying influence, Tracy Cody, furniture category manager at Azor Inc., Nashville, Tennessee, relies on software to help
crack that puzzle.
“I utilize two different sources,” he says. “One is called CoStar Real
Estate Manager, a Cloud-based program that provides access to
real estate and lease data.” This commercial real estate software
provides information on what commercial buildings are being developed or refurbished.
Another resource is a daily email he received from Construction
Data Company called CDC News.com. “It provides a lead manager
service and keeps me up date on everything in our marketplace,”
he says. It tells him who the building owner is and who the architect
is. “It gives you all that information and helps qualify the lead before you give it to a designer or sales rep.”

out the year,” he says. “We try to keep our
customers up to date on what is new and
fresh.” Customers are also brought in by
appointment to review current and proposed projects.
Off to one side of the showroom, a much
larger piece of real estate is devoted to
used furniture. Modern Office Furniture
has a large inventory of used furniture it
acquires through buy-backs. “We do that
so customers don’t have to pay a moving company or otherwise dispose of the
furniture,” says Reichenbach. “Used and
close-out furniture probably accounts for
a quarter of furniture sales.”
Cal Bennetts also has a significant business in used furniture. The product appeals to start-up business that want to
keep costs down, says Bennett. “What’s
nice is that people start with us with the
used furniture and then grow their image
and scale and come back to us. We have
Allsteel if they want an A-Grade product
or we have Friant which is more mid-market,” he says. Margins on used furniture
tend to hover above 50%, Bennett reports.
Dealers interviewed for this article attest
to the need to hire a furniture specialist to
help grow sales. “I don’t think you need
a furniture specialist to handle day-to-day

continued on page 28 >>
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transactional business, says Office Essentials’ Fortune. “However if you want to
dive into the contract side it is a necessity,” he contends. Customers expect that
you have qualified designers, space planning, a furniture showroom and your own
delivery trucks and installers as well. “For
the last dozen years we have tried to grow
that business,” he says. “Our specialist
handles both transactional and contract
but the growth really comes from the contract side.”
The complexity of today’s business environment and the number of manufacturers in the marketplace make having a
specialist critically important suggests
Cody. “Someone has to coordinate the
lines that are offered and communicate
that to the sales team,” he says. “Otherwise you can be all over the place with no
rhyme or reason to what you are doing.”
Azor leads with either HON, National or
Allsteel. “We carry other lines,” says Cody,
“but those three carry such a big breath of
product there’s no reason to go outside
those lines unless there’s a specific need
such as outdoor furniture or school furniture.”

Cody coordinates the furniture offering, communicates
to the salespeople and reports back to ownership on
any adjustments that might
be needed.
With interior designers so
heavily involved in specifying contract furniture,
Ables-Land concentrates
on networking with the
A&D community to find new
business. “We have great
relationships with several of the A&D firms here in
Tyler,” says Ables. Whenever someone sees a new
building going up an effort
is made to find out who the
decision makers might be.
“One of our outside sales
reps is heavily involved with
the chamber,” says Ables.
“She helps to stay on top of
companies moving into Tyler and East Texas.”

One of the challenges that
Ables faces is the perception in the community that
As the furniture specialist on the team,
as a Herman Miller
dealer the dealership
only carries A-Grade
chairs, which often sell for north of
Furniture Sale - Great Values! $1,000. “We are not just trying to
ALL CLEARANCE ITEMS ARE ONE OF A KIND - PRE-OWNED (LIKE NEW!), FLOOR &
sell high-end product,” says Ables.
DISCONTINUED MODELS - AND WILL BE SOLD ON A FIRST COME, FIRST SERVE BASIS
“We sell a lot of Lorell product,
HON 30x60 Metal Desk
4 Shelf Bookcase
Item # MOFMD7122
Item # MOFBC7002
which we put together and deliver
List Price:
List Price:
$1221.00
$334.00
to them.”
YOUR Price:

