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http://www2.oprah.com/health/oz/oz_20071022_350_106.jhtml?promocode=HP43

Consumer Show 
Season for Independents

Over 600 customers swarmed the expo for samples
and a look at new products during The Supply Room
Companies’ 26th Anniversary Office Products Show.

Last month saw several independents
hosting successful end user shows and

customer appreciation events. 

In Sioux Falls, South Dakota, Brown
and Saenger drew a remarkable 850
attendees to its 2007 Product Show,
which featured 58 exhibitors and an
educational workshop presented by
Avery Dennison. Theme for the show
was “Experience,” something that the
dealership’s 118-year history has given
it plenty of!

In Ashland, Virginia, just outside of
Richmond, The Supply Room
Companies’ 26th Anniversary Office
Products Show drew over 600
customers and featured an expo with
51 vendors. Theme for the show was
“We Deliver the Difference Because We
Care,” a message that the dealer used
to reach out to “our customers, our

continued on page 4

NOVEMBER 2007 INDEPENDENT DEALER PAGE 2

THE

WINNERS’Circle
Don’t Miss
Randy
Pausch’s
Last Lecture
Last month, I received an e-mail from
is.group’s Mike Gentile about a
remarkable piece of video on the
Internet. It was a lecture by Randy
Pausch, a professor at Carnegie Mellon
University and one of the country’s
leading experts on virtual reality com-
puting technology.

Prof. Pausch is married and a father of
three and he is dying of pancreatic
cancer with only a few months to live.
Carnegie Mellon has a tradition where
they invite members of their faculty to
give what they call their “Last Lecture.”
For most of the presenters, it’s purely
hypothetical...if you knew you were
going to die and you had one last lecture
to give, what would you say to your
students?

For Randy Pausch, it was anything but.
And while the halls of academia and
virtual reality technology are about as far
from our routine office products world as
you can get, I think you will find his
message both moving and inspirational.

My apologies if you received Mike
Gentile’s e-mail and have already
watched Randy Pausch’s last lecture. If
you haven’t yet seen it, point your web
browser to  http://video.google.com/videoplay?
docid=-5700431505846055184 for the full
lecture or to  http://www2.oprah.com/health/
oz/oz_20071022_350_106.jhtml?promocode=H
P43 for a shorter version that was shown
on the Oprah Winfrey Show.

And my thanks to Mike Gentile for
spreading the word on a very special
presentation.

Independents Host Key 
Small Business Congressional 
Leader at Capitol Hill Breakfast
More opportunities for indepen-
dents in the government market
and action to stop the industry’s
mega-players securing business
through the use of pass
throughs and similar front organ-
izations were among the topics
at a special breakfast meeting
last month in Washington DC
hosted by a group of indepen-
dent dealers for Rep. Nydia
Velazquez (D-NY), chair of the
House Small Business Committee.

The event was not only an
opportunity for the dealers to
present their views on key issues,
but also to express thanks to
Rep. Velazquez, who has been a
long-time advocate for small
business on Capitol Hill.

Participating dealers included
Adams Marketing, Chuckals Office
Products, George W. Allen Co.
and Miller’s Office Products. NOPA president Chris Bates and Paul Miller of Miller
Wenhold Capitol Strategies were also at the breakfast.

Chuckals Office Products’ Al Lynden was among the dealers
meeting with House Small Business Committee Chair Nydia
Velazquez (D-NY) at a special breakfast on Capitol Hill last
month.

http://www.cmu.edu/homepage/multimedia/randy-pausch-lecture.shtml
http://www2.oprah.com/health/oz/oz_20071022_350_106.jhtml?promocode=HP43
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Winners’ Circle continued from page 2

employees, our vendors, our commu-
nity, our environment and your bottom
line.”

Also last month, Taylor Printing and
Office Supply in Roxboro, North
Carolina, adopted a nautical theme for
its seventh annual Customer Appreci-
ation Show. The event took place
“aboard the SS Taylor” and offered a
cruise for two as a grand prize. From an
initial turnout of just 50 attendees and
only eight vendors back in 2000, the
show has grown to the point where this
year, it drew over 400 customers and
prospects for a show that featured 34
exhibitors.

Minnesota Dealer Finds an 
Answer to Soaring Healthcare Costs
Chances are there isn’t a dealer in the
country who doesn’t know far more
than he or she ever wanted about the
problems with our healthcare system.
Soaring insurance premiums have
made it increasingly difficult for small
businesses of any kind to offer the kind
of healthcare insurance needed to
attract and retain good people.

At Mercury Office Supply in St. Paul,
Minnesota, owner Dan Schmidt has
come up with an innovative way to get
insurance costs under control, while
still offering his people an attractive
healthcare package. Dan’s solution: a
Health Savings Account. 

Mercury was one of the first Minnesota
businesses of any kind to introduce an
HSA and, says Dan, it’s been
overwhelmingly positive, both for his
dealership and his eleven employees.

“The HSA saved about $11,000 on our
premiums when we introduced the
program back in 2004, and our
premiums have gone down every year
since then,” Dan reports. “Right now,”
he says, “they’re about 3-4 percent less
than what they were before we
switched.”

The plan at Mercury comes with a high
deductible—$2,500 for single coverage
and $5,000 for a family plan—but it
pays for preventive treatments such as
annual physicals, etc.

Dan used 50 percent of his initial
premium savings as seed money for his
employees’ HSAs, but after that,
they’ve funded their accounts with
monthly pre-tax contributions and
they’re encouraged to put it at least
$100 a month.

“We didn’t do it to shift costs, but
rather, to get our employees more
involved in managing their own health-
care instead of putting it in the hands of
the insurance companies,” says Dan. 

“Now, our people see just what they’re
buying when they need medical
attention. They’re shopping the market
and checking to make sure their bills
are correct,” he explains. “It may be a
little more work than it used to be, but
now, they’re the ones making the
decisions about who treats them, rather
than the insurance company.”

Dan’s pioneering work with his own
company’s HSA has also led him into
the legislative arena. He currently chairs
the Minnesota Chamber’s Healthcare
Task Force and sits on a committee set
up by the state legislature to develop
recommendations on insurance market
reform.

“Insurance is an area that needs more
competition and greater transparency,”
Dan says. “The co-pay model has
made for a healthcare system where
everything is convoluted and hidden to
everyone except the insurance com-
panies and we all end up paying a
price. HSAs offer a different approach
and one that has certainly helped our
dealership.”

Like to find out more about HSAs and
their potential for your own dealership?
Dan suggests visiting  www.HSAinsider.com.

Georgia Dealer VIP Honored 
by Local Better Business Bureau

VIP Office Furniture & Supply in
Hinesville, Georgia, recently earned
honors from the Better Business
Bureau of the Southeast Atlantic when
it was named recipient of the Diane
Wahrman Torch Award for 2007. 

The annual award, named after a long-
time small business owner who was
actively involved in local civic affairs for
over 50 years, honors a business that
demonstrates high standards of
behavior toward customers,
employees, suppliers, and the
community it serves. 

VIP was nominated by a customer and
then had to answer a series of
questions on management practices,
customer and vendor relations,
marketing and reputation within the
industry. The award is divided into three
categories, based on business size. VIP
won the most contested category of 1-
99 employees. 

“There was a lot of competition in the
small business category, but VIP most
closely met all the criteria of high ethics
and good business relationships with
customers, employees and vendors,”
commented Bureau president and CEO
Ross Howard. The Bureau has over
1,000 members.

Texas Dealer Honored by Local
Businesswomen’s Group

Congratulations are also in order for
Mike and Dick Wilson at Wilson Office
Supply in Wichita Falls, Texas, whose
dealership was honored last month by
their local Business and Professional
Women’s Club as its Employer of the
Year. 

The award recognizes outstanding
business owners who have distin-
guished themselves in the community
and supported their women employees.

Wilsons received the award in part for
its support of Melodie Berry, a long-
time sales rep with the dealership who
recently suffered an extended period of
illness. 

The award was presented at a special
Woman of the Year banquet that drew
some 125 attendees. In addition, the
dealership hosted an Open House at its
retail store for BPW members in
connection with the award.

continued on page 6
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Ask your technology provider or United Stationers Account 
Manager how you can benefit from Unitedʼs new content.

If you build it with United Stationersʼ content,
they will come...

United Stationersʼ new product 
content, contained in our 
Electronic Commerce Database 
(version 2.0), has the richest and 
most versatile amount of product 
information ever provided to our 
industry. And Unitedʼs support 
services—marketing, logistics 
and more—will help you convert 
that content into richer selling 
opportunities and higher sales... 
again and again.

Thatʼs a blueprint for success.

Get customersʼ attention.  Get customersʼ attention.   
Make their online experience 
simpler and faster. Provide them 
with helpful information that gets 
them to spend more and come 
back again. Seems like a simple 
plan, but making it a reality takes 
superior content on all the right 
products, plus back–up support to 
help you deliver on your promises 
to customers.

http://www.unitedstationers.com


Winners’ Circle continued from page 4

Phoenix Dealer Goodmans Interior
Structures Launches Healthcare
Division

Phoenix-based contract furniture dealer
Goodmans Interior Structures has
launched a full-service healthcare divi-
sion called Goodmans Healthcare
Environments. The division will operate
out of a new 3,000-sq. ft. showroom

adjacent to its flagship office furn-
ishings showroom and be staffed by 16
dedicated healthcare specialists, the
company said. 

The showroom incorporates functional
work and nursing stations, modular
systems and clinical and administrative
components, as well as pharmaceutical
and lab areas, patient rooms, admini-

strative areas and procedure rooms.
Also featured are bariatric products and
equipment. 

Cleveland Dealer Today’s Business
Products on a Growth Curve

In Cleveland, Rick Voigt and his team at
Today’s Business Products are
celebrating the arrival of some healthy
new business after acquiring the
account base of a local competitor, the
Office Supply Center in Elyria, just
twenty miles down the road. 

Bob Fragaza, owner of the Office
Supply Center for the past 25 years, is
retiring and Rick is taking on his
customers, along with a veteran sales
rep and customer service specialist.

“Business is good,” reports Rick, “and
we’re very much in an acquisition mode
in our servicing area.” Stay tuned!
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Goodmans’ staff poses at the nurses’ station in the dealer’s new Healthcare Environments showroom.
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perfectlycomfortable
Mesh Lab Stool 3401BL w/Optional Arms 3411BL
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“When my grandfather Martin started in the business, he had
just been discharged from the Army, after returning from France at
the end of World War I,” explains Ian Wist, general manager of Wist
Office Products.

“He was discharged in the small frontier town of Prescott,
Arizona, and with no way to return to his native Minnesota, Martin
and three of his buddies decided to start a business selling
whatever supplies businesses used in those days!

