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WINNERS’ Circle

Hurst Business Supply & Furniture, KY Dealer, Honored
with Local Chamber Award as Dealership Celebrates
Ninetieth Anniversary
In Lexington, Kentucky, the folks at Hurst Business Supply & Furniture
Solutions have got some very special reasons to celebrate this year—
the dealership’s 90th anniversary and recognition by its local chamber
of commerce as 2013 Salute to Small Business Legacy Award winner.
Hurst was founded in 1923, initially as a printing company, by business
partners Ollie Hurst and John Byars. Ollie became sole owner in 1930
and it has been in the hands of the Hurst family ever since.
Ollie’s son, Richard Hurst, joined the business in the early fifties and
became sole owner in 1978. When he died in 2011, ownership of
the business was assumed by Richard’s wife Palina Hurst, with their
daughter, Hope Hurst Lanham, taking on the role of CEO.
Also a key member of the management team at Hurst is president and
COO Tom Gormley, who joined the company in 1988 as vice president
and general manager.
Today, Hurst is one of Kentucky’s largest independent dealers, with
33 hard-working industry professionals working out of two locations in
Lexington, including a 5,000 sq. ft. furniture showroom.
Congratulations to Hope, Tom and the entire Hurst team and here’s to
another outstanding 90 years!

Houston Proclaims Oct. 16 ‘Tejas Office Products Day’

We Deserve a Whole
Lot Better Than This!
This is an office products dealer publication and except for
issues that directly impact our
readers—like national healthcare reform or government procurement policy—we usually stay away from politics. But not this month.
The government is open for business again and the shutdown is no longer grabbing the headlines. But before it
fades totally from memory, let’s just review the impact of
those 16 days of gridlock.
In hard dollars and cents, the shutdown took a $24 billion
chunk out of the U.S. economy, according to analysts at
Standard & Poor’s. In addition, it will slow fourth quarter
economic growth—by one estimate to just 2.4%, compared to the roughly 3% growth rate predicted prior to the
shutdown.
It also devastated consumer confidence. The Gallup organization runs a daily poll that tracks consumer confidence
and during the shutdown, that index fell to war-time levels. Another poll, conducted by The Wall Street Journal
and NBC News, showed fully 78% of respondents viewing the country as on the wrong track.
Elsewhere in this issue, NOPA government affairs director
Paul Miller offers his own analysis of just why the shutdown
happened and suggests one possible approach to restoring some much-needed sanity to the legislative process.
Paul’s approach—particularly his call for a return to
smoke-filled rooms and closed-door deal cutting—certainly won’t find universal support. But surely we can all
agree on this: The kind of circus that played out in our
nation’s capital during the past few months is totally unacceptable and we cannot afford to see it repeated.
As Paul argues in his column, we also cannot afford to just
sit back and watch.

Last month saw a very special day in Houston, Texas, as the city honored local independent Tejas Office Products by officially proclaiming
October 16 “Tejas Office Products Day.”
CONTINUED ON PAGE 4
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The current cast of characters on Capitol Hill has about a
year to figure out a better way to get things done before
the 2014 Congressional elections. We can help them by
getting involved and making it clear that there will be a
cost to them if that doesn’t happen. We surely deserve
better than this from our elected officials and that’s a message they all need to hear loud and clear.
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ECi can expand
my business into
multiple verticals.
“WE’VE EXPANDED INTO SEVERAL
VERTICALS OVER THE LAST 5 YEARS,
SUPPORTED BY SOLUTIONS WE’VE
ACQUIRED FROM ECI.”
–Jeff Schroeder • The Supply Room Companies

ECi lets you do business your way with:
On-premise or
Cloud-based Solutions

Multi-vertical &
Multi-location Support

Fully Integrated &
Customizable E-commerce

Yes, you CAN do business your way!

Business Analytics, CRM,
Mobility & Other Tools

Visit www2.ECiSolutions.com/ican to find the solutions that fit YOU!

866-374-3221 • info@ECiSolutions.com • www.ECiSolutions.com
ECi and the ECi Red Box logo are trademarks or registered trademarks of eCommerce Industries, Inc. All rights reserved.
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At a special ceremony held at Houston’s City Hall, the mayor and
other local officials recognized Tejas for its business achievements and community involvement and praised them for serving
as a role model for other local entrepreneurs.

sciousness and shows our dedication to sustainable practices is
not going unnoticed.”

Present to receive the award were Tejas founder Lupe Fraga and
his wife Irene, current president Stephen Fraga and his wife Michelle and their children and other family members involved in
the business.

Exhibitors at the World Workplace expo were invited to submit
a special Sustainability Scorecard and submissions were evaluated on sustainability policies, exhibit materials, travel, packing,
shipping and freight and other factors. Davies had previously received several top ten recognitions under the program but this
was their first time as a first place winner.

CO Women’s Chamber Honors EON Office Products in
Denver as a 2013 Company of the Year

GOS, SC Dealer, Celebrates 45th Anniversary at
Consumer Show

Congratulations are in order for Elena Sirpolaidis and her team at
EON Office Products in Denver, after their dealership was honored last month by the Colorado Women’s Chamber of Commerce (CWCC) as its 2013 Medium Company of the Year.
The award, to quote the citation, recognizes companies that create “a workplace culture that supports the highest levels of personal and professional accomplishment for their employees who
are women.” EON certainly does all that and then some.
The majority of the dealership’s senior management team are
women, Elena reports, and family-friendly policies and procedures have been very much part of the company culture from
Day One.
Employees with children have the option to work from home as
an alternative to child care, for example, and EON as a company
recognizes the importance of maintaining an appropriate worklife balance, she adds.
A commitment to volunteerism and giving back to the community is also important for the dealership. Elena herself serves on
the board of the Women’s Leadership Foundation, the CWCC’s
educational arm.

Davies Office Receives First Place Award for
Sustainability at IFMA
Congratulations to Bill Davies and his team at office furniture remanufacturer Davies Office in Albany, New York, after they were
named first place winner of a Sustainable Exhibitor Award by
the International Facilities Management Association (IFMA) at
its World Workplace conference and expo in Philadelphia last
month.
“This is a great recognition for Davies Office,” commented Bill.
“The concept of managing resources responsibly is at the core
of everything we do and every decision we make. Receiving the
top honors this year further highlights our environmental con-

It was show time last month in Greer, South Carolina, as Charles
Scales and his team at GOS (AKA Greenville Office Supply) hosted over 500 customers, prospects and friends at their 2013 consumer expo.
This year’s event had an added dimension as the dealership celebrated its 45th anniversary, with a generous assist from close to
50 participating vendors.
The event brought out a news reporter from the local Fox TV
channel, giving Charles the opportunity to thank folks in Greenville for their support and highlight the dealership’s own deep
roots in the community.
Charles himself didn’t come on the local office products scene
until 1989, when he bought what was then just a $2 million business. Today, the annual run rate at GOS is closer to $20 million
and growing, thanks, says Charles, to an outstanding team of
industry professionals and a “back to basics” management approach that stresses cost control and world-class execution.
Congratulations to Charles and his team and here’s to the next
45 years!
CONTINUED ON PAGE 6
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Y o u r Of f i c e
FREE Roll of NEW Scotch®
Decorative Packaging Tape
AND a Glass Bowl
with $50 purchase of qualifying
Scotch® Packaging Tape products

Qualifying Products

Item #
MMM 3500-6
MMM 3750-6
MMM 3850-6

Description
Scotch® Sure Start Shipping
Packaging Tape, 1.88" x 54.6 yds.
Scotch® Commercial Grade Shipping
Packaging Tape, 1.88" x 54.6 yds.
Scotch® Heavy Duty Shipping
Packaging Tape, 1.88" x 54.6 yds.