YOUR Price:

$357.00

$138.00

HON 2 Drawer Vertical Letter File
Item # MOFVF7101

Item # MOFMD7155

List Price:

List Price:

$361.00

$1230.00

YOUR Price:

YOUR Price:

$117.00

$157.00

HON Side Chair

Item # MOFCH7019
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HON 30x48 Metal Desk

Lorell Task Chair

Item # MOFCH7018

List Price:

List Price:

$311.00

$399.00

YOUR Price:

YOUR Price:

$59.00

$94.00

A good customer of Ables-Land
is the local television station. The
two establishments regularly do
business with each other. The TV
station buys furniture and Ables
Land buys broadcast time. “We are
in the process right now of targeting some new ads that talk about
how we don’t just sell high-end
furniture,” he adds. “The message
INDEPENDENT DEALER

is that we sell reasonably priced too. We
have them on our showroom floor. Come
see them right now.”
At Office Essentials, the office supply
sales team provides the primary overtures
for new furniture sales. “Because we ride
on the coattails of our supply folks we
general walk into the customer with a leg
up,” says Fortune. Because Office Essentials is often already a supplier it tends to
be a much warmer appointment.
The dealership generally sells to a small
to mid-sized customer and tries to be the
supplier with the best overall value in con-
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Clean lines. Sleek style.
The Kinetic series offers a sleek, high style look in a
standard task chair that everyone will love. Experience
the seamless, clean design that complements any office
environment. And it's available only from Eurotech.

VISIT WWW.EUROTECHSEATING.COM
TO LEARN MORE.
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trast to the aligned dealers it often competes against who offer more premium
lines. “Our offering is more mid-market
based, which suits who our customers
are,” says Fortune. Office Essentials offers workstations from HON and Global,
which Fortune suggests perform nearly
identically to A-Grade systems.
Modern Office Products hired a new marketing person last year and that person

works to communicate with customers
about the furniture offerings that are available. “We are in constant contact with our
customers,” says Reichenbach. “On the
backs of all our supply invoices we have
promos for furniture. We also send flyers
out with every package.”
When the new furniture catalogs become
available they are sent out in gift boxes to
existing customers.

All-Ways Moving
Cal Bennetts has a division called All-Ways Moving
that handles project installations but also moves
office furniture workstations for tenant improvement
purposes and relocations.
“I have a full-time crew of 11 and a part-time pool of
16 that perform installations and serve the All-Ways
Moving side,” says Stan Bennett, owner and president.
They may deliver desks in the morning and in the
afternoon take down a floor of furniture so it can be
carpeted over the weekend.
All-Ways Moving is roughly 30% of the total business
and comes with a 60% margin. “It is a lucrative
business,” says Bennett. “Anybody who has their own
installers should be selling that as a service.”
To provide additional future growth, Bennett will start
a new business called Stage Hands, which will deliver
and install new residential furniture from sources—think
Z-Gallery and Pottery Barn—that don’t offer delivery.

The marketing department at Azor also is
instrumental in garnering new business.
Weekly emails go out to customers, and
while the subject matter is not always furniture, several furniture oriented emails go
out each quarter.
Along with the promotional flyers, Cody
might offer sales spiffs and challenge the
sales team to see who can generate the
most sales.
Cal Bennetts just completed a major
refresh of its website and now uses advanced analytics and search engine optimization to garner more business. “We
never had analytics before,” says Bennett.
“Now, I can tell you how long you were
there and how many pages you looked
at.” Free white-papers are offered, but the
content is gated and to get a download
a customer has to give up their contact
information.
Usually a salesperson will follow up on the
lead, and then a series of emails goes out.
The first one thanks the customer for their
time. That email is followed by a series of
solicitations to capture their business. After five emails go out unanswered a final
email gets sent, which announces that no
more emails will be coming.
Bennett calls it his “Dear John” email.
“That one gets the highest response,” he
says. Frequently, prospective customers
ask not to be cut off because they want to
stay in touch as they still have plans for a
future purchase.
The dealership is out by the airport, and
Bennett says that he is surprised he gets
as much walk-in traffic as he does. He
firmly believes that his renewed internet
presence helps fuel that activity. “With the
SEO work we have done more people are
finding us already,” he says. The new site
went live on January 15, and Bennett says
that in a few short months there has been
a noticeable increase in business.
Competition is never taken for granted. “We try to differentiate ourselves
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through our relationships and going the