My grandfather worked in the business his entire life, my mother
and father, David and Ileene Wist, continued the operation, and I’m
just finishing my twenty-first year in the business.”

Ian’s father has retired, but his mother continues as Wist’s
president.

Changing and Growing
Like many other commercial office products dealers, Wist started

out with a strong retail presence, with stores in Phoenix, Tucson,
Flagstaff and Prescott, Arizona. Today, they are strictly commercial,
with offices and warehouses in Tempe, just outside of Phoenix, and
Tucson, and they serve customers throughout the state.

Wist Office Products has experienced spectacular growth in recent
years, as the product mix has expanded to include jan/san,
breakroom, school, healthcare and mid-market furniture and services.

“All of that has been helpful,” says Ian Wist, “but the Number
One reason for our success is that we built a better team of people. 

Wist believes in the saying, “Hire well and you will do well,” but
adds, “Our people like the culture here and we have many long-

time employees. We understand that people don’t live for work.
Some want to come to work early. Some like later hours. Someone
may have a sick child at home. Everyone pitches in to help and we
try to be as flexible as possible.”

At year-end, every employee shares in the success of the
company, through a popular profit-sharing plan. Wist’s efforts on
the people side of the business has garnered nationwide
recognition. The dealership is a recipient of the Alfred P. Sloan
Award for Business Excellence in Workplace Flexibility and was
also named as the best office products company by Arizona
Business Magazine, beating every big box contender for three
straight years.

Looking to the Future
“Our goal for the next three to five years is to reach $25 million

in sales,” Wist says. “While I don’t want to reveal all our plans, I will
say that we will be placing a much stronger emphasis on furniture.
It’s also important that we work much harder in the healthcare
field. Arizona has a huge senior citizen population, and it’s
growing. We have barely touched the surface when it comes to
selling to hospitals, clinics, assisted living facilities and the medical
marketplace in general.”

Wist sees plenty of opportunity in the years ahead, but he makes
it clear that the dealership has no intention of turning away from its
traditional strengths. “The key to success in all these endeavors
will always be our people,” Wist concluded.
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Wist Office Products—85 Years and Three Generations of Arizona History

Wist Office Products
Tempe, Arizona
� Supplies, furniture
� Founded: 1922

Ileene Wist - President
Ian Wist – General Manager

� Employees: 60
� Sales: $18 million
� Partners: AOPD, TriMega,

United Stationers 
� Online Sales: 70%
� Website:  www.wist.com

http://www.wist.com
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Industry Raises Record Amount 
for City of Hope in Honor of 
Avery’s Jess Beim

The National Office Products Council
for the City of Hope set a new record
this year for its fundraising on behalf of
research on cancer and other life-
threatening diseases, with a drive that
brought in $7.2 million.

This year’s campaign climaxed with a
gala dinner in Chicago at which almost
1,000 industry professionals honored
Avery Dennison senior vice president
Jess Beim as this year’s recipient of the
City of Hope’s Spirit of Life award.

This year marked the 25th anniversary
of the industry’s efforts in support of the
City of Hope and many previous Spirit
of Life honorees were on hand at the
dinner to celebrate the landmark. Over
the past 25 years, the office products
industry has raised $62 million to help
fund the City of Hope.

Next year's honoree will be United

Stationers CEO Dick Gochnauer. For further
information, visit www.cityofhope.org.

ActionEmco Hosts 
2007 Business Show

ActionEmco’s 2007 Annual Business
Show last month drew more than 400
dealer attendees to Atlantic City for an
up-close look at new programs from
the wholesaler and a raft of new

products from its 2008 catalogs at an
expo featuring over 150 manufacturers
as well as the industry’s two largest
dealer groups, NOPA and leading
technology companies. 

Also on the agenda: special presen-
tations by sales and marketing experts
Betty Trout, Tom Buxton and Doug
Moskonas.

Show highlights included:

� Introduction of the new Legacy
private label brand for independents,
with some 500 SKUs currently
available. 

� An alliance with educational
products wholesaler Educators
Resource providing access to over
20,000 SKUs for the pre-K thru 8th
grade classroom.

� Director’s Select Art, a program
designed to create add on sales for
office furniture projects

� New templates and other
enhancements to the wholesaler’s
Imagine web-based marketing tool.

This year’s show also saw introduction
of a special awards program honoring
ActionEmco’s vendor partners. 

continued on page 12 
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If you have good news to share - email it to Simon@IDealerCentral.com

Celebrating a record year of fundraising in support of research on cancer and other life-threatening
diseases were (left to right): Spirit of Life Award honoree Jess Beim, Dr. Michael Jensen of the City
of Hope, United Stationers’ Dick Gochnauer and Ron Shaw of Pilot Pen.

ActionEmco named Smead

Vendor of the Year at its

annual Business Show.

From left, ActionEmco EVP

Jack Reagan, director of

merchandising Ken

Edwards, Smead's national

account manager Tom

Downs, its regional sales

representative Anthony

Bocchino and ActionEmco

CEO Mike Maggio.

mailto:Simon@IDealerCentral.com
http://www.cityofhope.org


Why waste time and money 
trying to connect multiple software packages? 
Britannia offers a complete solution 
for office products dealers in ONE powerful package.

Britannia
The Independent’s Best Friend

™
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w w w. b r i t a n n i a i n c . c o m

One.

How many software packages 
do you need to run your business?

 Complete office products business system

 Customizable Web storefront

 Retail point-of-sale

 Inventory tracking

 Fully integrated accounting and reporting

 Machine & furniture capability

 Industry-leading service and support

 Software that grows with your business

http://www.britanniainc.com


Industry News continued from page 10

The Richard Moroniak Memorial Award,
which recognizes outstanding sales
service, was given to Lisa Gaines of
Lindenmeyr Munroe. Bill Cvik of John
Motley Associates was runner up. 

Vendor of the Year, recognizing overall
superior service levels encompassing 
all ActionEmco departments, went to
Smead. Cardinal Brands was runner up.

In addition, Matt Dodd of City of Hope
accepted a $10,000 check from the
employees of ActionEmco as part of 
the company’s ongoing fundraising
campaign.

“We were very pleased with the results of
the show and happy we can provide this
unique venue for the independent dealer
community,” said ActionEmco executive
vice president Jack Reagan. “It was by
far our best show ever held in the
Northeast. We will be announcing our
2008 show, with an expanded format,
location and dates, shortly.”

BPGI Adds European Dealer Groups

The BPGI global dealer group
consortium has strengthened its market
presence in Europe with the addition of
the European Office Supplies Alliance
(EOSA) and Sacfom, BPGI chairman
Mark Austen announced recently. 

EOSA is a $1 billion independent dealer
organization comprised of 11 large
independent dealers with offices in 10
European countries. Safcom’s membership
consists of over 160 independents
operating in France, with annual dealer
sales in excess of $600 million.

The addition of Sacfom and EOSA brings
BPGI’s total membership to 21 dealer
groups worldwide, with offices in 19
countries and total end user sales
exceeding $12 billion.

NOPA Board Elects New Officers

The NOPA Board of Governors recently
elected Joe Garrigan, president of Garrigan's
Office Plus, as its 2008 chair and Robert
Chilton, president, supply company, The
Phillips Group, as its vice chair. 

Garrigan succeeds Juanita Strickland of
VIP Office Furniture and Supply, Inc, who
will remain on the NOPA Board as past
chair in 2008 and become the 2008 chair
of the Independent Office Products and

Furniture Dealers Association (IOPFDA),
NOPA’s parent organization.

NOPA also recognized outgoing board
members John Curtin (past NOPA chair),
Addison Jones of TSR, Inc., Kim Leazer
of Forms and Supply, and Lisa Keeney
McCarthy of Keeney's Office Plus,
whose terms expire at the end of 2007.
The association said it will hold
membership-wide elections for new
directors later this year.

Britannia Hosts 
Customer Advisory Group, 
Sets User Meeting for April 2008

Dealer technology provider eCommerce
Industries Inc. (ECI2) recently hosted a
meeting of the Britannia Executive Ad-
visory Committee at which participating
dealers met with members of the
Britannia management team to discuss
proposed software enhancements. 

The meeting began with a status report
on Britannia and a look at future plans,
including the first national Britannia
Users Meeting, which will take place
April 24-26, 2008. 

Britannia product managers reviewed
the most recent enhancements to the
company’s BritNet software, including
new contract management options, new
warehouse pick ticket options, and
integration with the Acsellerate business
intelligence service. 

They also reviewed the new features in
the BritLink Web storefront leveraging
S.P. Richards’ new Enhanced E-Content.
The meeting concluded with a discus-
sion of possible future enhancements
suggested by the advisors as well as
Britannia staff. 

Advisors and special guests attending
the meeting included Melissa Ball, Ball
Office Products, Richmond, Virginia;
Kerry Cashion, Partners Business
Products, Arlington, Texas; Gary Feliks,
O’Connor Office Products, London,
Ohio; Jeff Pourciau, Office Direct, Baker,
Louisiana; Shane Roach, Mister Paper
Office Supply, Gainesville, Florida; Kenny
Sayes, Sayes Office Supply, Alexandria,
Louisiana, and Gary Wohlwend, Ideal
Office Source, Fort Wayne, Indiana.

R.R. Donnelley to Acquire 
Cardinal Brands

R.R. Donnelley & Sons signed a definitive
agreement last month to acquire
Cardinal Brands, makers of a broad
range of office products under brands
that include Adams Business Forms,
Globe-Weis, Cardinal and Generations. 

R.R. Donnelley, owners of TOPS office
products, bought Cardinal Brands in an
all cash deal for $130 million before
reduction for repayment of indebted-
ness, retirement of preferred stock and
other items. The company said it expects
the transaction to close in the fourth
quarter of 2007.
"Cardinal Brands is an exceptional fit with
RR Donnelley's office and consumer
products offering," said Thomas J. Quinlan
III, RR Donnelley's president and CEO.
"Their well known brands complement our
popular TOPS office products. We expect
to realize immediate selling, manufac-
turing, distribution, administrative and
other synergies as we take this expanded
line of respected brands to our combined
base of multi-channel retailers, whole-
salers, contract stationers and dealers." 