Scotch® Decorative Tape Promotion only available by mail using this Official Claim Form
Mail this claim form and original UPCs from $50 of qualifying
Scotch® Packaging Tape products shown above to: (Note only
products with the following UPC codes qualify: 51131676718,
51141917641, and 51131677746)

Scotch Decorative Tape Promotion
P.O. Box 8178, Dept. 812A
St. Paul, MN 55108-0178

Unit
6/PK

List Price
UPC #
$52.63
51131676718

6/PK

$56.45

51141917641

6/PK

$59.52

51131677746

Promotion period: 07/01/2013-12/31/2013

Please Print Clearly:
Name

®

Please send me my FREE Glass Bowl and one roll of
Scotch® Packaging Tape 1.88" x 500", 1 ½" core on
refillable dispenser. Choose ONE of the following:

o MMM 141-PRTD1

Insect pattern on white background

o MMM 141-PRTD2

Diamond pattern on white background

o MMM 141-PRTD5

Polka Dot pattern on white background

o MMM 141-PRTD6

Leaf pattern on blue background

3M, Scotch and the Plaid Design are trademarks of 3M.
© 3M 2013. All rights reserved.

Company
Address
City

State

ZIP

Mail-in offer form. Not redeemable at retail. Purchase $50 of qualifying Scotch Packaging Tape products between 07/01/2013 and 12/31/2013 and
receive 1 decorative glass bowl and a roll of Scotch® Decorative Packaging Tape. You may choose from one of the four available options (while supplies last).
Approximate retail value $22.95. To receive your decorative glass bowl, complete this form and mail it with the original UPC(s) from qualifying Scotch® Brand
products featured in this offer to: Scotch® Decorative Tape Promotion, P.O. Box 8178, Dept. 812A, St. Paul, MN 55108-0178, United States. Once your
qualifying purchase has been received and verified, you will receive your decorative glass bowl and roll of tape via standard ground shipping. No duplication or
reproduction of UPC(s) will be accepted. 3M employees and members of their immediate families, retailers, distributors, dealers, warehouse facilities and their
employees are not eligible to participate. Sponsor assumes no responsibility for late, lost, misdirected, damaged, illegible, postage-due mail, or non-complying
forms. 3M has the right to substantiate UPC(s). All claim forms and their accompanying documentation become the property of 3M and will not be returned.
Offer good in the USA only. Offer void where prohibited, taxed and restricted. Keep a copy of all documentation submitted for this offer for your records. Limit
two (2) free glass bowl & roll of tape offer submissions per envelope. No more than six (6) glass bowls and rolls of tape can be redeemed per unique mailing
address over the course of the promotion period. Please allow 4-6 weeks for processing and delivery via ground service. Requests must be postmarked by
01/31/2014 and received by 02/15/2014. Not valid in conjunction with any other offer. Offer good while supplies last.
Sponsor: 3M Company, One Innovation Road, St. Paul, MN 55144
70-0716-3038-1 GEN
®
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In Memphis, Yuletide Office Solutions Garners Local
PR Spotlight
Congratulations are in order, too, for Chris Miller and his team at
Yuletide Office Solutions in Memphis for some very impressive
local PR recently.
The Memphis Daily News, circulation 66,000, runs a regular
“Small Business Spotlight” section and last month, Yuletide was
among the small businesses featured.
Chris did a terrific job of telling the story of how a family owned
and operated small business has been able to respond effectively to dramatic market changes by embracing technology, using
his buying group to stay price-competitive and moving aggressively into additional product categories like office furniture and
jan-san.
“We keep adding things to our segments to help our customers
where they’re not having to shop all over the place,” he tells reporter Richard J. Alley.
“Through the ups and downs, Yuletide has weathered all storms
and created more of a partnership with clients than a traditional
buyer-seller relationship,” writes Alley, who also gives the dealership plenty of kudos for its support of local charities.
“We’re involved in Memphis and we all want Memphis to be a
better city, so we’re invested in our city,” Chris tells Alley. “You
give back to those who give to you.”

to showcase what’s new in the industry that can make a real
difference in workplace performance and experience.”

GA Dealer Malone Office Environments Hosts 2013
Customer Appreciation Day
In Columbus, Georgia, Sam Buracker and his team at Malone
Office Environments last month hosted some 250 customers,
friends and prospects at their 2013 Customer Appreciation Day.
Among the day’s highlights, reports Malone’s Juanita Strickland:
demos of TriMega’s OP on the GO iPad app and Sharp’s new
Aquos Finger Touch smartboard.
In addition to welcoming a healthy gain in attendance—the last
open house two years ago drew around 175 attendees—the
Malone’s team also had a chance to celebrate what promises to
be the best year in the company’s history, says Juanita.
And with a number of promising leads generated from the event,
Malone’s is well set to keep the momentum going into 2014.

Fundraiser at Interiors for Business, IL Dealer, Breaks
$100K Mark for Breast Cancer Research

Congratulations to the entire Yuletide team for some outstanding local media exposure. If you’ve had an opportunity for similar coverage in your own local press, just drop us an email
(simon@idealercentral.com) and we’ll be happy to write it up in
our next issue.

MI Dealer DBI Launches Anniversary Celebrations at
2013 Office Expo
Lansing, Michigan-based DBI Office Interiors held its 2013 Office Expo at its downtown Lansing showroom last month and the
250-plus customers, friends and prospects who turned out not
only got to see the latest and greatest office innovations but also
helped celebrate the dealership’s 30th anniversary.
Participating vendors included Hewlett-Packard, 3M, ACCO
Brands, Fellowes, Pilot, Zoll, Papermate, Sharpie and Avery on
the office products side, while furniture manufacturers in attendance included Haworth, HON, OFS Brands, Humanscale and
Dynasound Soundmasking.
“What a great kick-off to our 30 year anniversary celebration!”
commented DBI president and CEO George Snyder. “Today’s office place continues to change and we welcome this opportunity
NOVEMBER 2013

Over 300 people turned out for a special fundraiser at Interiors for Business in support
of National Breast Cancer Awareness Month.

October was National Breast Cancer Awareness Month and
dealers across the country were out in force to help promote
breast cancer awareness and raise funds for research and/or
support those impacted by the disease.
Case in point: Interiors for Business in Batavia, Illinois, which last
month hosted its sixth annual “Gift of Life” fundraiser.
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Get your mailings out in record time

Click here for information on
our Q4 consumer promotion.

Avery® Shipping and Mailing Labels
From finding the right label that you can customize
with free templates at avery.com/templates to printing
your own postage at your desk, Avery offers a complete
solution for preparing professional looking mailings.
Little things that work in a big way.

TM

© 2013 Avery Dennison Corporation. All rights reserved. Avery, Avery Dennison and all other Avery brands, product names and codes are trademarks of Avery Dennison
Corporation. All other brands and product names are trademarks of their respective owners. Personal and company names and other information on samples depicted are
fictitious. Any resemblance to actual names and addresses is purely coincidental.

Innovative Products

Easy-to-use Templates and Software

Service and Support

avery.com

Winner’s Circle - continued from page 6
The event features a silent auction of
works of art donated by area artists, members of the local A&D community and other
friends of the dealership. This year, it drew
some 300 attendees and raised more than
$17,000, bringing the total amount raised
over the past six years to over $100,000.

owned and operated dealerships in the
office products industry, just spend a few
minutes with Dan Schmidt, VP of Great
River Office Products in downtown St.
Paul, Minnesota, and ask him about his
recent big win over one of his local big
box competitors.

“Our dealership lost a salesperson to
breast cancer several years ago and all
of us here have been touched in one way
or another by the disease,” says IFB principal Ann Gosselin. “This is a particularly
personal way for us to give back to the
community and the support it has generated and the way it has grown have been
just amazing.’

“It started out as a pass-through account
but all the boxes came with big box labels and packaging,” Dan reports. “And
then they found themselves working with
five different reps in the course of little
more than a year and more and more of
the items on the original quote that got
them the business were being discontinued,” he adds. “It just reached the point
where they got fed up with being messed
around!”

Great River Office Products, MN
Dealer, Scores a Nice Win Against
Big Box Competition
If you’re still not convinced there’s plenty of room for service-oriented, locally

And of course, once they made the move
to the independent side of the business,
they found a totally different picture.
“They really liked the personal service
and all the details that make a difference.