extra mile,” says Cody. That means doing

business the way the customer wants it
done instead of the customer needing to
do business the way the big box supplier
wants them to do it.
At present, the biggest competition for
Modern Office Furniture comes from online sources selling low-priced furniture.
“That is probably our biggest competition
because you can find anything online,”
says Reichenbach. The prices are lower,
but he adds, the quality is also low. Additionally, these low-end products almost
always are not accompanied with any
kind of warranty.
“We like to educate our customers on the
warranty and have them really compare
apples to apples,” says Reichenbach. “If
we sell a multi-task chair with a lifetime
warranty and 180 color options for $300
and they find a chair online for $69, there
is obviously a big difference in quality.”

Gl

as

sE

-S

nh

EE

an

ce

OU
m

RN

en

ts

EW

at

Ne

oc

on

BOOTH #
®

MAY 2017

INDEPENDENT DEALER

7-2054

PAGE 32

Names:

To Drop or
Not to Drop?
By Troy Harrison

One topic I’m frequently asked about revolves around the use of name dropping
in sales. For example, I was talking recently with a fairly new salesperson who
happens to be a good friend. She had,
she said, received several referrals and
wanted to know if it was appropriate to
use the person’s name who referred them.
Ultimately, what she was asking about
was the issue of how best to build sales
credibility. Without exception, when
someone drops someone else’s name
into the conversation, they are attempting to establish their own credibility by
borrowing some from the person whose
name they are using.
In the particular case of my friend, what I
learned after some questioning was that
what she called referrals really weren’t referrals at all. They were cold leads.
A referral occurs when someone not only
points you to a new potential client; they
get in the middle of the conversation,
make an introduction and assist in making
the connection.
A lead is when someone suggests that
you make a sales call on a potential customer but doesn’t get involved in the conversation or help make the introduction.
My friend had leads; the other person had
simply suggested she ought to call on a
MAY 2017

certain group of businesses without being
able to help actually make the meetings
happen.
In this case, once we’d clarified what she
was working with, I gave her these simple
guidelines: In the case of a lead, the name
shouldn’t be dropped, since it’s entirely
possible that the person giving the lead
doesn’t even know anyone at the target
company.
In the case of a true referral, however, the
name should be used; i.e., “John Smith
suggested that I call you, as he thinks that
what I do could help you.” In this case,
the borrowed credibility is real and the
name—along with whatever else the other person might have done—should assist
you in getting an appointment.
The same rule applies to testimonials. A
testimonial should always be used in conjunction with the name of the person who
gave it. Again, borrowed (and real) credibility is at play here.
Now, let’s talk about a different situation. Let’s call it, “The Name Drop Apropos of Nothing,” when you quote from a
so-called expert’s presentation, book or
piece of research.
Be careful. This kind of name dropping
can work against you. If your audience or
customer hasn’t read the books or heard
INDEPENDENT DEALER

the speakers, they can feel you’re trying
to diminish them or put yourself above
them—or that there’s a club and they’re
not a member.
Second, remember that name dropping is
borrowing credibility. It’s one thing to borrow the credibility of someone you know.
It’s entirely different to borrow the credibility of someone you don’t know.
Finally, if you use this technique too much,
it diminishes your own credibility. At some
point, you cease to be an expert and
become someone who read an expert’s
book. There’s no way that this can work
in your favor.
Remember this: Others’ credibility might
get you in the door or help move a presentation along. But at the end of the day,
if you don’t have credibility of your own,
you won’t get the sale. My advice: Keep
expert quotes or examples to a minimum
in your sales presentations and build as
much of your own credibility as possible.