Nukote Announces 
Rep Group Partnerships 
Nukote International has announced it is
partnering with a network of independent
manufacturers rep groups to support its
current growth initiatives. The rep organi-
zations include The Highlands Group,
ADMA, Alexander and O’Keefe, Frey
Gaede & Co/Frey Gaede Bursa SALES
and Office Product Suppliers (OPS). 
“The decision to consolidate our efforts
with these groups supports our current
growth initiatives and will allow us to
better service the increasing demand for
our products through an enhanced and
more focused coverage model”
explained Steve Baiocchi, executive vice
president, sales and marketing.  
Separately, Nukote announced the
opening of a new West Coast distribution
center in Torrance, California. Nukote,
which already operates East Coast
distribution centers in Rochester, New
York and Franklin, Tennessee, said its
West Coast DC will offer same-day
shipping on all products and local pickup
and next day delivery capability.

continued on page 13
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MeadWestvaco Launches 
AT-A-GLANCE Connect, 
New Online Flyer Program
MeadWestvaco has introduced AT-A-
GLANCE Connect, a web based sales
tool that offers dealers the ability to
create customized flyers via the Internet
featuring products from the company’s
AT-A-GLANCE, Day Runner, DayMinder,
Visual Organizer, Mead, Five Star, Black
n’ Red and Columbian brands.
The program offers a wide selection of
formats and enables dealers to include
their own company information, sale
pricing and a customized  Sales
Message. AT-A-GLANCE Connect also
provides access to product details
through an online Product Catalog. 
For more information or to request a user
name and password, contact the
Marketing Communications Dept. at
MeadWestvaco  by email:
mktgcomm@meadwestvaco.com.

AOS Web-com 
Launches Rebranding Campaign

E-commerce solutions provider AOS
Web-Com has announced a new brand
identity and will operate under the AOS
Ware name going forward. “The change
is very subtle, and we did that
intentionally”, explained director of
marketing Jennifer Stine. “AOS Web-
Com, Inc. has built brand awareness and
equity around its name for the past
several years. We simply felt it was the
right time to position our company brand
around software, thus the transition to
AOS Ware.” The company’s product
brands—Dealer Commander, OP Com-
mander and Quote Commander—will
remain the same.

Asset Systems releases 
AssetWIN 2007 

Asset Systems, Inc. has announced the
immediate availability of AssetWIN 2007,
a fully reengineered version of its flag-
ship asset tracking application. The new
release has been written using
Microsoft’s .NET frame-work, with a new
user interface designed to reduce clicks
and console functions, Asset Systems
said.  For more information, call 877-955-
4321 or visit  www.assetsystems.com.

New Owners for AIS

The Audax Group, an investment
company that specializes in middle
market companies, has acquired
Affordable Interior Systems, makers of a
broad line of system furniture including
monolithic and segmented panel
systems, tile-based stacking panel

systems and floor-to-ceiling systems.
Audax said the AIS management team,
including chairman Arthur Maxwell and
CEO Bruce Platzman, will continue to
own a significant position and lead the
company.

continued on page 14 
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Roy Macdonald,
former WorkPlace
Furnishings Consultant
Roy Macdonald, a long-time con-
sultant with the WorkPlace Furnishings
organization, died peacefully, October
19. He was 80 years old.

A veteran of the office furniture
industry, Macdonald served as vice
president of commercial sales at Virco
Manufacturing before joining WPF as a
consultant. He was unique in the
organization in that he was presented
on two separate occasions with the
Nathan M. Loth award, WorkPlace
Furnishings’ highest honor: once as a
vendor with Virco in 1992 and again in
1996 as a staff member, for his contri-
butions to the development of WPF’s
buying group activities.

“Very few people in our industry knew
as much about the office furniture
business as Roy Macdonald,” com-
mented WPF president and CEO
Dennis Insogna. “But over and above
his industry knowledge, Roy was one
of the nicest people you could ever
hope to meet and a consummate pro-
fessional. Our thoughts and prayers
are with his wife Fran and all the
Macdonald family at this time. We will
all miss him deeply.”

In addition to his wife, survivors include
daughters and sons-in-law, Debi and
John Embry, Kathy and Tim Koerber,
Keri and Wayne Dickerson and Kim

and Don Dyer. He is also survived by
nine grandchildren, two step-grand-
children and two great-grandchildren.

HR Consultant 
Harry Moseley
Harry E. Moseley, whose firm,
Moseley & Associates, provided HR
consulting services to industry firms
for over 25 years, died October 22,
after a courageous battle with cancer.
He was 66 years old.

Before setting up his own consulting
company in 1981, Moseley served as
a senior human resources executive
for some of the largest and most
progressive companies in the country,
including Stationers Distributing
Company. For several years, he was
retained by S. P. Richards to provide a
free HR Hotline for their Advantage
dealers and was a frequent speaker at
the wholesaler’s annual Advantage
Business Conference. 

Survivors include Penny, his wife of 41
years, daughters and sons-in-law,
Shelley and Todd Johnson of Plano,
TX, and Christy and Brian Shiker of
Washington, DC and four grand-
children. 

Remembrances may be sent to the
Juvenile Diabetes Research Found-
ation at 9400 N. Central Expressway,
Suite 1201, Dallas, TX 75231.

In Memoriam

mailto:mktgcomm@meadwestvaco.com
http://www.assetsystems.com


Record attendance, a record number of
exhibitors and the prospect of record
rebates to come. That was just some of
the good news that had TriMega members
smiling as they gathered in Orlando re-
cently for their 2007 national convention
and tradeshow.

The event drew total attendance of more
than 860, while the tradeshow featured the
latest products and programs from over
110 office products suppliers, wholesalers
and business partners, TriMega reported.

From opening session keynote speaker
Ross Shafer and his message highlighting
the importance of customer empathy to
the regional breakouts that concluded the
business program, there were also plenty
of opportunities for industry education
and networking, with 25 different sessions
on the program, special presentations by
the industry’s leading dealer technology
providers and an extensive social program
of golf, receptions, tours of Orlando
attractions and more.

TriMega’s convention theme this year was
“Driven 2007,” and all indicators pointed to
a driving style for the group that was very
much high gear and pedal to the metal. At
the meeting, TriMega chairman Foss
Jones reported to members on a year that
is seeing continued strong growth.
Highlights from his report included:

• A remarkable increase in dealer
members—from 359 in 2004 to the
current level of over 540 and growing

• Record rebate payments to
members, projected to reach $29
million in 2007

• Operating expenses that represent
less than 1% of purchases, and
continuing to decline

• Total member group purchases up

21% from 2006, with same member
purchases up 11.2% over the same
time period.

“TriMega dealers are taking back market
share from the competition and we’re the
strongest we’ve been in twenty years,”
Jones told members. “TriMega is growing,
lean, passionate and stronger than it’s
ever been,” he said.

Also at the meeting, TriMega honored
several dealers for especially strong sup-
port of the organization over the past year.
Dealers recognized included:

Greatest dollar growth in direct purchases
from TriMega’s Preferred Suppliers:

• Union Office: Medford, MA
• Systematic Office Supply: 

Los Angeles, CA

Greatest percentage growth in direct
purchases from TriMega’s Preferred
Suppliers:

• Royal Office Products: 
Alton, IL

• Innovative Office Solutions:
Burnsville, MN

Greatest dollar growth in both direct and

wholesale purchases from TriMega’s
Preferred Suppliers:

• Logsdon Office Supply: 
Elk Grove Village, IL

• Sun Belt Office Products: 
Norcross, GA

Greatest percentage growth in both direct
and wholesale purchases from TriMega’s
Preferred Suppliers:

• Office Direct: Baker, LA
• City Office Supply: Houston, TX

“It truly is our members who make us who
we are,” commented TriMega president
Charlie Cleary. “These dealers have contri-
buted to the organization through their
significant growth and commitment to
TriMega’s suppliers and that makes our
entire group stronger. We are honored to
be able to acknowledge their hard work, as-
tuteness and outstanding performance.” 

TriMega announced its 2008
convention will take place October
22-24 at the Red Rock Casino
Resort and Spa in Las Vegas.
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TriMega Sets 
Show Attendance,
Expo Records,
With Record
Rebates to Come

"TriMega is stronger than it’s ever been,” chairman Foss Jones told members.



to our dealers for

record growth!

TriMega is the

largest dealer

group in the world

with 540 dealers

in all 50 states!

Thank You...
to our supplier

partners for 

helping our 

dealers drive

record revenues!

2007 Total Sales

up 21.1%! Dealers

in the group over

one year [same

store sales] are up

11.2%!

Thank You...
to our supplier

partners for 

providing the 

richest programs

in the history of

the independent

channel! Record

Rebates - $29.1

Million in cash to

our dealers in

2007!

Thank You...
to our members

for being our best

recruiting assets –

telling the TriMega 

story to other

independents! 

48 New Members

added in 2007 

to date!

Thank You...
to our dealers

and suppliers for

making TriMega

Purchasing

Association the

leading and largest

organization of its

type in the world!

Thank You...

For more information about TriMega Purchasing Association
or for a FREE Information Kit

contact Grady Taylor at gtaylor@trimega.org 
or call 847-699-3330

540 Dealers Sales Up 21% $29.1M in Rebates 48 New Members Industry Leading

847-699-3330  • www.trimega.org

mailto:gtaylor@trimega.org
http://www.trimega.org


Every office products and furniture dealer in the

country sells to hospitals, clinics, nursing

homes and doctor’s offices. That’s

hardly news. What should be news

is that almost all of these sales

are for traditional office

products—the same products

used in any office. Yet there is so

much more that can be sold.

Cover Story continued from page 1

The healthcare market is booming and
is expected to grow faster than any
other segment of our economy in the
years ahead. Nearly ten percent of all
employment in the United States is tied
directly or indirectly to healthcare, says
industry consultant Brian McLaughlin.
New construction of hospitals and
other healthcare facilities this year will
reach $26 billion, the highest ever.

There is no denying this is a tough
market. Everyone wants a piece of the
action, including the national chains.
Independents have an advantage, how-
ever, not only because they are a known
quantity, but because they are a local

business serving local, and many times,
non-profit facilities. And the medical
marketplace demands the highest level
of service, which in most situations can
be provided only by independent
dealers.

One need only look at the healthcare
catalogs provided by wholesalers to
see the hundreds of items that can be
sold in this market. Furniture manufac-
turers offer more and more specialized
products for healthcare.

What does it take to get this business?
Here’s what a few of the highly success-
ful dealers and other industry special-
ists have to say:

� Frank Cross
Reporter Big Sky Office
Billings, Montana

We have three major hospitals in our
area. I take care of them personally. I
know the CEOs, the purchasing people
and everyone in between. I know what
they need and what they want, both in
terms of products and services. They
belong to buying co-ops like most other
large facilities, so price is a factor, but
we beat them on service.

Most healthcare facilities would prefer
to buy locally, but you not only have to
have the products and prices, but also

continued on page 17
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COVER continued from page 16

a high level of service, as they define it.
We provide same or next day delivery,
while competitors take two or three
days. We deliver product directly to
nurses’ stations or wherever needed.
Competitors do not.