For example, We call the client any time
there’s a back order and give them the
choice of waiting or switching to an alternative item … that was something they
didn’t get before,” Dan explains. “They
also got much easier access to order history and cost center information that was
new to them.”
Right now, Dan and his team are working
just the new account’s corporate headquarters in the Twin Cities but there are
also several other locations further afield
with the potential to grow the business
still further.
“Business today may be about as competitive as it’s ever been but that doesn’t
mean there isn’t a market for the kind of
personal service and attention that independents provide,” Dan contends. We’re
certainly not going to argue with that, particularly when he’s got plenty of new orders to prove his point!
CONTINUED ON PAGE 9
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NE Dealer Eakes Office Plus Opens New Omaha
Location

Re-Branding for TX Dealer Partners Business
Products

If it’s been a while since you did the re-branding thing and the
graphics around your dealership are looking a little tired, you
might want to check out what Kerry Cashion and his team at
Partners Business Products in Arlington, Texas, did with their rebrand recently.
There’s a new kid in town in Omaha, Nebraska, after Eakes Office
Plus, one of the state’s leading independents, last month opened
a new, 5,000 sq. ft. office/showroom facility.

With the help of branding expert Andy Cleary and his team at Orbit Design, Partners now boasts new and very distinctive graphics and a set of themes and messages that helps them stand out
in the crowded Dallas-Ft. Worth market.

The new location, Eakes’ twelfth in Nebraska, will be run by
Eakes veteran Jeff Byrnes and focus initially on office supplies
and copiers, reports Eakes president Mark Miller.

A key step in the process, reports Kerry, was a full day with the
Orbit team spent defining just who they are and what makes
Partners special as a dealership.

“We’ve always had some supplies and copier business in the
city,” says Mark. “Omaha is a strong market and we’re excited
about the opportunity to grow our footprint there.”

Out of that session came Partners’ TwinStar System, a concept,
explains Kerry, which embodies the superior speed, accuracy
and knowledge that are at the heart of the dealership’s value
proposition.

Right now, he adds, the new location is still in shakedown mode
as the space is tweaked and existing accounts are transitioned
to the new operation, but a full marketing plan is in the works and
due to roll out in next year’s first quarter.

1Source Office and Facility Supply, Memphis Dealer,
Opens Second Location in Minneapolis
Memphis-based 1Source Office and Facility Supply last month
opened a second location in Minneapolis under the direction of
managing partner Greg McLeod, former COO at Innovative Office Solutions. The new facility is about 7,000 sq. ft., including
3,000 sq. ft. of office space, Greg reports.
1Source started out as a janitorial and facility supply operation
under the name of Memphis Chemical & Janitorial Supply and
rebranded under the 1Source name following the addition of office supplies, furniture, and industrial/safety supplies to its mix
in 2011.

“We are fanatical about using check lists and double checking
to make sure customers’ orders are processed properly the first
time and that’s really what the TwinStar System is all about,” says
Kerry.
To reinforce the message and also help out on the Search Engine Optimization front, Partners also launched its own blog with
postings that range from helpful office tips and new products to
opinion pieces on current events.
A brand, by definition, is pretty much always a work in progress
and particularly in these early days, Kerry and his team are still
fine-tuning their new look and messaging. But initial results, he
says, have been very encouraging.
If you’d like to see for yourself, the best place to start is at their
new website (http://partnersbp.com).

Current volume stands at around $10 million, with the vast majority of sales coming from the jan-san side of the business.
CONTINUED ON PAGE 10
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in memoriam: James A. ‘Scooter’ Eaton, Jr. 1953-2013
James A. “Scooter” Eaton, Jr., co-owner and

Center, Friends of the Night People, Habitat for

chief financial officer of Eaton Office Supply in

Humanity and Big Brother. He also coached

Amherst, New York, and Prentice Office Envi-

Central Amherst Little League and soccer.

ronments in Buffalo, died October 24.

He was also past warden and treasurer of Cal-

Jim began his industry career in 1978 at Wil-

vary Episcopal Church and treasurer of the

liam H. Prentice a contract office furniture

Episcopal Diocese of Western New York.

company owned by Eaton Office Supply, and

Jim was the husband of Norine (Hibschwei-

he and his brother, Bruce, represent the third

ler); father of Alana, Timothy and Mark Eaton;

generation of the family to own and operate

son of Jeanne and the late James A. Eaton Sr.;

the business. He was also treasurer of BGI In-

brother of Norma (Michael) Sgranfetto, Bruce

teriors, Inc. a custom millwork company that is

(Janine), H. Scott, Robert and Lynn (Michael)

also a division of Eaton Office Supply.

Schneider.

In addition to his business career, he was also active in the community. He was a past board member of Western New York United Against Drug and Alcohol Abuse and volunteered with nu-

In lieu of flowers, memorials may be made to Calvary Episcopal
Church, 20 Milton St., Williamsville, NY 14221.

merous community organizations, including the Family Justice

DurablE’s DuraFraME®—
a contemporary self-adhering display sign with hinged magnetic front to create
professional-looking signage/displays quickly and easily. Bid farewell to tape,
thumbtacks, etc. DURAFRAME® offers a simple, stylish yet efficient way to
organize, display and update important information.

Features
•
•
•
•
•
•

Adheres to any smooth, solid surface—simply peel, stick, done!
Special adhesive allows for repositioning from one location to another*
Sturdy lens cover pulls back effortlessly, allowing for speedy insert updates
Magnetic seal holds inserts securely in place
Can be read from both sides when affixed to transparent surfaces, such as glass
Available in tabloid, letter and half letter sizes, packs of 2
Item#
DBL4890-01
DBL4891-01
DBL4896-01

Description
Half Letter
Letter
Letter Horizontal

Size
51⁄2" x 81⁄2"h
81⁄2" x 11"h
11" x 81⁄2"h

DBL4892-01

Tabloid

11" x 17"h

Tabloid Horizontal

17" x 11"h

NEW! DBL4888-01

Call for FREE Sample
800-273-3118
Visit us on the web to learn
more about DURAFRAME®
DurablEOFFICEPrODuCTS.COM
Click on DurablE lIVE!®

DURAFRAME is available from United Stationers.
®

*Non-removable on wallpaper,
painted surfaces and wood.

DBL312-2011LN
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 Top quality American made LaserJet toner cartridges
 13 US warehouses

retail ready boxes
OEM Alterative
Comprehensive Product Line
WƌĞŵŝƵŵŽŵƉĂƟďůĞƐ/ŶĐ͘ΠĐŽŶƐƵŵĂďůĞ

100% backed by the Premium&ƌŽŵƌŽƚŚĞƌΠĚƌƵŵƵŶŝƚƐƚŽ,ĞǁůĞƩͲ
Promise®
WĂĐŬĂƌĚΠ>ĂƐĞƌ:ĞƚĐĂƌƚƌŝĚŐĞƐ͕D/ZƚŽŽƚ
ƉƌŽĚƵĐƚƐĚĞůŝǀĞƌǁŚĂƚ�ouĂŶĚ�our
DĂƚƌŝǆZŝďďŽŶƐ͕&ƵƐĞƌhŶŝƚƐƚŽtŝĚĞ&ŽƌŵĂƚ
ĐƵƐƚŽŵĞƌƐĚĞŵĂŶĚ͘YƵĂůŝƚǇ͕&ŝƚ͕
/ŶŬ͕ǁĞŚĂǀĞKDĂůƚĞƌŶĂƟǀĞƐ͘W/ŚĂƐŽǀĞƌ
&ƵŶĐƟŽŶĂŶĚKDWĞƌĨŽƌŵĂŶĐĞĚĂǇŝŶ

and
on
sale?
Ϯ͕ϬϬϬƚŽƉŵŽǀŝŶŐŝŶĚƵƐƚƌǇƐŬƵǁĂŝƟŶŐƚŽ
ĂŶĚĚĂǇŽƵƚŽŶĞĂĐŚĂŶĚĞǀĞƌǇĐĂƌƚƌŝĚŐĞ

YES!