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.
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Competing Against Amazon
By Lincoln Dix

“I can get this cheaper on Amazon.” Sound familiar? We’ve all
heard it from our customers at one time or another but is it true?
Like most things in business, the answer is “yes…and no.”
If a client, and the dealer, are willing to accept the premise that
a supplies purchase is nothing more than a transaction amongst
equals—the exchange of a product for something else of value
(money)—then I think we can all agree that Amazon does indeed
have a lot of things that are cheaper.
On the other hand, if we are willing to recognize that the world of
business-to-business purchasing is significantly more complex
than the simple exchange of goods and services, then it’s not
hard to argue that for B2B purchasers, Amazon is, in fact, more
expensive on most things.
Amazon’s business model has always been based on the perception that they have everything for less. Their investors absorbed billions of dollars in losses for years to fund the sale of
this perception and in large part that effort has succeeded.
However, in the B2B world, it’s not only about price.
For example, two-day delivery doesn’t always take just two days.
How many buyers place that one-click order only to receive an
email in 15 minutes letting them know that the item will actually
be arriving in four days? Or five?
Returning an item to Amazon can require a myriad of phone calls,
emails, auto-replies, on-hold waits and callbacks—assuming, of
course, you can figure out who to call in the first place! And what
happens if the product is defective? Who assists with warranty
or service?

plan. It’s a reaction fueled by fear of losing a sale.
Always thank the client for the opportunity to earn this business.
Then, activate your plan. Here’s a quick summary of what we’ve
implemented at our dealership at a transactional level. Overall
though, competing effectively with the likes of Amazon goes well
beyond any single conversation with a client:
a. Establish an actual policy for your dealership.
		 i. W
 e will only price match against “Amazon Fulfilled”
products. If an order is not coming from Amazon itself,
we consider it suspect and grey-market.
		 ii. We will ask the customer for a link to the product. Then:
			 1. Research and confirm there are no additional freight
charges.
			 2. Research and confirm there are no stipulations,
rebates, requirements or other external drivers that
significantly modify the transaction.
			 3. Research and confirm there is actual stock of the
product available.
b. C
 hange the landscape—ask questions.
		 i. A
 sk how quickly they need the product—give yourself
the option to “buy direct”.
		 ii. Confirm a preference for buying local if the price is
same or very close.
		 iii. Ask, if I can find you a lower cost option in another
brand, is that OK?

What about the accounting and invoicing that needs to be departmentalized and properly allocated to programs and locations?

		 iv. Is this an item that you anticipate needing on a recurring basis?

When an Amazon box arrives to the loading dock, does it contain
an employee’s personal purchase or is it actually for the business? Where does it go?

		 i. H
 elp your customer service and sales team members
become comfortable with the conversation.

There’s no question, of course, that Amazon is changing the
landscape. In some respects, they’re actually helping the Independent Dealer Channel further widen the gap between a local
supplier and our national competitors.
In other ways, Amazon is becoming a significant distraction for
dealers who are diverting valuable time, resources and margin
dollars to try to combat them.
How can we compete most effectively against Amazon? Here are
some ideas your dealership might consider:
Have a plan. Simply agreeing to price match Amazon isn’t a
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c. Train your employees.

		 ii. Teach them the questions to ask—and why we ask
them.
		 iii. Training breeds confidence and when competing
against Amazon, confidence is key.
d. B
 e willing to professionally disengage.
		 i. O
 ur dealership does not actively pursue “shoppers” as
customers.
		 ii. Reiterate your value proposition and respectfully decline to price match.
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		 iii. Being graceful, professional and
firm in your position will earn you
the respect of the client—if not
this one-time order.
Long-term and culturally, don’t forget to
actively and on an ongoing basis integrate
the following into your every-day operations. These are differentiators that our
competitors are simply not doing:

offer such as superior service and quality,
competitive and stable pricing, accurate
invoicing and the benefits to the community of buying from a locally owned and
operated business.
Un-commoditize yourself. Are you building complexity, sophistication and loyalty? Or do your customers think you’re just
a nice person? There is a huge difference.