We have a dedicated healthcare spe-
cialist on staff. She takes items right out
of our general line catalog and demon-
strates them, such as an antimicrobial
product for cleaning a telephone or
calculator, making the end-user aware
that you’re concerned about their
health and safety.

You have to dedicate yourself to
knowing the lingo as well as the
products and their uses and each
facility is a little different. In hospitals,
there’s the hospitalist. In rehab facilities,
there’s the ergonomist. The list goes on
and on. When you get to know each of
these specialists, their needs, and the
rules and regulations under which they
operate, you’re considered an insider.
You’re one of them and no longer just a
chair rep!

When calling on private practices, we
discuss HIPAA (the Health Insurance
Portability and Accountability Act)
regulations and explain how it affects
their medical records storage,

confidentiality and security. We present
the products that are necessary to
comply, such as locking file cabinets,
private view screens and related items.
It’s surprising how many employees in
the healthcare arena are still unaware of
these regulations.

� David Torrence
Interior Workplace
Solutions
Allentown, Pennsylvania 

We’re a Steelcase dealer and Steelcase
has been offering more and more
specialized products for the healthcare
industry. We also sell other lines, so we
can provide just about any furniture
type item for any kind of healthcare
facility.

We pride ourselves on the close
relationships we have with key vendors
and our ability to draw on the
knowledge they provide. You have to
know enough to carry on an intelligent
conversation with clinicians—trying to
interpret what particular pieces are
needed to respond to each situation.

Everyone talks about service, but what
does that really mean? For us, it means

working with many levels—from the
facilities group, to department heads, to
the individuals who sign the order. We
sit in on practitioner meetings. We are
an extension of the hospital staff.

One thing we’ve learned is that people
you think should know something
about the needs of their facility have a
huge knowledge gap. They may have
access to a Group Purchasing Organiz-
ation and don’t even know it. Instead,
they just go down the street to the
nearest big box and buy furniture that
will need to be replaced in six months.
Typical dealers who sell furniture along
with supplies can’t be a lot of help,
because they’re primarily focused on
typical administrative office space.

Where we have success is with a more
committed relationship that takes us
into patient care areas where we can
provide good, solid, quality furniture,
both on-carpet and off-carpet.

Finally, I want to stress the importance
of supporting, influencing, and
participating in the design process—
working with the A&D firms that do
healthcare work. You really need to
educate them as much as possible so
that their design fits your products.

� William T. (Bill) Chesnut, Jr.
Central Florida Office Plus
Gainesville, Florida

The fact that we have been in business
since 1958, and that we have two retail
stores and a commercial business,
make it easier for us to sell the medical
marketplace. Everyone knows us and
knows about our high level of service.

Hospitals, doctors’ offices and just
about every other medical facility you
can name don’t want to spend a lot of
time shopping around, yet they are still
interested in price. Our approach has

continued on page 18
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been to start with traditional supplies,
then constantly work for add-ons—
jan/san, break-room supplies, custom
picture framing, presentation products,
desk accessories, etc. We then move
on to furniture and more industry-
specific products, from antimicrobial to
items needed to comply with HIPAA
regulations.

It’s surprising the number of doctors
who still want to order open shelf filing.

S.P. Richards is our primary supplier.
They continue to add items that we can
sell to this market. Their catalogs and
flyers are most helpful.

We recently hired a rep with experience
in the veterinary business. He is writing
a lot of new business. Although vets are
not covered under HIPAA, they buy
similar products as doctors. We’re not
selling dog food yet, but maybe that will
be our next add-on!

� Brian McLaughlin
Healthcare Consultant
Monroe, Michigan

Although I work mostly on the furniture
side, the effort needed to be successful
in the medical marketplace is not much
different regardless of what you sell.

Because the contract furniture business
is so robust right now, many dealers are
so busy with regular customers that
they’re not putting in the effort necessary
to get the healthcare business.

If you’re not already selling to this
market, or not selling much, then you
must dedicate the necessary staff and
financial resources before you can
expect a return—for most dealers, it will
take one year to 18 months. Specifically:

� Analyze your market. Who is
currently getting the business?

� What kinds of products does each
type of facility buy and/or use?

� Are these products available to
me, and at what price?

� Hire and/or train staff who know
the market (not just reps).

� Study each prospective customer.
Determine where decisions are
made, who makes them, and
why—the hard part!

� When selling to healthcare
facilities, keep in mind that they
have competitors, just as you do.
Today patients have choices. It’s a
very competitive environment. 

� Doctors and hospitals spend huge
amounts of money attracting
people to their facilities, so
everything is important—waiting
rooms, signage, service,
cleanliness. This is not only an
opportunity to sell a wider range
of products, but also higher
quality products.

Finally, it’s very important to not only
know the architects and designers that
work in the healthcare field, but also to
know the internal workings of the
hospital and the specialists that interact
with the A&D community.

Beyond Paper Clips
Habits are hard to change. Healthcare
facilities have historically bought office
supplies from office products dealers
and office furniture from office furniture
dealers. Everything else was purchased
from medical supply houses, or through
healthcare consortiums or cooper-
atives. And so it still is today, mostly
because no one else, with a few
exceptions, has tried very hard to break
into this market.

One exception is furniture. Virtually all the
major manufacturers have been adding
more and more products in recent years
that are designed specifically for
healthcare facilities.

There is no shortage of products
available. Wholesalers provide hun-
dreds of healthcare items for next day
delivery, plus flyers and catalog inserts.
This has been a major effort on their
part, but breaking into this market is
difficult. What’s required for success is
spelled out by the dealers who went on
the record for this magazine and at
buying group meetings, wholesaler
gatherings and manufacturers’ educa-
tional programs.

We would like to hear from

more dealers who are winning

in this market. Tell us how you

do it and we will pass on the

word. Send us a message

and let us know!

simon@idealercentral.com

Cover Story continued from page 17
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Mission. Vision. Passion.
Three great words that form the
foundation for success. 

We often hear, “We need a mission
statement” and “What is our vision for
the company?” I believe that Jack
Welch, former chairman of General
Electric, defines it best: “Good business
leaders create a vision, articulate the
vision, passionately own the vision, and
relentlessly drive it to completion.” 

With a new year right around the corner,
now is the time to focus on creating or
rejuvenating your company’s mission
and vision. Every company, no matter its
size, needs an articulated mission and
vision as a source of direction, a clear
and concrete statement that lets both its
employees and its customers know
precisely what the organization stands
for and where it is going. 

Often an integral part of your branding
strategy, your mission statement should
be short, memorable, and communicate
what the company stands for in just a
few words. It should reflect your organ-
ization’s passion and encompass the
needs of both the company and its
customers.

Tips to writing a Mission
Statement:
� Keep it short.
� Describe WHY customers

should buy from you.
� Define your product or

service clearly.
� Define your ideal

customer.
� Ask yourself the following

questions:
� Why does the business

exist?
� What benefits do you offer

the customer?
� How does your product or

service differ from your
competition? 

� What wants, needs,
desires, pain or problems
do your product and
services solve?

Use this information to begin drafting
your mission statement. How are you
going to get where you’re going? What
does the end result look like?

The vision statement, more than the
mission statement, pushes the company
toward its future goal and sharpens the
business focus. Communicating and
sharing the vision with everyone in the
company enhances employee morale as
they gain a clearer understanding of
company direction and, most impor-
tantly, their particular role in pursuit of
enterprise goals. 

With a clear vision, employees know the
part they play in the organization’s
pursuit of success, understand their
responsibilities in that pursuit, and
understand specific actions they can
take to personally impact the company
and its future growth. 

By effectively communicating the vision,
you provide everyone with a clear and
unmistakable company image and view of
the future, so that there are no mis-
understandings. Not surprisingly, this type
of clarity goes a long way toward fostering
a team-oriented environment that will help
attract and retain your best people.

How to make your mission and vision
statements effective:

� Ensure everyone is CLEAR and knows
the company’s goals. This is done with

great communications. Hold an all-
hands meeting to launch the mission
and vision. Post it on your Web site
and make banners to display through-
out the office and in the front of your
building.

� Coach your staff to identify with and
OWN the mission and vision. In
essence, your employees are the
company, and its growth depends on
their commitment. They must adopt
company goals and values as their
own. A great exercise for gaining
employee investment in the vision is to
include them in the creation of the
statements so that they become
stakeholders in the future and the
direction of the organization. Lead
your teams in brainstorming sessions
on what they or their department can
do to pursue the vision and transfer
these ideas into individual actions.

� Inspire customers and employees to
BELIEVE in and identify with the
mission and vision. Avoid broad de-
clarations like “We will be the best in
the world.” Your statements must be
honest, realistic and comprise obtain-
able goals.

Once you have defined your mission and
vision statements, it’s time to begin
building on them. Hold an offsite
meeting, gathering together your thought
leaders, supervisors and managers.
Guide them through discussions and
processes for defining specific strategic
and tactical activities your organization
will have to perform to pursue your
stated direction.

So now you have established the “M”
and the “V”. But what about the “P”?
Passion!

As Jack Welch said, the good business
leader passionately owns the vision and
relentlessly drives it to completion! 

This is your call to action. Live the vision.
Love it. Lead it!

Remember, nothing great in this world
has ever happened without passion.

ABOUT THE AUTHOR: Krista Fleet is President of K
Coaching, LLC an executive coaching and consulting
practice that has helped literally hundreds of
independent dealers maximize their full potential and
strengthen key business partnerships. For more
information, visit the K Coaching web site at
www.kcoaching.com.
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Put the 
MVP in

Your
Business!

By
Krista Fleet
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AMW’s 2008 Program
Takes Catalog
Marketing to the
Next Level

Red=
Too much paper

Green=
Keep Shredding

Jam Free when used in accordance with manufacturer instruction manual.
For more information go to gbc.com

LEAVE JAMS TO YOUR MORNING COMMUTE 

SHRED JAM FREE

The revolutionary GBC® ShredMaster®

Jam Free Series of Shredders is smart
enough to prevent paper jams. When
the paper entry light is green, you can
shred. If it turns red, stop. Just remove
some sheets and you’ll be moving in the
right direction again.

By Jack Reagan, AMW president

For today’s independents, AMW’s 2008 catalog
program represents a totally new approach to
office products marketing. Every single page has
been re-designed and enhanced to present far
more of a mass merchant look and feel than
traditional office supplies product presentation.

continued on page 21
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AMW Catalog continued from page 20

We view our 2008 books as the next
step of a marketing strategy that builds
on the success of our Platinum Book.
The Platinum was received by end
users as a consumer friendly book that
allowed the end users to have fun with
it while making the buying experience a
good one. 