ǁĞŵĂŬĞĂůůŝŶƌĞƚĂŝůƌĞĂĚǇƉĂĐŬĂŐŝŶŐ͘

ŝŶĐƌĞĂƐĞǇŽƵƌďŽƩŽŵůŝŶĞ͘

Iron Clad Warranty

Managed Print

All Premium Compatibles
Inc.®
WƌĞŵŝƵŵŽŵƉĂƟďůĞƐ/ŶĐ͘ĂƌƚƌŝĚŐĞƐĂƌĞĂůůDW^
ƌĞĂĚǇƚŽŐŽ͘tĞŚĂǀĞ,WΠ>ĂƐĞƌ:ĞƚƐŽůƵƟŽŶƐŝŶ
ůĂĐŬ͕DĂŐĞŶƚĂ͕ǇĂŶ͕zĞůůŽǁĂŶĚD/Z͘tĞĂůƐŽ
PCI Brand® HP LaserJet toner
cartridges
ŚĂǀĞŽƵƌW/DĂǆŝŵƵDzŝĞůĚ>ĂƐĞƌ:ĞƚĐĂƌƚƌŝĚŐĞƐ
ƐŽǇŽƵĐĂŶŐĞƚƚŚĞŵĂǆŝŵƵŵŽƵƚŽĨDW^
are on sale for a limited
time!

Relax – we have your back. All Premium
ŽŵƉĂƟďůĞƐ/ŶĐ͘ΠŝŶŬƐĂŶĚƚŽŶĞƌƐ
ĂƌĞϭϬϬйďĂĐŬĞĚďǇŽƵƌPremium
Promise®ǁĂƌƌĂŶƚǇ͊>ĞĂƌŶŵŽƌĞĂƚ
�remium�om�����es��om���rr����

Not just one or two models,
but ALL of our PCI Brand® LaserJet toner cartridges
for HP LaserJet printers are on sale.
This deal will not last forever so contact us now at:

sales@premiumcompatibles.com or call us at 1-866-574-8804
^ŚŽƵůĚǇŽƵĮŶĚǇŽƵƌƐĞůĨůŽŽŬŝŶŐĨŽƌĂŶĞǁĐŽŶƐƵŵĂďůĞƉĂƌƚŶĞƌ͕ŬŶŽǁƚŚĂƚWƌĞŵŝƵŵŽŵƉĂƟďůĞƐ/ŶĐ͘ŝƐĂƉƌŽƵĚh^KǁŶĞĚĂŶĚ
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Secrets of Success

From the Hard-to-Find to the Very
Fine—Creating a New Marketing Niche
by Jim Rapp
When Hostess Bakeries went out of business earlier this year, Wonder Bread,
Twinkies and other items disappeared
from the shelves as customers bought everything in sight and rushed home to fill
their freezers.
This is what can happen when a manufacturer discontinues a product and explains
why Brian Thornton and his family have
been so successful after opening their online business, selling discontinued office
products, as well as fine writing instruments at discounted prices.
“People are particularly fussy about writing instruments,” Brian explains. “It’s like
wine. The older it gets, the better it gets
and the more expensive it becomes.”
After 25 years with an office products
manufacturer, Brian started the business
from scratch, initially selling on eBay, then
establishing his own online business. ReNOVEMBER 2013

cently he has added additional channels,
such as Amazon.com, Overstock.com,
buy.com and others.
Because customers kept asking for regular office products, he has recently expanded into a complete office products
online dealer.

Big family business
“When we say that this is a big family
business we’re not kidding,” explains Brian. “Sons Ryan, Nicholas and Jason and
daughter Amanda all work in the business,
but that’s not all—we have nephews, nieces and a few very close friends as part of
the team.”
Brian also mentioned that he has two
other daughters, but they’re too young to
work. I expect he is getting them ready!
Certainly Pens N More will need all the
help they can get. They expect their 2013
INDEPENDENT DEALER

Pens N More
• Brian Thornton, President
• Ryan Thornton, Vice President
• Nicholas Thornton, Secretary
• Closeouts, hard-to-find items, wholesaler
stocked products
• Founded: 2006
• Sales: $6.5 million
• Employees: 26
• Partners: TriMega, S.P. Richards,
United Stationers
• Online sales: 95%
• www.pensnmore.com

sales to be about 30% more than last year.
In the Inc 5000, they rank Number 1278,
with a three-year growth rate of 319%!
Looking to the future, the company plans
to improve its website for a wider appeal,
selling more product from their own site,
rather than through others.
The Thorntons have created an unusual
and highly successful marketing niche in
our industry. How many more niches are
out there yet to be discovered?
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Office Depot, OfficeMax Complete Merger; Search for
New CEO, Headquarters Location Continues
Nine months after Office Depot and OfficeMax first unveiled their
intention to merge, the two big box chains finally made it to the
altar with an announcement earlier this month that the $1.2 billion deal has finally been consummated. The merger creates a
company with about $17 billion in sales and more than 1,900
U.S. stores.
The announcement came less than a week after the Federal
Trade Commission gave its green light to the merger, but left several key questions still unanswered, including the headquarters
location for the new combine and the identity of its new CEO.
Office Depot said the uncertainty surrounding the timing and
potential conditions of the FTC’s approval had made it “challenging” to finalize the CEO search in time to coincide with the
merger closing.
Neither of the current CEOs are candidates for the position,
though they will remain with the company and serve together as
co-CEOs until a new CEO is found, Office Depot said.
In addition, the new company will continue to operate out of separate headquarters, with Office Depot in Boca Raton, Florida and
OfficeMax in Naperville, Illinois until the new CEO is on board
and a decision on the headquarters location is finalized.
The company also said there will be stores under both the Office
Depot and OfficeMax brands, with OfficeMax becoming a subsidiary of Office Depot.
Speaking at last month’s BSA annual forum (see separate report
on page 16), analyst Chris Hodson of the Cleveland Research
Co. suggested the integration process that the two companies
will be working through could be “long and inefficient.”

Hodson pointed out that when Staples acquired Corporate Express in 2008, it took them 3-4 years to complete the integration.
Neither Office Depot or OfficeMax has had a strong track record
of execution in recent years and significant employee turnover
at both companies is likely to further complicate the process,
Hodson added.
He predicted as many as 450 stores could be shuttered following
the merger and said suppliers would be impacted heavily, as the
new companies will have a significant amount of inventory to
clear as the store closings proceed.
Hodson also predicted the new company would be looking
for across-the-board price cuts from its suppliers in the 2-3%
range, though he was doubtful it would get them, given current
product cost inflation and profitability constraints at large industry suppliers.
Hodson said market share will likely be “up for grabs” following
the deal, with independents among those likely to benefit from
major new opportunities.
Independents at the BSA meeting echoed Hodson’s forecast, with
one industry veteran from the dealer side describing the merger
as “the most significant opportunity in my business career.”
The two companies also announced their most recent financial
results on the day of the merger announcement. Office Depot
posted a 3% sales decline for its third quarter and adjusted earnings of $0.06 per share, in line with analysts’ expectations, while
OfficeMax reported a 4.6% sales drop and adjusted earnings for
the quarter of $0.15 per share. Analysts had expected slightly
higher sales and earnings per share for the quarter of $0.22.
CONTINUED ON PAGE 16
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Depot-Max Merger,
Online Content Front and
Center at BSA Forum
Honorees at the BSA Forum (left to right): Legend of the
industry award winner Chuck Harstad; Leadership Award
winner Jamie Fellowes and BSA president Mike Wilbur.
At the meeting, incoming BSA president Jim O’Brien (right)
presented his predecessor Mike Wilbur with an award in
recognition of Wilbur’s service to the association.