Educate your team and customers. Explain why your dealership does not price
match against the grey-market of Amazon
Marketplace; it makes sense and is reasonable.

Do you deliver genuine business value
or do little more than just put out fires
quickly? Do your customers feel like they
cannot live without you or do they only remember you when they need something?

Many clients appreciate this information
and begin to remember the last time they
had an order never show up or arrive days
later than anticipated. It also reminds
them of the strong reputation your dealership enjoys and the position you have
earned in the business community.

Conduct Q1 and Q2 business reviews.
Ever hear a customer say, “Call us after
the new year…we’re wrapping up year
end”? Guess what? They’re saying that to
all of your competing sales reps and any
rep worth their salt will be dialing for appointments come January.

Reinforce your value proposition every
time you can. Highlight key features you

Your account executives should have
meetings on the calendar and sched-

uled business reviews ready to go as a
pre-emptive and offensively-minded defense against the competition.
Business reviews are one of the most critical opportunities to educate your client,
reinforce your value proposition and identify new customer needs and opportunities.
Make no mistake: Amazon is a player in
the market and growing stronger each
day. In many respects, I admire them as a
fierce competitor and envy the aggressive
nature of their business.
At the same time, though, I am grateful
that the B2B market continues to demand
options and choices when it comes to
purchasing supplies and confident that
the IDC is well positioned to continue to
grow through differentiation and specialization to our clients.

Lincoln Dix is vice president of sales for Storey
Kenworthy, Des Moines, Iowa.
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Dealing With the Price Objection
By Phil Barnette

Since the beginning of time, sales professionals have faced one objection that is
in the arsenal of every buyer or decision
maker. They throw it out quickly—particularly if dealing with an untrained salesperson—because they know it will quiet the
conversation and make the weakest sales
rep wither and disappear.
What is it that is so feared and all too often, so effective? The dreaded “Price”
objection. It gets delivered in many ways
but the basic message from the decision
maker is simple: “Go Away.” Should the
persistent salesperson decide to stay and
fight the battle, the decision maker pushes the price issue to obtain lower prices.
The sales rep, feeling more confident by
the second, begins to believe they have
won. They obtain a list of the most commonly used items and fill it with lower prices, only to hear those defeating words:
“Thank you however, we have decided to
stay with our current supplier.”
Despite the rep’s best hopes for new business, all he or she has done is to provide
the prospect with ammunition to negotiate with their current supplier for lower
prices. The whole process is little more
than a race to the bottom for margin and
profitability and the only real winner is the
customer.
It doesn’t have to be this way as long as
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you remember the first and most basic
rule when it comes to handling the price
objection: Don’t even mention the word
price until the customer does.
Let’s address the “Provide me a list of
your most commonly used items…” approach. There is a way to make this a far
more positive interaction between you
and your prospect.
Ask for the list and once they provide it,
ask one more question before you head
back to the office: “If we provide pricing
and you find us to be competitive, will
you use us as a supplier for your business
needs?”
It’s not an easy question to ask but why
do all the work on that core items list without understanding the client’s willingness
to change suppliers?
If they say yes, then perhaps moving forward with the list may work. If they say
no, the next question is the most important one in the sales process: “What would
stop you from moving forward with us?”
At that point, the true selling process has
begun and the real objection is what you
may hear next. Listen closely, it’s imperative for sales success.
Let’s say that price is a true objection.
In that case, make sure that whatever
you say in response takes the form of an
INDEPENDENT DEALER