The new catalog uses vivid images,
sale pricing, and education-oriented
consumer information to move far
beyond the traditional “box module”
approach.

The result: high impact product
presentation that explodes off the page
with a vivid new energetic look and feel.

At AMW, we believe an office supply
catalog should be designed with one
basic goal—to help our dealers sell
more office products. That’s what our
2008 books are all about.

Consumer research tells us women are
responsible for the vast majority of

office products purchasing—as much
as 85 percent by one estimate. In
response, the pages of our new books
have been color-oriented toward the
female buyer, with layouts that maintain
interest and promote a fresh, energetic
look, while allowing for larger and more
vivid product photography. 

Research also tells us there’s a law of
diminishing returns that goes into effect
when a catalog goes above a certain
SKU count. 

Consumers look to their office products
supplier to make purchasing easier for
them and take the confusion out of
product selection. That doesn’t happen
when the book they’re using has over
20,000 SKUs and too many instances
where they are asked to choose from
several versions of what is essentially
the same product from multiple
manufacturers. 

continued on page 22
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Adhesives

51
also see...Tape
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Hi-Strength 90 Spray Adhesive 

Low VOC formula bonds fast with high temperature resistance.

Adheres to wood, metal, plastics and decorative laminates. Ideal for

quick repairs in the office, warehouse or school. Dries clear.
F

Spray Mount™ Artist’s Adhesive

For positioning lightweight materials on layouts, paste-ups and more.

Won’t wrinkle, stain or bleed through thin paper. Ideal for mounting

newspaper and other delicate papers.

C

Super 77 Multipurpose Adhesive

Bonds many papers, cardboard, foils, plastics and foams. Versatile

professional grade aerosol offers fast tack and coverage, up to 220

square feet per can. Dries quickly; resists moisture. Low VOC for-

mula.

E

ITEM NO.

SIZE 
LIST PRICE

MMM-90
17.6 oz. net wt.

$25.85 ea

ITEM NO.

SIZE 
LIST PRICE

MMM-6060
103⁄4 oz. net wt.

$19.20 ea

ITEM NO.

SIZE 
LIST PRICE

MMM-6065
101⁄4 oz. net wt.

$19.20 ea

ITEM NO.

SIZE 
LIST PRICE

MMM-6070
8.1 oz. net wt.

$12.60 ea

ITEM NO.

SIZE 
LIST PRICE

MMM-77
163⁄4 oz. net wt.

$19.97 ea

TEM NO.

SIZE 
LIST PRICE

EPI-E451
11 oz. net wt.

$7.14 ea

Spray Adhesive 

strong, water-resistant adhesive, which provides a permanent or

mporary bond on a wide variety of materials. Will not swell or

warp. Resists bleed-through. ASTM D-4236 certified.

A

Spray Adhesive for Styrofoam® Brand Foam

An excellent permanent adhesive for bonding Styrofoam® brand foam

together and to materials, like fabric, ribbons, cardboard, paper,

sequins and wood. Fast drying, permanent bond.

D

Spra-Ment™ Craft and Display Adhesive

Strong, super-fast adhesive. Works on a wide range of materials such

as paper, cardboard, cork and more. Strong enough for heavy foils

and fabrics, yet safe enough for delicate artwork.

B

GlueShot™ Glue Gun

The versatility of both high-temperature and low-temperature gluing

in one gun. Quality engineered for reliable performance. Convenient

high/low selector switch. Uses standard dual-temperature glue on

either setting or hot melt on the high setting.

G

ITEM NO.
DESCRIPTION

LIST PRICE

BOS-GR25
Glue Gun

$17.49 ea

BOS-GS20DT
Pack of 24 Glue Sticks

6.99 pk

E

F

A

B

D

G

C

U
nleash Your C

reative
Self

http://www.rediform.com


AMW Catalog continued from page 21

One of the cornerstones of AMW’s new
catalog strategy is a “less is more”
approach. We believe 18,000 SKUs can
cover all categories thoroughly and the
product mix of our 2008 books signi-

ficantly reduces the massive
repeating of the same item by
different manufacturers, a practice
that results in consumers actually
buying less due to concern about
buyer remorse.

In key categories our philosophy is
to develop a strong merchandising
partner and then carry additional
brands that are very recognized in
the market. In all categories we carry
fewer overall brands to service the
mix than our competitors. 

Normally, this translates to three or
four brands in any given product
segment with a broad selection of
price points under each product
category. For example, in Toner

Cartridges, we focus on three distinct
offerings: the well known OEM brand,
the second tier recognizable brand of
compatibles and our Legacy brand of
economic compatibles. This allows us
to hit three distinctive price points and
effectively cover market needs. We
purposely do not stock the myriad of
compatible offerings. 

Batteries offer another example. We
carry one brand of batteries and service
all sizes and specifications the market
requires. 

“Less is more,” however, doesn’t mean
we are ignoring emerging growth
opportunities. Our 2008 books have
added new products in areas such as
Ink/Stain Remover, Wireless Computer
Networking, Flat Panel Accessories,
Memory Cards, Polycarbonate Chair-
mats, Latex Free Rubberbands, Auto-
feed Pencil Sharpeners and Knives,

continued on page 23
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Binding Systems

112 also see...Meeting Room Supplies
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ITEM NO.

DIMENSIONS

LIST PRICE

FEL-5218201
207⁄8" w x 173⁄4"d x 61⁄2"h

$499.95 ea

ITEM NO.

DIMENSIONS

LIST PRICE

FEL-5218301
195⁄8" w x 173⁄4"d x 61⁄2"h

$699.95 ea

ITEM NO.

DIMENSIONS

LIST PRICE

FEL-5216801
181⁄8"w x 153⁄8"d x 51⁄8"h

$299.95 ea

ITEM NO.

DIMENSIONS

LIST PRICE

FEL-5216901
17"w x 153⁄8"d x 51⁄8"h

$499.95 ea

ITEM NO.

DIMENSIONS

LIST PRICE

FEL-5217201
1711⁄16"w x 913⁄16"d x 31⁄8"h

$79.95 ea

ITEM NO.

DIMENSIONS

LIST PRICE

FEL-5217301
173⁄4"w x 95⁄6"d x 31⁄8"h

$109.95 ea

Galaxy
™ Comb Binding Machines

High performance binding system that’s ideal for frequent binding needs

or large office applications. Easily punches up to 25 sheets at a time and

binds up to 500 sheets with a 2" comb. Vertical document loading ensures

accurate punch alignment, and the unique removable binding measure-

ment device simplifies set up and eliminates guesswork. Features easy to

use edge and margin depth adjustment. Includes binding supplies starter

pack. Manufacturer’s two-year warranty.

Galaxy 500 - Manual with Double Handle

A

Galaxy E500 - Electric
B

Quasar
™ Comb Binding Machines

Stylish, user-friendly binding machines that can handle virtually any office

application. Designed for moderate to heavy use, perfect for mid-sized to large

offices. Easily punches up to 20 sheets at a time and bind documents as large as

500 sheets with a 2" comb. Vertical document loading ensures accurate punch

alignment, while the efficient design allows the user to punch and bind in a con-

tinuous motion for maximum productivity. Built-in comb storage tray with

integrated document measurement device for added convenience and quick

set-up. The adjustable rotary edge guide accurately centers documents. Includes

binding starter pack. Manufacturer's two-year warranty. Gray.

Quasar 500 - Manual

Manually-operated binder with ergonomic punching handle.
C

Quasar E500 - Electric

Electronically punches with the touch of a button. Effortless electric operation.

D

Star 150

Manually punches up to 10 sheets and binds documents up to 150 sheets

using 3⁄4" combs.

F

E

F

A

B

C

D

Star
™ Comb Binding Machines

The ideal choice for occasional use in home offices and small businesses.

Vertical document loading ensures consistent punch alignment, while the

efficient design permits maximum productivity by punching and binding

in one continuous motion. The adjustable rotary edge guide accurately

centers documents. Integrated comb selection tool eliminates guesswork to

speed up the binding process. A convenient built-in comb storage tray

keeps supplies handy. Includes binding starter pack. Manufacturer's  two-

year warranty. Gray.

Starlet 90

Manually punches up to seven sheets and binds documents up to 90

sheets using 1⁄2" combs.

E
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Business Cases

Executive Tufide Case

Twin outside pockets, one with zipper closure for privacy. Main compart-

ment is divided into two gusseted, zippered center pockets. Includes an

organizer for business essentials, retractable comfort grip handles plus

removable shoulder strap.

E

Top Grain Cowhide Expandable Portfolio

Outside zippered pockets hold everything from cell phones to travel guides.

Interior has large center pocket with smaller pockets, pen loops and holders.

Back section includes three file pockets. Shoulder strap.

D

Zipper Briefbag

Koskin soft-sided leather look with double-top zip opening. Main com-

partment, three file folder sections, separate outside zippered compart-

ment, gathered handles and removable shoulder strap.

C

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

STB-251210BLK Black 161⁄4"w x 12"h 4" $47.99 ea

STB-251210MAH Mahogany 161⁄4"w x 12"h 4" 47.99 ea

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

STB-359781BLK Black 17"w x 12"h 5"-7" $229.99 ea

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

BND-459319BLK Black 17"w x 11"h 5" $74.99 ea

Leather Triple-Gusset Portfolio

Rich top-grain leather. Center compartment has zippered closure. Three large gusset-

ed compartments. Outer compartments feature doweled top edges for rigidity.

Zippered gusseted front compartment features file divider and organizer with busi-

ness card holder disk pocket and pen loops. Loop handles and adjustable/removable

shoulder strap. Manufacturer’s five-year warranty.

F

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

USL-D947-4
Black 17"w x 12"h 8" $125.00 ea

Leather-Look Wide-Body Triple-Gusset Portfolio

Center compartments have zippered closure. Both outer compartments feature

doweled top edges for rigidity. Zippered, gusseted front compartment features file

divider and organizer with business card holder, disk pocket, accessory pocket and

pen loops. Loop handles and adjustable/removable shoulder strap. Manufacturer’s

five-year warranty.

G

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

USL-K46-4
Black 17"w x 12"h

8" $50.00 ea

E-Keeper Zipper Portfolio

Stylish charcoal nylon weave with black trim. Exterior pocket holds busi-

ness cards, credit cards, phone, and personal items. Wrap-around security

zipper with letter-size pad, interior expandable document pocket, ID hold-

er, velcro pouch, pen and stylus holders and PDA holder.