The upcoming merger between Office Depot and OfficeMax could mean new opportunities for independents on a grand
scale, both in terms of new customer acquisition and new hires.
That was one of the messages that came
through loud and clear in Ft. Myers, Florida last month, where members of the
Business Solutions Association gathered
for their 2013 Industry Forum.
Speaking at the opening General Session,
analyst Chris Hodson of the Cleveland
Research Co. suggested the post-merger
integration of the two big boxes could be
a “long and inefficient” process.
He said both companies are already seeing significant employee turnover and
neither of them has a strong track record
of execution. As a result, he said, market
share in the industry could very well be
“up for grabs” in the not too distant future, with independents poised to emerge
as major beneficiaries, particularly in the
mid-size and large account segments.
Several independents on the program
echoed Hodson’s forecast.
“The upcoming merger will be the most
significant opportunity in my business
career,” stated Ted Walter, president of
Complete Office of California in Cerritos,
California. Customers will be more open
to new suppliers and Complete itself will
be looking to make selective new hires
from new talent coming onto the market
on both the sales and operations side of
the business, he said.
”We’re already seeing new opportunities
emerging because of concern about the
NOVEMBER 2013

changes that are coming,” reported John
Leighton, president of Office Basics in
Boothwyn, Pennsylvania, though he cautioned adding big box salespeople does
not necessarily guarantee sales success,
noting they tend to be more account managers than new business hunters.
“In turmoil, there are always opportunities
and when our customers start to experience turmoil from the merger, we want to
be there to help them,” commented Ken
Larson, president and COO of Source Office and Technology in Golden, Colorado.
Like her fellow independents at the meeting, Jennifer Smith, CEO of Innovative
Office Solutions in Burnsville, Minnesota,
also saw plenty of upcoming opportunities
coming the dealer’s way as a result of the
merger but she offered a note of caution.
“It’s critical for dealers to have a carefully thought out strategy to take advantage
of disruption from the merger and be able
to position themselves effectively as the
alternative resource,” she contended.
Smith called on manufacturers, reps and
wholesalers to help dealers prepare for
the post-merger environment, so that “we
can hit the ground running as we focus on
what promise to be some very easy targets.”
In addition to upcoming big box merger
activity, another key focus of the meeting
was BSA’s e-commerce content standards and ways to participate effectively
in an increasingly online business world.
The Forum offered a separate program
track for content managers and IT professionals, covering topics such as how best
to execute and deploy content standards
INDEPENDENT DEALER

for the industry, evaluating content ROI,
resellers’ key content priorities, video and
photography trends, capturing and interpreting web analytics and more.
Also at the meeting, BSA honored two
outstanding industry veterans for their
achievements and contributions to the
industry.
Fellowes chairman and CEO Jamie Fellowes received BSA’s 2013 Leadership
Award, while Chuck Harstad, former VP
of corporate marketing for 3M, was honored with the association’s “Legend of the
Industry” award.
In addition, BSA elected new officers for
In addition, BSA elected its 2014 officers
and board. Officers include: President:
Jim O’Brien, S.P. Richards Company; Immediate Past President: Mike Wilbur, Navitor; Secretary: Nick Aronis, The Godfrey
Group, and Treasurer: Alan Goldner, United Supply Corp.
Board members for 2014 include: Darlene Akers, Akers Business Solutions;
Bill Cardone, ACCO; Steven Glass, Midwest Resource Group; Barry Lane, Avery
Products; Susan Roberts, Unified Sales
Associates; Terry Marquardt, 3M; Mike
Metchikoff, OPMA; Joe Templet, United
Stationers; Greg Welchans, Supplies Network, and Paul Ventimiglia, Navitor.
Next year’s meeting will take place
October 21-23 in San Diego. For more
information, visit the BSA website at
www.businesssolutionsassociation.com.

CONTINUED ON PAGE 17
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Newsmaker Interview:

Incoming
BSA President
Jim O’Brien
This is a special year for S.P. Richards senior vice president Jim O’Brien. Not only is he taking office as the
newly elected president of the Business Solutions Association (BSA), but he is also celebrating 40 years of
service and achievement in the office products industry.
O’Brien started his industry career in 1973 with the Office Products group of Champion International (formerly
known as Federal Office Products). He held a variety of
local and regional positions with Champion before joining S.P. Richards in 1987.
In addition to serving as a key member of the SPR senior
management team and spearheading the development
of its Advantage program and the Advantage Business
Conference, O’Brien in recent years has played a major
role in establishing BSA as an increasingly important resource for all players in the Independent Dealer Channel.
Recently, he found time to sit down and discuss BSA’s
recent accomplishments and his goals as the association’s new president. Here’s what he had to say.

It’s been about five years now since OPWA and
OPRA merged to form a single organization under the BSA banner. What do you see as the primary benefits of the merger?

What do you see as BSA’s most significant achievements
over the past five years?

O’Brien:
Well, the five-plus years have certainly flown by rather quickly.
Today, we see a closer, ongoing collaboration among stakeholders that have a vested interest in the independent dealer community.
There are active sub-committees engaged in a number of areas
and there is a greater awareness of the tools, assets and capabilities that each member brings to the table.
While we all face similar challenges, it helps being able to identify
areas where we can work together and potentially leverage the
technology and expertise that already exists.

O’Brien:
For starters, the survival of two associations that were struggling
to continue.
The combined OPWA and OPRA organizations deliver value, a
singular voice and represent the interests of our industry representatives, manufacturers and wholesalers.
We have become more inclusive by reaching out to buying
groups and ISV’s as they play incredibly important roles in keeping independent dealers competitive.
But clearly, though still a work in progress, the industry standards
initiative is the most significant achievement and holds considerable hope for the future.
CONTINUED ON PAGE 18
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Four standards have already been adopted and four more are in various stages of
what is a very detailed process.
Ultimately, the benefits include speed to
market and lower soft costs for all industry players.

Looking ahead, what do you as the
biggest challenges facing our industry and how do you see BSA helping industry members address them
successfully?

O’Brien:
Growth. Look, we all need to be able to
sell more stuff to more customers. Anything we can do to expand the product
offering; anything we can do to bring new
products to market quicker and more efficiently needs to be a priority.
Many might say consolidation at all levels
is a challenge, and it is. But it can also be
an opportunity.

There are costs that need to be taken
out of the supply chain and an organization like BSA can be the perfect forum for
those discussions.

What are your immediate goals and
priorities as new BSA president?

O’Brien:
In general, all associations are challenged
as consolidations and cost cutting have
impacted the membership revenue stream.
BSA has a great story to tell and we need
to get better at articulating that message.
We have a strong board that is fully engaged and has a genuine desire to serve.
There are product categories that are not
well represented, if at all, in our membership.
Attracting suppliers from the cleaning,
breakroom and janitorial segments of the
business is critical as these are real growth
opportunities for independent dealers.

Representation in the technology area is
also something in need of expansion. We
need to accelerate the adoption of industry standards and expand the scope of
that project. Those things should keep us
busy for a while.

If you have one basic message to
send to the industry as BSA’s new
president, what would it be?

O’Brien:
As an industry, we look much different today than five years ago. And we will look
much different tomorrow than we do today.
There is an increasing willingness for this
channel’s stakeholders to collaborate
more closely and to engage in more constructive dialog.
I would hope that a growing number of
individuals and companies would acknowledge, at least intuitively, that there
is much that can be accomplished when
CONTINUED ON PAGE 19
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competitors, peers and partners can
come together and enjoy some healthy
debate in the presence of legal counsel.
The change we have seen to date will pale
in comparison to what’s ahead. It will be
far better to be a part of it and playing an
active role than to be isolated. Together,
we can make good things happen!

AOPD Adds BIC USA as New
Business Partner
The American Office Products Distributors dealer national account marketing
organization (AOPD) has announced the
addition of BIC USA to its Business Partner program.
“We are all excited about BIC USA Inc.
becoming a Business Partner,” stated
AOPD’s executive director Bud Mundt.
“Our dealers will benefit greatly from BIC’s
strong presence in the regional and national account segments of our industry.”

“We are delighted to be a business partner
of American Office Products Distributors,
Inc.,“ said Tim Biety, director of sales, BIC
USA Inc. “We are looking forward to offering BIC’s dependable, high-quality writing
instruments and correction products to
AOPD’s wide network of customers.”