open-ended question.
If your question begins with Who, What,
When, Where or How, an open-ended
question has been asked and hopefully
dialog has begun.
Some effective questions might be: “I understand price is important, but other than
price, what other things do you consider
when selecting a supplier?” “When you
chose your current supplier, was price the
only thing you took into consideration?”
“How will you take the prices I provide
and apply them to your decision-making
process?”
From here there are many directions the
sales conversation could go. Not every response will provide the insight you need.
However, remind yourself that questions
and effective listening are critical for your
sales success.
The consultative sales process is and always will be about asking effective questions, listening to the answers and delivering solution-based responses.

Phil Barnette is a veteran sales and sales
management coach/trainer/consultant with
IDGrowth Solutions who is dedicated to providing
best in class sales and sales management
training and development to the independent
reseller community. For more information, contact
Phil at Phil@KCoaching.com.
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The Rise of the ‘Silent Sales Floor’ is Killing Business
By Tony Hughes

There has been an insidious trend in the
last four years in professional selling. It
is a misinterpretation of the term “social
selling” where people cruise along doing non-selling tasks sprinkled with researching, emailing and grooming their
social platforms... all the while treating the
phone like it’s covered with spiders.
The only thing that works in new business
development, whether for inside sales or
in the field, is the right combination of effective activity... and lots of it!
Social platforms certainly play an essential role for research and creating a strong
personal brand that sets an agenda and
evidences insight and credibility. But selling is all about engaging the buyer in a
meaningful two-way conversation and
the human voice is like nothing else for
achieving just that.
If outbound activities do not culminate in
lots of phone calls then the methodology
for creating a sales pipeline is just a recipe
for failure.
The first big prerequisite for elevating the
way we sell is to create the right “value
narrative”. Instead of leading with who we
are and what we do, we should instead
lead with why a conversation should matter to the other person. We need to hook
interest with the worthwhile business or
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personal outcomes that we can help them
achieve.
The call you make should have been preceded by social marketing activities in the
days or weeks prior, where you get yourself into the orbit of your prospects without any hard-sell. Then first thing in the
morning, before the other snoozers arrive
at the office, you’re hammering away with
your combo outreach strategy:
• Phone their cell/mobile and if you
don’t get a live voice on the other
end ...
• Leave a voicemail. Confident, to
the point and without mentioning
your products or solutions...just
the value for them in having a
conversation.
• Then immediately send a LinkedIn
InMail or connection request (with
context, not “cold”)
• Then send them an email.
Spend two to three minutes per contact
maximum on your pre-prepared list. Ideally, you’re working from CRM software but
a sheet of paper will do the trick. Never
blame technology for your failure to drive
the necessary level of intelligent activity
required to achieve the success you need.
Next, we need the right mindset ... highly
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driven, inquisitive, disciplined and ambitious. We need a minimum of two hours
every single day doing outbound prospecting where we seek conversations and
meetings with potential clients. We must
do this regardless of how successful we
are with current revenue and no matter
how busy we become with existing clients. Before you go home each day, make
sure you have your list of 30-50 calls to
make first thing in the morning.
Be your own sales development representative and block out two hours every
day for proactive outbound prospecting
where you focus on the phone.
Use social media and LinkedIn to support
your sales strategy but don’t use it to hide
like a coward from the phone.
I cannot tell you how many salespeople I
meet who just won’t accept responsibility
for the creation of their own pipeline. Treat
leads from your website, channel marketing or inside sales team as a bonus.
You’ve got to own your own success and
fight for it, work for it and change inside to
be worthy of it.
Tony Hughes is an international keynote
speaker with thirty years of sales leadership
experience and the author of the upcoming
book, COMBO Prospecting. To learn more,
follow his blog in LinkedIn
www.linkedin.com/today/posts/hughestony or
visit www.TonyHughes.com.au.
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