A

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

SAM-70850 Charcoal 103⁄4"w x 13" h 11⁄2" $48.75 ea

ITEM NO.
COLOR

SIZE
EXPANSION LIST PRICE

BND-541060BLK Black 141⁄2"w x 12"h 23⁄4" $79.99 ea

Leather Zippered Portfolio with Binder

Features handle on spine and removable shoulder strap. Removable 2"

three-ring letter size  binder offers greater utility. Interior organizer sec-

tion has gusseted file folder section, zippered compartment and slots for

media as well as business cards. Ideal for right- and left-handed use.

B

E

F

A

B

D

G
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http://www.pentel.com


The leading provider of food  snacks & beverages to the 
Office Products Industry.

Available Next Day through United Stationers, Action-Emco, O’Henry & PPI

www.officesnax.us

•A tub of candy makes a great first 
impression with potential customers!

•Breakroom is a fast-growing category!
•Office Snax is a dedicated Office Products
Channel Brand!

AMW Catalog continued from page 22

Biometric Safes and Decorative
Plants.

Our goal: to reinforce the dealer’s
position as a true one-stop
resource for his customers,
though again, a disciplined ap-
proach to product selection and
SKU count continues to make
purchasing decisions easier for
the consumer, rather than being
confused by the presentation of
too many “me-too” products.

Also to help making buying easier,
we have introduced a “sections
within sections” approach that
further facilitates finding and
selecting products. The printing
calculator section, for example,
has its own design scheme, while
display calculators have their own
but different scheme.

Our 2008 general line book also
kicks off Legacy, the first ever
Independent brand for the
independent dealer channel. By
partnering with is.group, we have

been able to leverage our volume and
lower the cost of goods for any
independent dealer who is interested in
buying this brand from our suppliers. 

We believe that private label is
important for the independent dealer to
be able to compete with the nationals.
This is our first step in leveling the
playing field.

In summary, then, AMW’s 2008 catalog
program is ultimately driven by the
most important factor in the entire
supply chain: the consumer’s prefer-
ences and priorities. It offers a more
disciplined approach to product
selection and graphics and copy built
around a more informed understanding
of just who makes and influences the
buying decisions in today’s offices.

The result: a powerful new “Silent
Salesperson” designed to help our
dealers market more effectively, both in
traditional and emerging product
categories. 
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Chris Franco
Kingston, New York

We live and die by catalog distribution and make a big
campaign around the new general line book. We offer a lot of
giveaways and prize drawings in connection with the new
catalogs that range from dinners at local restaurants to iPods
and Play Stations.

We send out an entry form with each new
catalog and also include a fax order form. Our
customers are entered for a prize drawing every
time they order, with winners being selected at
random over the month after the books go out.

We aim to distribute 8-900 copies of the new
books by hand over a four-week period, and
mail out another 130 or so. The mailed catalogs
go in a clear poly envelope that also contains an
entry form for the prize drawings and a sample
pack. On the entry form, we ask for the
customer’s e-mail address, so we can notify
them if they win and of course, that helps build
up our e-mail promotion list.

We see an unbelievable interest in the
drawings, with some customers faxing in orders
20 times so they can be entered!

Introduction of the new catalogs is a great time
to get in front of anybody, particularly customers
that we haven’t heard from in a while.

It’s a hassle for our salespeople, but we do try
and collect last year’s books, to avoid orders for

obsolete products. We used to give our customers a coupon
for every book they returned…mainly as one more way to
thank them for their business...but we haven’t done that in a
while. We also add a line to their November invoices, inviting
them to give their old books to our drivers for recycling.

Internally, we meet when the catalogs land and spend two or
three days going through them and identifying 7-10 points
about the new books we want to highlight with our customers.
Even if we don’t get to cover all the points, we want our
salespeople to know what they should focus on when they
make the presentation.

continued on page 25
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Bringing New Catalogs to Market:

How First Call AMW 
Dealers Do It
We asked some of the AMW
wholesalers’ first call dealers how
they go about introducing their new
books to the marketplace. Here’s
what they told us:



New Catalogs to Market continued from page 24

We also use ActionEmco’s 5,000 SKU
Platinum book. It’s published twice a
year and we’ll distribute it three
different times every cycle.

For example, we’ll send the January
book out when it comes in at the
beginning of the year, and then we’ll
send it out again with different covers in
late February and early April. It’s a
classic LL Bean, Eddie Bauer move and
we always see a significant bump in
sales when we do it.

Ken Henderson
Bridgeview, Illinois

Our list is tiered by size and accounts
that are too small to have an outside
sales person on a regular basis will get

a copy mailed to them with a cover
letter. We will have our four sales people
hand deliver new catalogs to about 200
of our larger accounts and we aim to get
all those out within a two week period.

Before that effort gets underway, our
ActionEmco rep will come in and make
a presentation to highlight new features
and some of the new products that are
in the new book. Then our salespeople
go out and make a similar presentation
to our customers. We also post a
catalog order form on our web site so
that any customers who need extra
books can order them online.

We use the ActionEmco matrix-priced
book and mini-catalogs for office
furniture, Jan-San and government
sales. Unless they specifically ask for a
smaller version, the big book is all we
give our customers. 

We want them to see the whole range
of what we have and using a version
where the best values are highlighted
helps keep it simple and makes it easy
to order.

Todd Coffey
Morristown, Tennessee

We’ll distribute about 1,500 books in
total. They give us an opportunity to get
in front of the customer and generate
new business, or find out why we aren’t
getting as much as we should be. 

We use the meeting to highlight new
features and products and also explain
their special pricing to our customers
beyond the list prices in the book we
use.

When the new catalogs come in, our
nine outside salespeople get a printout
of their customers with their numbers
from the last three months. They hand
deliver the books and then check them
off the list as they do so. 
With our house accounts, we’ll send
out the new catalog with their orders

continued on page 26
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New Catalogs to Market continued from page 25

and maintain a list in the warehouse
where we check them off as the books
go out. Usually around the first week in
January, we’ll review the list of house
accounts to see who hasn’t received a
new book yet, and I or one of our
marketing reps will go out and hand
deliver a book and see why we haven’t
got an order in a while.

We find our customers will mark up
their old books and highlight items they
order on a regular basis or bookmark
special items they need from time to
time. 

As part of our customer service, we’ll
take their marked-up books back put
together a spreadsheet for our
customers with details on those special
items. It not only makes it easier for
them, it also makes them less likely to
be using catalogs that are out of date.

We find the catalog is still just as
important as it used to be. For a while, 
we were getting quite a few requests for
online ordering, but those requests
have tailed off and only a very small
part of our business comes in through
the Internet.

In our market, personal relationships
are still very important and our
customers really appreciate the
personal touch. 

The catalog keeps our name in front
of our customers and our sales reps
and their attention to detail make the
difference. 

It’s very much a traditional approach
but it’s still working. We closed out our
fiscal year in June and sales were up 15
percent on the previous year. 

Bob Marshall
Rockingham, North Carolina

When the new catalogs come in, our
delivery people will distribute them to
about 80 percent of our customers. We
make a point of hand-delivering them …
we feel like it’s part of the personal
attention and customer service edge
that makes us different. 

In addition, we’ll keep them on hand
in our retail store and probably
somewhere between 6-700 copies will
go out that way in the course of the
year.

We use O Henry’s list price book, but
we’ll put our own “Call For Your Price”
label on the cover, so customers know
we give them special pricing.
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SW222 AUDIO PORTABLE BUDDY
Reach audiences up to 1,000. Multimedia 

PROFIT OPTIONS IN P.A.S AND LECTERNS
S250/S260 TABLE TOP LECTERN/
MEDIA CART BASE
Reach audiences up to 1,000. Multimedia 

Increase your sales by selling multi-functional P.A.s and lecterns.

WWW.AMPLI.COM      1-800-267-5486

MARSHALL
 Office Supply, Inc.

http://www.ampli.com


Recently, I huddled close to my fire-
place in Lakewood, Colorado, waiting
for the first snow of fall 2007 to end. It
has been a very strange year in my
home state, due to almost constant
precipitation (which gave us the
greenest summer ever) and the
appearance of a strange apparition
called a baseball team. 

The emergence of “The Rockies” has
proven that life is full of surprises, and
our ridiculous amounts of snowfall and
rain have many of us wondering if those
who claim to be experts on global
warming and similar topics really know
what they are talking about. 

So far this year, I have traveled to over
20 states and one island nation in my
role as a sales and product consultant
to the independent dealer channel and
at least one thing has become apparent.
Almost everyone I meet believes their
weather has changed. 

In Virginia, the heat in July was almost
unbearable, while Georgia has been
experiencing one of the worst droughts
in its history. Houston had rain almost
every day during June and July, and

Chicago enjoyed (endured?) one of its
warmest Christmas seasons on record.

Events and factors that are outside of
our control make us seek solutions that
can reduce our fears and hopefully
improve our situations. In my opinion,
former vice president Al Gore’s
“Inconvenient Truth” documentary and
the increasingly common environmental
messages in your hotel room are both
harbingers of a stronger push for a
“greener” future. Even my mortgage bill
from Wells Fargo now includes a notice
the bank is trying to “cut down on paper
instead of cutting down trees.”

Insensitive to Green
So what have all these random
observations about global warming got
to do with selling more office products
in 2008? In my opinion, our channel has
ignored the environmental sensitivity of
our customers for too long. 

I don’t care if you believe that the
current situation is just an anomaly and
that our own use of fossil fuels won’t
affect the lives of future generations.
The important thing is that your
employees and customers believe it. 

As a channel we need to encourage our
suppliers and our customers to adopt
products that are easier on the environ-
ment, even when they cost more money. 

Before you have a heart attack at the
suggestion that customers should be
encouraged to try products that might
cost more, let me state that not all
solutions will be more expensive.
However, even if your customer rejects
a more expensive alternative, you may
find that they appreciate your com-
pany’s effort to be more environ-
mentally responsible.

What we need is a concept that
explains how the relationship between
products, efficiency and the environ-
ment should be kept in balance.
Recently, I read an environmental
statement from Nukote International
that seemed to cover these issues
extraordinarily well. 

Nukote suggests that environmental
awareness might be improved through
the use of three “R” words: Recycle,
Reuse and Remanufacture.

continued on page 28
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HAS YOUR
Weather Changed?

By Tom Buxton

HAS YOUR
Weather Changed?



Weather continued from page 27

When we think of environmentally
sound practices, we usually think only
of Recycling. But as Nukote’s document
points out, “Recycling often reclaims
only a portion of the used product and
requires additional energy.” 

Reuse of products is a much better
solution if the same sort of performance
can be obtained, but in many cases, the
concept of selling used product just
won’t fly. There’s not a lot of demand for
used pens, for example.