Independent Stationers Wins
U.S. Communities School
Supplies Contract, Launches
New Inventory Analysis Tool
The Independent Stationers dealer group
last month announced it has been awarded an exclusive contract to provide school
supplies and teaching aids to the 55,000+
U.S. Communities participants throughout the United States.
As the only supplier to be awarded this
contract, the agreement is estimated to
generate purchases of $50 million annually for the certified independent dealer

participants in the Independent Stationers network. Purchases through the new
contract will be primarily sourced through
wholesaler Educators Resource.
“The Independent Stationers dealer network provides a great opportunity for us
to offer a national solution to sourcing
school supplies, art supplies and teaching aids to the thousands of public and
private schools registered through U.S.
Communities, while providing the schools
with a locally-owned dealer so they can
purchase from a business in their own
community,” said Kevin France, IS vice
president of national accounts.
“Being awarded this contract fulfills an
important part of our plan to expand Independent Stationers’ U.S. Communities
program. Although it was not a criteria
in the award process, it is our belief that
being able to offer a one-stop shopping
experience, with national consistency, enCONTINUED ON PAGE 20
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ables us to provide public agencies with a complete solution for
both office products and school supplies.”
Separately, IS announced the introduction of a new cost comparator reporting tool designed to help its members make smart
direct buying and stocking decisions.
The new solution was developed with ECi Acsellerate and is intended to help Independent Stationers members analyze their
sales and easily identify opportunities to improve their bottom
line through more effective buying decisions and efficient inventory management.
“The Cost Comparator provides our members incredible insight
into their purchases that will lead to greater profit margins that
result in market share growth,” said Independent Stationers president & CEO Mike Gentile. “We partnered with Acsellerate to create
an easy-to-use tool that would help our members maximize the
benefits they receive from our direct buy manufacturers and the
proven RDC model, ensuring they are always purchasing products
in the most operationally efficient and cost effective method.”
The Cost Comparator Report is available to Independent Stationers members at no additional charge, as long as they are already an Acsellerate customer. To learn more, contact Independent Stationers (Blankenbaker@independentstationers.coop) or
Acsellerate (sales@acsellerate.net).

Office Partners Meets in Nashville for 2013
‘Grand Ole Gathering’
It may have taken place right in the middle of the federal government shutdown, with the infamous sequester still very much
in force, but none of that seemed to bother the Office Partners
buying group last month, as it focused a large part of its 2013
annual meeting in Nashville on government market opportunities
for its members.
Key to those opportunities was the group’s status as a Service-Disabled Veteran-Owned Small Business and its office furniture contract with GSA.
Members heard from Office Partners office furniture guru Ron
Elzy and others on how the contract can help open the door
to new government business as part of a program that featured
several other special presentations—a new addition to the format this year.
At the meeting, United Stationers director of digital and e-commerce services Mark Evans urged dealers to recognize the
dramatic changes being created by new technology and the
emergence of new generations in the workplace and commit to
changing their business in response.
CONTINUED ON PAGE 22
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Success Minded

“Become end-consumer obsessed”
Harry Macey III, President
Perry Office Plus

“Expand the market”

Kenny Sayes, President
Sayes Office Supplies

“Create a brand-first culture”
Stephen Fraga, President
Tejas Office Products

“Transform the online experience”

“Build a winning sales organization”
Timothy Flynn, President
Impact Office Products

Sean Marx, CEO
Give Something Back

“Be capital smart”

“Target Campaigns”

Paul Schermerhorn, President
Park Ridge Stationers

Jennifer Smith, CEO
Innovative Office Solutions

7 Moves To Win
These success minded resellers use technology to execute the seven business strategies to win in a rapidly
changing marketplace. They know that a strong e-commerce capability, diverse product assortment, and
efficient operating sales execution are the keys to success. If you want your business systems to enable your
growth and profit initiatives, consider modernizing your company with MBS DEV’s integrated e-commerce
and back office solution. Learn more about these successful dealers at www.mbsdev.com.
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“If you’re planning on running your business in the next five years the same way
you ran it in the past five years, some of
you just won’t be here for very long,” Evans told the group bluntly.
In his presentation on “Driving Acquisition, Retention and Growth Like a Rock
Star,” Evans said dealers need to develop
clear strategies that will help them define
clearly what makes them different and
competitive in a crowded marketplace
and enable them to prioritize how they
spend precious limited resources.
While recognizing the enormous impact of
Amazon and other online resellers on the
market, Evans said there is still a “huge
opportunity” available to dealers who
want to service businesses with needs
that Amazon can’t meet.
“Focus on solutions, not products,” he
urged. “Amazon is never going to be able
to do that as well as independents.”
In addition to Evans, the program also
featured OPMA’s Mike Metchikoff, who
presented an overview of the various marketing and advertising resources available
to the group’s members, as well as the
traditional program of one-on-one sessions with the group’s supplier partners.
And despite a very busy schedule, members still found time for some charitable
work, raising some $6,200 for Children’s
Hospital of Alabama.

S.P. Richards Launches
Enhanced Create-a-Flyer
Program, New Furniture
Training Effort
Wholesaler S.P. Richards last month announced the launch of an enhanced
version of Create-a-Flyer do-it-yourself
promotions builder program, with the addition of several significant upgrades. Upgrades include:
•A
 multi-page option providing dealers
the ability to build larger promotions
or mini-catalogs that could be prodNOVEMBER 2013

uct category specific, vertical market
themed or in support of specific end
user custom contracts
 xpanded template design features
•E
that now provide numerous options
for borders and color gradients
• Improved charting for blocks featuring multiple items—for example
Sharpies in multiple colors or view
binders in several sizes
• Improved product descriptions
•A
 built-in QR code generator enabling dealers to direct customers to
specific destinations such as a product detail page, weekly specials page
on their website, a product video or
providing their customer the ability to
load the dealer’s contact information
into their smart phone or tablet

business development manager or Dawn
St. Peters, S.P. Richards furniture program
manager (dstpeters@sprich.com).

Despite Gov’t Shutdown,
Positive Vibe at NeoCon East
Even if the government shutdown might
have put a dent in attendance, last
month’s NeoCon East show in Baltimore
earned generally positive reviews both
from exhibitors and attendees.

•D
 ozens of new promotional themed
banners providing greater variety
than ever
“These program improvements were driven primarily by user feedback and suggestions we’ve received over the past
year,” said SPR director of marketing Larry Goodman. “Dealer response to the new
features has been extremely positive.”
Separately, S.P. Richards also announced
last month the introduction of a new furniture training program for S.P. Richards
resellers.
Titled Fast Track, the new program features a live webinar series designed to
highlight different furniture opportunities
every two weeks.
Each 1-hour session will focus on key
categories, the targeted vertical markets
served, how to position the spotlighted
products in the market to win business
and the support resources available.
“We are extremely excited to launch
our new Fast Track series,” said Dennis
Arnold, vice president furniture. “This
program helps position our resellers as
consultative solution providers to their
customers.”
Additional program details can be obtained
by contacting an S.P. Richards furniture
INDEPENDENT DEALER

Just by virtue of its location, NeoCon
East has always had a strong government
emphasis and the shutdown legally prevented some government workers from
attending.
Even so, the mood on the show floor was
generally upbeat, as show organizers reported some 250 exhibitors welcomed
over 7,000 attendees comprised of the region’s architects, designers, facility managers, dealers/distributors, purchasing
managers and more.
Senior VP of show organizers MMPI Susan McCullough commented, “We are so
grateful to our exhibitors and attendees
for making this year’s NeoCon East such
a success. Naturally, we had some concerns about the government shutdown
and the fact that it legally prevented some
from attending.
CONTINUED ON PAGE 24
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“The truth is that the show has evolved
over the years to be more like its sister
show NeoCon. In addition to the GSA,
NeoCon East exhibitors, conferences and
attendees work across all of the commercial markets. We knew we would have a
strong show despite the circumstances.”