That leaves the third “R”,
Remanufacturing. If it wasn’t so closely
associated with the most controversial
product in our offering, it would
probably be more widely accepted as a
solution to environmental crisis. 

Nukote defines Remanufacturing as
“The process of returning a used
product back to the marketplace as the
same or ‘new’ product of equal or
greater value than the original.

Remanufacturing consumes substantially
less energy than creating the same full
product from scratch.”

So what conclusion can we come to
about being more sensitive to the
environment and selling more products
in 2008? 

First, we need to encourage our
manufacturer and wholesaler partners
to increase their focus on providing
competitively priced, high quality
products that are remanufactured or (at
the very least) use recycled materials. 

Everyone—from pen manufacturers to
paper suppliers—should be investing in
technology that will help the world slow
down its use of virgin materials. 

At the same time, independents need to
follow the lead of some of our com-
petitors like OfficeMax who are
promoting recycled copy paper even
though it will not provide the lowest

price for the consumer. 

We also need to poll our employees to
determine whether they are as con-
cerned about the earth’s future as I have
suggested. 

Lastly, we need to ask our customers
whether they believe there is a problem
with our environment and request per-
mission to demonstrate products that
could make a difference for our world.

End Note: I do not work for Nukote
International nor do I have any
contractual relationship with them. I
also take no responsibility for your
weather!

Tom Buxton is founder and CEO of InterBiz
Group, a consulting firm that works with
independent office products dealers to help
increase sales and profitability, For more
information, visit www.interbizgroup.com. 

http://www.interbizgroup.com
http://www.interbizgroup.com


However, if you’re doing business with the federal
government, distinguishing between large and small
businesses is not always that easy. Putting it simply, the
rules governing the federal contracting process have
gotten out of control. Today if you want to sell to the
federal government you can’t just set up shop and do so.
You first have to navigate an increasingly complex maze of
paperwork and regulations that on a good day would try
the patient of a saint. 

NAICS Codes
Your first step involves deciding what North American
Industrial Classification (NAICS) code you fall under. For
some industries this may be easy, but office products is
not one of them. For instance, most independent dealers
classify themselves either under 424120 (Stationery and
Office Supplies Merchant Wholesalers) or 453210 (Office
Supplies and Stationery Stores). Both are legitimate
classifications, but each has a different rule for defining
what is considered a small business for federal govern-
ment contracting purposes. 

Under NAICS Code 424120, a small business is one with
100 or fewer employees. Under NAICS Code 453210, you
are considered a small business if your revenue is $6.5

million or less. In my opinion, neither of these definitions
meets the needs of the office products industry. 

According to the federal government and the NAICS
Codes, an independent dealer with revenues in the $10
million range could be classified as a large business. That
definition ignores the reality of our industry. If you’re a
commercial or government buyer of office products,
you’re typically going to buy either from small business—
and that could even be one with revenues in the $50-100
million range—or from a mega-corporation with revenues
in the billions. It just doesn’t make sense to put any
independent dealer in the same classification as the
mega-players in our industry. 

There is another NAICS Code for you to think about using
as you compete for federal government business. Most
independents should consider using NAICS Code 454111
– Electronic Shopping. This classification has a revenue
threshold of $23 million and if you don’t have a store front,
you might want to look into using this NAICS Code as well.

There is some relief, however. Most Requests for
Proposals offer a different definition of what is considered
a small business. Some use the 100-employee criteria or

continued on page 30

NOVEMBER 2007 INDEPENDENT DEALER PAGE 29

WWoouulldd  tthhee
RReeaall  SSmmaallll  BBuussiinneessss
PPlleeaassee  SStteepp  FFoorrwwaarrdd

by Paul A. Miller

What is a small business these days? If you’re a normal thinking person,
you should have no problems recognizing a typical independent is a small
company and Office Depot, for example, is a large company.



Small Business continued from page 29

they use the $6.5 million threshold. If
you run across any of these and get
concerned you cannot bid on these
contracts because the rules say you
won’t be considered a small business,
don’t panic.

I’m here to tell you that you are a small
business by the government’s standards
because of an exemption I was able to
obtain for independent dealers last year
to what’s called the Non-Manufacturing
Rule. 

This exemption allows independents to
use the 500 employee threshold when it
bids on federal government contracts
and it’s a major benefit for dealers.
However, you should expect it to come
under fire in 2008 when the Small
Business Administration (SBA) begins
another round of size standard reviews. 

When this happens, the industry has to
be prepared to defend this provision and
weigh in on the issue of the appropriate
size standard criteria for office products
resellers.

Pass-Throughs
As you should be aware by now, the
industry is taking the issue of pass-
throughs head on. For those of you who
don’t know, a pass-through is a sham
relationship set-up by one of the cor-
porate giants with an independent
dealer for the sole purpose of using their
small business status to gain access to
those federal government contracts that
are meant for legitimate small businesses.

Our industry has made a real commit-
ment to challenge these relationships
and has done so successfully. The
industry owes a big thank you to
California dealer Office Solutions for
filing the first challenge to the small
business size standards. It took almost
four months to fight, but at the end of the
day Office Solutions won its challenge.

In this case a Colorado dealer, Faison
Office Products, had partnered with

Corporate Express to bid on a small
business set aside contract. The case
went through a number of rulings and
appeals, but in its final ruling, the Small
Business Administration determined
Corporate Express was much more than
a partner to Faison and Faison could no
longer be considered a small business
for contracting purposes.

Pass-through relationships like the one
between Faison and Corporate Express
are costing legitimate independent
dealers millions of dollars in lost oppor-
tunities and dealers ignore the practice
at their peril. The cost is simply too great
for all of you. 

Independents have to come together
and fight on issues like this. You’re doing
it on the size standards, and doing it
effectively. 

Together, we need to keep the pressure
on. Faison was just the first victory.
There are more size standard protests
coming.

Big Buys Small
Acquisitions represent another loophole
in the federal contracting process that
has been abused for years. There’s
nothing inherently wrong with one
company buying another. It’s a free
country and part of our free enterprise
system.

But when a mega player buys small
businesses with lucrative federal
government contracts and the federal
government uses the acquired com-
pany’s small business status to buy from
the mega, that’s not fair or even logical.

In 2006, Rep. Nydia Velazquez (D-NY),
chair of the House Small Business Com-
mittee, identified several hundred large
companies who were currently being
listed by the federal government as
small businesses.

They included Corporate Express, Office
Depot, OfficeMax, and Staples. And they
are all still listed as small again this year!

Size Standard Review
Starting in 2008 the SBA will begin
another review of the small business
size standards issue. This time it will
focus on categories of industries. This
means that office products will be
lumped into a larger classification for
review, with the review process due to
start in January.

There’s no question the current size
standards for small business need to be
reviewed. But unless the SBA recog-
nizes each industry is different with its
own specific needs and priorities, the
review process will fail. 

That’s why it’s vitally important that
when SBA starts its size standards
review early next year, the independent
dealer community has to be ready to
respond. 

You need to defend the Non-Manu-
facturing Rule. If you don’t weigh in on
its importance, you may well see the
megas coming up with a way to undue
the rule. We’ve already seen one of them
challenge the Non-Manufacturing Rule
in a recent protest.

Secondly, the industry has to be ready to
sit down with SBA and explain how the
industry works. The industry needs to
weigh in when the time comes to let the
SBA know that any changes to the small
business size standard have to take into
account how this industry operates. It
makes no sense to consider even a $50
million business in the same category as
one of the megas, but that’s what will
happen if we don’t work aggressively
and proactively together as an industry. 

Paul Miller is a founding partner in Miller/Wenhold Capitol
Strategies, LLC, providers of direct and grassroots
lobbying, legislative and regulatory tracking, advocacy
planning and implementation and related services. Before
setting up Miller/Wenhold, Miller served as government
affairs director for the National Office Products Alliance
and the Office Furniture Dealers Alliance (NOPA/OFDA). In
addition to his lobbying and regulatory monitoring
activities, Paul also provides consulting services to
businesses on selling to the federal, state and local
government markets. For more information, visit
www.mwcapitol.com.
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The First Network of Independent Installation Companies

Installation made easy.  Anywhere.

Over 250 service providers offering trouble-free office furniture 
installation services throughout North America.

A network of installation professionals

24/7 access to real-time project status 
information

Online Quotes, national capability and 
experience

Consistent performance and service excellence 
nationwide

A one-stop solution for multi-location projects

Moves, reconfigs, panel cleaning and more!

Call 1-888-GO-INSTALL Today or go to www.installnet.com

“Leadership Secrets 
of Attila the Hun”
by Wess Roberts

By Tommy Young, President
Young Office, Spartanburg,

South Carolina

“Leadership Secrets of Attila the Hun” is not a new book.
It’s been on my bookshelf for a number of years and I
make a point of giving copies to our middle management
as a way of helping them focus on the important parts of
their job.

It’s short, easy-to-read and comes with plenty of good advice
and thought-provoking “words of wisdom.” And while Attila the
Hun may not be the first role model that comes to mind for
running a successful business, author Wess Roberts offers
plenty of solid, common sense suggestions on how to manage,
give advice and take counsel. For example:

• A wise chieftain never kills the Hun who brings bad news. 
• Great chieftains never take themselves too seriously. 
• A wise chieftain adapts but doesn’t compromise. 
• Superficial goals lead to superficial results. 
• Critical to a Hun’s success is knowing what his king

wants. 
• A wise chieftain doesn’t drink with the Huns or he stops

being a chieftain and becomes another Hun instead.
“Leadership Secrets of Attila the Hun” is a good, quick read for
any manager. And even though it’s been over twenty years
since it was first published, its insights and advice are as
relevant today as they were when it first came out.

NOVEMBER 2007 INDEPENDENT DEALER PAGE 31

http://www.installnet.com


By Bill Kuhn

While a significant amount of my industry
involvement with dealers today focuses
on strategic planning and leadership de-
velopment, I now add a third component:
succession planning, or more appropri-
ately, succession management. 

All three require that you address the
skills and qualities that your business has
and that your business will need in the
future—getting the right skills in the right
place at the right time.

Succession management was demon-
strated to me at a strategic planning
retreat I was facilitating recently. The
client principal—an outstanding leader—
surprised us all by suddenly asking his
managers a series of questions: “Who
wants my job in the future? Why? And if
not, why not? Are you prepared to take it
today? What additional leadership
qualities and skills do you need to take
my position?” 

This resulted in a half-day discussion,
and proved to be the most important part
of our two-day planning retreat. 

As principal of your dealership, do you
recognize one of your primary responsi-
bilities is the development and cultivation
of the future leaders of your organization?
Do you have a program for succession
management and an exit strategy for
yourself? These actions are critical
whether you plan to sell or keep your
company.

Begin by asking and answering two
fundamental questions:

Where is the business going? Answering
this question means spelling out its
purpose, a well-defined vision, and the
direction your company will take. It lays

the foundation and emphasizes the
importance of professionally managing
your business for either management
succession or an outright sale.

Who has or may have the skills and
leadership abilities to get the business
where you want it to be? Answering this
question requires an assessment of your
employees’ existing leadership qualities,
behavior and performance, including
awareness, self-confidence, a strong
desire to achieve, a sense of urgency, and
the ability to inspire, empower, establish
trust, earn respect and execute.

Once you have answered these questions,
set your criteria and objectives for business
perpetuation (management succession) or
for a sale (ownership succession).

Management succession objectives
should spell out an orderly transition,
basing succession on performance.
Furthermore, your key players need to
know where they stand. Openness,
honesty, and dialogue are essential
components.

If sale to an outside party is a consider-
ation, your key players will again influence
the outcome. Under either succession
alternative—keeping or selling your
business—income continuity, enhancing
goodwill, and maximizing shareholder
value are important objectives.

Focus on development
Succession planning is not merely about
identifying promising employees and the
slots they might fill—though unfortu-
nately, those are the focus of many
businesses. Instead, the focus should be
on developmental activities, combining
training and real-life exposure. Stretch
your staff by increasing challenging roles
and assignments. Successful examples

I’ve seen include broader roles, switching
roles, dropping some functions, taking on
others (often unrelated).

Identify your successors 
For years, I followed the basic premise of
identifying successors early in the pro-
cess, followed by development. This may
be required in an emergency or crisis, but
my experience has now shown that best
practices typically result when the focus
begins with development and not
replacement. 

In due course, the role to be filled by a
successor and the qualifications and
strengths of a potential successor, will
become a key staffing decision for which
you are prepared. Additionally, any good
plan includes not only focusing on those
being groomed for succession, but also
making plans around the people who will
replace them.

Continually monitor performance
Measure progress regularly and evaluate
the ongoing performance of your key
personnel. Determine the people within
your organization who are most critical to
achieve the vision and direction you
desire, and identify any shortcomings in
your leadership development and suc-
cession management.

Development of any succession manage-
ment program can take two to five years.
Act now to create the future you want.
The longer you wait to take action, the
more at risk your business will be.

Bill Kuhn, principal of William E. Kuhn & Associates, is a
noted industry consultant, writer, and speaker with over
35 years of industry experience. He consults with
dealer principals and their management teams in areas
of strategic planning, leadership and organizational
development, marketing, financial management,
valuation and merger/acquisition. For more information,
contact Bill by phone 303-322-8233, fax 303-331-9032,
or e-mail: BillKuhn1@cs.com.
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Have You Taken
the Necessary 
Steps to Perpetuate
Your Dealership?
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1Use your head not your heart.
SALES IS NOT A PROMOTION.
Sales is a career path. Never

consider anyone for sales just because
they ask for the opportunity, need to
make more money and think sales is the
solution or because they are a relative
who needs a job. 

A client of mine once asked me to coach
one of his sales reps who was struggling.
He had previously worked in their furniture
installation department and had asked for
a shot at sales and was given the
opportunity. He said he felt he deserved
the chance because he had been with the
company for years, knew the product well
and was a hard worker. What was working
against him however, overrode all the
good. He struggled making eye contact,
his communication skills were weak and
his fear of rejection was so overpowering
that he backed off at the first hint of an
objection. He was not a good candidate
for sales. Leave your heart at home when
you interview for sales. 

2Always, and without exception,
interview by telephone first. It will
save you time and energy. Today,

for $50.00 people can have resumes
pulled together that will make them look
as if they could part the seas. They look
great on paper but when you meet with
them you find they are not what was
described in the resume. 

Interviewing by phone first provides the
opportunity to form opinions and develop
rapport before meeting face-to-face. You
will know if this person is worth your time
and effort to meet or whether you should
pass. And keep in mind, a lot of business
is conducted by telephone today and
knowing how well they communicate by
phone is critical. 

3Ask open-ended questions then
stop talking so you can listen to
their response. The purpose of

interviewing is for you to determine if this
person is a good fit and someone you
believe can sell or be trained to sell.
You’re not there to educate them about
your company or tell them what you
expect. All that comes after you feel
you’ve found someone you might want to
make an offer. 

Good open-ended questions can include
any or all of the following:

� What is it about a position in sales
that appeals to you most?

� What characteristics and behaviors do
you believe you have that will help you
be successful in sales?

� If the room were full of people you had
worked with or for in the past and they
were asked what they saw as your
Number One strength, what would be
the most common answer? 

� If you could pick any type of sales
training you wanted that was not
product-related, what would you
choose? 

If you ask good open-ended questions
and listen to how they respond, it will tell
you a lot about that person. 

Example: “What is it about having a
position in sales that appeals to you most.” 

If your candidate says they want the
opportunity to make good money, or that
they see sales as challenging as well as
rewarding, those are both positive
indicators. The person who says they
want to be in sales because they “like
people and they have the gift of gab”
might not be so good. 

When interviewing, do not let the
candidate know how you feel about their
responses. Stay neutral and use phases
like “Thanks for sharing that with me” or
“Interesting perspective.” Don’t tell them
that you agree or disagree with anything
they say unless it’s about who might win
the World Series. If you do, from that
moment on the candidate may only tell
you what they think you want to hear
rather than the way they really feel. 

Good Luck and Good Interviewing! 

Winnie Ary is a nationally recognized consultant, author,
trainer and professional speaker who has helped literally
hundreds of independent dealers improve their sales,
sales management, customer service and leadership
capabilities. In addition to her sales training and coaching,
Winnie also offers back-up telephone interviewing with
candidates dealers are considering for sales positions. For
more information, visit www.arygroup.com or contact
Winnie by e-mail at winnie@arygroup.com.
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How Well 
Do We Interview?

By Winnie Ary

How well we interview when hiring for sales positions has a lot to do
with the success and failure of the people selected for the position.
Over the years, I’ve learned interviewing skills are a lot like selling skills.
You must practice to develop your expertise and more importantly, you
have to know what to practice. Here are some tips that might help:

http://www.arygroup.com
mailto:winnie@arygroup.com


http://www.arygroup.com
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As executive vice president of sales
and marketing for Kennedy Office
Supplies in Raleigh, North Carolina,
Charlie Kennedy has played a key
role in growing one of the Carolinas’
leading independent dealerships. 

This year sees his tenth anniversary
as EVP at the dealership his father,
Charles, Sr., founded in 1960. And
thanks to healthy increases in break

room supplies and furniture and a hard-working sales
team under the direction of sales managers Joe
Bowman and Bill Sigmon, the dealership has been
posting double-digit sales gains pretty much through-
out this past year. 

But while office products take up most of his time,
Monday nights are just a little different for Charlie
Kennedy. That’s when he trades in his laptop and
catalogs for a wireless mike and a play list as Crave,
the band he fronts as lead vocalist, rehearses for its
next gig.

Charlie’s own tastes run more to R&B—he’s a big fan
of Luther Vandross and Sam Cooke. But as Crave’s
vocalist, he’s part of a hard-driving band that
combines a rock-solid rhythm section and wall-of-
sound guitars to make for a unique blend of modern
rock, late ’60s & '70s rock and alternative styles.

This is Charlie’s second time around with the band.
“We started back in college in the early 1990s,
stopped playing around 1994 and then decided to get
together again about two years ago,” he recalls. Three
of the original five members of the band are back, with
the addition of a new bass player.

So far, says Charlie, most of their performances since
starting up again have been in local clubs and bars,
but the band is developing a strong following on online
music web sites, with one its recordings rising as high
as Number 4 on the OurStage.com rock charts.

In more ways than one, you might say, Charlie and his
team are rocking the house and making sweet music.
If you’d like to hear Crave for yourself, just click on
www.reverbnation.com/crave.

Not Just a
Singer in
a Rock ’n

Roll Band!

Photo: Gabriel Nelson, www.fstopgrooves.com

http://www.fstopgrooves.com
http://www.reverbnation.com/crave


I wish manufacturers would treat their dealers as partners
instead of like subcontractors. There are some out there who
get it. For example, they will work with the dealer when there
is freight damage by splitting the fees to repair damaged
goods or even replace them at no charge. What a contrast
from the manufacturer who sees us far more as sub-
contractors and who responds to freight damage by arguing
their paperwork shows all product left the factory in good
condition and as a result, the problem is between you and the
freight forwarder, so go file a freight claim!

The dealer partner makes sure they have professional
manufacturer representatives who can train effectively, assist
with special pricing and handle product issues, while the
subcontractor type will question why they even need to send
anyone to your dealership when they are paying you a
commission. As far as the subcontractor type is concerned,
the dealer should read the materials sent or refer to their web
site and contact customer service if they have any issues
with product or lead times.

The dealer partner will work with their dealers on credit
lines and payment terms and conditions, especially on large
projects like federal government business. The subcontractor
type, on the other hand, will tell you to fill out a credit
application, limit your credit line and demand a deposit on a
federal government order, even though they themselves have
agreements with the federal government that they cannot
collect deposits and neither can the dealers they "team" with
on package room contracts. Their justification: We are not
selling to the federal government directly, but to a dealer who
is a commercial entity and our accounting department requires
us to get a deposit.

Finally, the dealer partner will ask what can they do to
assist when one of their dealers is not hitting their sales
numbers, while a subcontractor type will lower commissions
and threaten to pull the line if numbers do not improve within
a year. 

And how many times, does that become a self-fulfilling
prophecy! The success of any dealer is reliant on a strong
partner who supports them with the issues they face on a
daily basis and who is out there with them on the front lines
and not hitting them from behind when they need their
support most of all.

Make no mistake. True business partnership in the office
furniture world is not some empty cliché. It’s a powerful driver
of success for all of us. Certainly the dealer benefits from
having open access to important resources and support in
key areas when it’s needed. Our clients benefit, too, because
we are able to provide them with better service on multiple
levels as a result. 

And our manufacturers benefit just as much from treating
their dealers like true partners. By doing so, they align
valuable resources far more effectively, eliminate unneces-
sary and costly conflicts and redundancies and strengthen
their overall position in an increasingly competitive market-
place. It’s just too bad there aren’t more manufacturers in our
industry who realize that.
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DDeeaalleerrss  SShhoouulldd  BBee  PPaarrttnneerrss,,
NNoott  SSuubbccoonnttrraaccttoorrss

by Bruce Shewalter
President/VP of Sales

Office Pavilion/Contract 
Furnishers of Hawaii, Inc.

THELast
Word