Jump Technologies Adds
Planned vs. Actual Comparison
Report to JumpTrack Proof-ofDelivery Solution
Dealer technology provider Jump Technologies has announced an enhancement
for its JumpTrack proof-of-delivery (POD)
product that compares drivers’ actual delivery performance against a dispatch- or
JumpTrack-generated route in key areas
such as route leg time, leg distance, arrival time, stop time, departure time, stop
order, total route time and distance.
This information allows companies to

NOVEMBER 2013

manage by exception by highlighting
delivery problems and inefficiencies, the
company said.

http://jumptrack.com/jumptrack/
jumptrack-trial.jsp.

Customers can customize the Planned vs.
Actual Report to receive the information
they want—from a high level that identifies a lag in performance to more granular
details, such as stop count, drive time,
lag time between stops, miles, departure
time, stop time and total trip time.

ECi Moves Connect Conference
to Las Vegas for 2014

In addition, mapping technology allows customer to view actual trips and to view additional parameters based on geo-fencing.
Delivery site editing allows customers
to correct bad data. For example, if a
customer’s database contains outdated or bad addresses, a user can define
a site geo-code on a map to these invalid addresses. In addition, customers can
change geo-fencing parameters to indicate specific locations for deliveries.
For a free 30-day JumpTrack trial,

Dealer technology provider ECi Software
Solutions last month announced that its
Connect Conference 2014 will be held at
The Mirage Hotel and Casino in Las Vegas
from November 10–12.
The 2013 conference was held at the
Hyatt Regency Dallas in September and
brought together software and solutions
users from all of the industries served by
ECi under the theme of “educate, collaborate and inspire.”
“Connect is a unique event exclusive to
our customers,” said Traci Johnson, SVP
of Global Corporate Marketing. “Our customers represent small and medium size
businesses who share common challengCONTINUED ON PAGE 26
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ADVERTORIAL

Discover

Effective
Sales Tools
Show your customers the real value Avery® products offer, with traditional
print and online resources to help drive sales and profits!

N

o question about it, over the past few years your
customers have become more demanding. They want
great prices and innovative products, but even more than
that, they want real value. And, they seek out business
partners that offer new ideas to help their business grow.
You can give them all of that and more with Avery. High
quality products supported with comprehensive sales
tools let you take advantage of every opportunity to
engage your customers and keep them coming back
for more.
Developing marketing programs and fresh content is
challenging and time consuming. Avery helps you with
valuable tools that will reach your customers through all
the media available to you. One dealer says, “We use
these tools and it’s like having a professional ad agency
working for us. The ads and promotions keep us visible
while presenting a consistent, professional image.“

Quarterly promotions showcasing new
products and top sellers, appeal directly
to your Customers
Keep them excited with great options for staying
organized and making their jobs easier. Avery does it all
for you, creating print flyers with special “gift with
purchase” offers that drive sales. An online version lets
you provide the same proposition electronically. Supported
by downloadable web banner ads and icons, you’ll have
all the professional tools you need to run a successful
promotional event.

Drive eCommerce with a
consistent online message
Dealers that leverage and rotate
content on their sites, keep
customers engaged. New offers,
product photos and information,
easy-to-use search tools and web
banner ads are available at
partners.avery.com.
When it comes to
communicating directly with customers, use pre-designed
email templates and just add your logo and custom offers.
Strategic and timely use of these materials help influence
customer purchase decisions and increase order size.
Take advantage of the “buzz” social
media can build for your business
Providing fresh, relevant content for
social media is a job in itself. It’s easy
to keep the conversations going with
an annual calendar of timely Facebook posts and Twitter
feeds ready to incorporate into your own social media
program. Successful dealers find that providing tips using
Avery products on a regular basis, builds relationships and
keeps customers looking to them for new ideas. Dealers
have told us, “Having timely content ready to post gives
us a chance to integrate social media into our marketing
programs, without a big investment of time.“
Go to partners.avery.com
and register today
Start using these great tools and your customers will
appreciate the added value you bring to their business.
Which in turn, means more sales and profits for yours.
Contact your Avery sales representative
for more information

Little things that work in a big way.™

Industry News - continued from page 24
es in today’s changing markets. Connect 2014 will provide our
customers with another opportunity to make valuable connections, and moving to a new venue like Las Vegas will only serve
to enhance the experience.”

Ghent Launches New Delivered Pricing Program

“Dealers have been asking for a simple way to order one whiteboard or tackboard and know the total landed cost including
freight,” explains Ghent president Janet Collins. “There’s always
the option of buying one board from a wholesaler, but dealers do
pay a premium for next day delivery. Now, Ghent’s new price program features lower delivered prices over similar products from
the wholesalers, and delivery only takes just a few more days.
Depending on the item, dealers can save up to 30-40% just by
ordering direct from the manufacturer.”
Ghent says the pricing program is an option from which dealers
can choose for each order. If a dealer needs to just order one
board, the Delivered Price is a good option, Ghent says. For multiple board orders, Ghent says dealers can revert back to standard pricing and save even more.

Ghent VP of sales Jim Harter and president Janet Collins with one of the products now
available under the company’s new delivered pricing program.

Visual communication products manufacturer Ghent recently
announced a new Delivered Pricing Program for dealers that removes freight minimums and provides a known landed cost for
each item.

Ghent has even covered the bases on freight damage, Collins
says. “Many dealers have been reluctant to have boards drop
shipped from the manufacturer because of the way common carriers handle product but Ghent has been drop shipping for years
and has honed packaging requirements to ensure safe delivery.”
According to Collins, Ghent was the only company in a recent
drop test to pass all elements of the ISTA (International Safe
Transit Association) performance testing standards for Flat Packaged Products.
CONTINUED ON PAGE 28
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Connected By Hope
City of Hope saved the lives of two generations in the Reuter family — father and daughter
who received bone marrow transplants a decade apart.
For 100 years, City of Hope has provided compassion and innovative treatments for people facing life-threatening
diseases. For more than 30 years, the National Office Products Industry has raised more than $100 million for
City of Hope’s mission. Thanks to your support, City of Hope helped create medicines that benefit millions of
people each year, has performed more than 11,000 bone marrow and stem cell transplants and operates one of
the largest, most successful programs of its kind in the world. Your involvement can and does make a difference!
Steve Schmidt, president, International Office Depot and City of Hope’s
2014 Spirit of Life® honoree, encourages you to continue your legacy of
support by participating in industry activities, large and small.

Host or participate in a City of Hope golf outing
Create a product promotion
Start an employee giving program
Make a personal gift through Legions of Hope
or Friends for Hope
For more information on how
to get involved, please visit
www.cityofhope.org/nopi or call
City of Hope at 866-905-HOPE.

Tuesday and Wednesday, May 6 to 7
Honoree Golf Outing at Pinehurst, Hosted by Office Depot
Pinehurst #2 – Pinehurst, North Carolina
Tuesday and Wednesday, July 15 to 16
Bob Parker Memorial Golf Outing at Kiawah Island,
Hosted by Hewlett-Packard
Kiawah Island Resort, Ocean Course – Kiawah Island,
South Carolina
Wednesday, October 8
Howard Wolf Golf Classic, Sponsored by United Stationers
Cantigny Golf Club – Wheaton, Illinois
Thursday, October 9
Spirit of Life‰ Gala
Navy Pier – Chicago, Illinois

DEV 20270 SL

Steve Schmidt
President, International
Office Depot

2014 Event Calendar
Wednesday and Thursday, February 26 to 27
City of Hope Tour
City of Hope - Duarte, California

GET InVolVED
•
•
•
•

SAVE THE DATE

Industry News - continued from page 26
Ghent is committed to making it easier for dealers to offer a wider variety of products to their customers while lowering overall
costs within the supply chain. “When manufacturers like Ghent
take aggressive and creative steps like these, all independent
dealers stand to benefit,” Collins says.
The new Delivered Pricing Program is part of The Ghent Advantage program for independent dealers. Later this year, Ghent will
be launching a technical solution to automate the ordering process for DDMS users through the PSN as part of the program
and other software integrations are in the works.
For more information about the Ghent Advantage, call Ghent Customer Service at 1-800-543-0550 or email at info@ghent.com.

line of government-requred forms and posters. The best known
among these government-required products are:
• Tax Forms, consisting of the W-2 Form used to report
employee wages and the 1099 Form generally used for
independent contractors. These must be distributed by January 31 reporting all compensation and benefits paid in the
previous year.
•L
 abor Law Posters, which must be displayed by employers
in a conspicuous place where they are visible to employees. These include both federal and state posters covering
minimum wages, OSHA regulations and FMLA (Family and
Medical Leave Act) policies.
•H
 ealth Care Claim Forms, which are mandatory for hospitals, clinics, doctors and other health care providers in order
to process their Medicare and Medicaid billing claims. The
CMS-1500 form is the most widely used form in America.

TFP Data
Systems
Announces
ComplyRight
Forms Program
Exclusively for Independents
TFP Data Systems last month announced a new program for
independent office product dealers featuring its ComplyRight

“These products offer great opportunities for independent office
product dealers,” commented TFP president Rick Roddis. “First
your customers are already using them. They are mandatory but
have been traditionally sold by print brokers and distributors.
However, much like coffee and Jan-San products, businesses are
seeking to consolidate suppliers and welcome the convenience
CONTINUED ON PAGE 30

www.oﬃcesnax.us

It’s kinda like magic
for your mouth.
Our loss is...well, our loss. BUT, while supplies last,
YOU can buy an Oﬃce Snax mul�‐purpose dispenser
and get a $10.00 rebate*!! What?! I know, it’s crazy.
Order from your wholesaler today!
These machines can be used as a “free gi� with
purchase” incen�ve for your customers, as well as
holiday gi�s or a “thanks for your business” present.
You decide—just act fast before they’re all gone!
OFX‐00064
NOVEMBER 2013

*E‐mail proof of purchase to info@oﬃcesnax.us
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We love the Indy!
You’ve survived and
thrived with new sales.

Coffee. Breakroom. JanSan. You gave your customer
a new solution for things they were already buying.
And gained significant new sales in the process.
But wait. There’s more. We have the products
that are not only needed... they’re required.
We’re pleased to bring you our new line...

COMPLIANCE MADE SIMPLE

Employee Tax Forms

Hurry! W-2 and 1099 forms must be sent
by year end. Be the hero just in time!

Labor Law Posters

Required in every workplace. And with
new laws in effect January 1 many will
have to be replaced. Be the expert!

Health Care Claim Forms

Hospitals, doctors, clinics... they can all
start using a new form in January and
must convert in April. Be there!

You don’t want to miss out on this simple formula:
Your customers + Mandatory Products = New Sales
No minimums. No inventory. No hassles... No brainer!
Contact us:
www.tfpdata.com
info@tfpdata.com
Toll free: 800-482-9367
Fax: 805-981-7161
Orders: 800-526-1040

Industry News - continued from page 28
of getting these products from their office
products dealer.
“Secondly, there is a ‘perfect storm’ of
requirements in the coming months that
can drive dramatic new sales. In addition
to the annual tax season there is also a
record number of states with labor law
changes that will necessitate new posters. And the health care claim form is
changing to a new format that health care
providers can begin using January 6 and
must fully convert to by April 1. All this
adds up to new sales for the office products dealer.”
For more information contact Maria Navarro (800-482-9367, extension 58004 or
MDNavarro@tfpdata.com).

New Line of Counterfeit Coin
and Currency Counting/ Sorting
Products Coming from MMF

MMF Industries announced last month
that it will unveil a new line of counterfeit coin and currency counting/ sorting
products in December 2013 for shipment
in January 2014. New products being
launched under the Steelmaster brand
include:
• The Steelmaster 200200C Digital
Coin Sorter, which will offer
simultaneous high speed counting,
sorting and wrapping.
• The Steelmaster 200SM Dual
Counterfeit Detector that utilizes
swipe technology and UV to verify
currency and ID.
NOVEMBER 2013

• The Steelmaster 2003300 Automatic
Counterfeit Detector which features
bill feed and a high resolution
LCD screen to display total by
denomination and grand total.
•T
 he Steelmaster 2005520UM
Professional Currency Counter
which counts 1300 bills per minute
and has a hopper and stacker
capacity of 300 new bills.
Contact your MMF Industries salesperson
for more details.

AmpliVox Partners with
AVTEQ to Deliver Presentation
Lecterns, Introduces New
Boom Box

AmpliVox Sound Systems has been selected as the exclusive supplier of lecterns to AVTEQ, the largest manufacturer
of videoconferencing carts in the AV furniture industry. AVTEQ will offer four different AmpliVox lecterns to its international
customer base, the Standard Lectern, the
Multimedia Lectern and two additional
executive-style units.
All lecterns come in a variety of durable
laminate finishes, with rolling casters for
easy mobility.
Separately, AmpliVox announced it has
introduced two new boombox products,
the SL1010 Boombox and SL1014 Listening Center/Boombox combination.
The sound system easily adapts to different situations and supports a variety
of audio formats, including an AM/FM raINDEPENDENT DEALER

dio, a top-loading CD player, an auto-stop
cassette recorder/player, and SD card and
USB ports for student or teacher-generated content, AmpliVox said.
The AmpliVox Boombox makes it easy to
access CD and cassette media without
the expense of digital transfers or major
equipment upgrades. The Boombox runs
on external power or batteries, and can
easily be moved from room to room with
the built-in handle. With the addition of the
Listening Center, up to six users can plug
in headphones to hear the audio without
disturbing others.

Bretford Adds Four New
Regional Managers
Bretford Manufacturing has added four
new Regional Sales Managers (RSMs) to
focus primarily on its growing nationwide
customer base.
“Our newest regional sales managers
have been hired because of their proven
sales track records in the contract furniture market along with their experience
developing relationships with key dealer
partners and working closely with local
architect and design firms,” explained
Jeff Wood, national sales manager, East
for Bretford.
“They will be able to effectively serve
Bretford’s already established relationships while creating new relationships in
education, business, healthcare and the
other market areas that we serve.”
The new regional sales managers are
Sandy Borland, LEED GA, CSBA (Pacific Northwest); Dave Friedman, (Southern
California, Arizona and Nevada); Tracy
Sorel (Florida and Puerto Rico) and Chris
McNamara (New England and Upstate
New York).

CONTINUED ON PAGE 32
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You May Own the School Office
Supply Business, But Don’t Walk
Away from the Billions Being
Spent Beyond the Central Office

Making Learning Fun
March 8–11, 2014
Dallas, Texas
· Learn how to increase your existing base of school and
college customers beyond the administrative office.

· See firsthand top-selling products from over 1,000

companies including hundreds of office product exhibitors
to help expand your core business.

· Learn innovative marketing ideas at business sessions
aimed at the independent dealer.

· Pay for your trip by saving big on Show Specials
throughout the entire exhibit hall.

· Open new opportunities by connecting with educational

Two Shows in One...
Creating the world’s largest
showcase of products for
the education community

professionals to grow your dealership.

· Explore specialty areas for new products, merchandising
displays, sample dorm rooms and model stores.

Your Marketplace for Lifelong Learning
Learn more at www.EdExpo.com

Making Learning Fun

AND
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HPFI Launches PowerFlex, New Line of Power
and Charging Stations

The new company logo brings together The Highlands Group
name with a mark formed by four H’s that create an intersection
to symbolize The Highlands Group as the intermediary between
consumers, manufacturers and resellers, the company said.
The ‘X” that is formed by the negative space evokes the goal
reached by the organization’s precise strategy and robust
marketing while the logo unifies the breadth of The Highlands
Group’s resources and amplifies The Highlands Group’s recognition across all customer segments, from the individual consumer
to the largest global organization, the company added.
To compliment the new identity, THG has also revamped its website, www.thehighlandsgroup.com, with fresh imagery and improved content.
Also last month, The Highlands Group announced an alliance
with The Business Performance Group, a new business and sales
development organization based in Saffron Walden, England.

HPFI has introduced a new line of power and charging stations
under the PowerFlex brand.
A new category for the company, the line is designed to support
increased use of smart phones, tablets and other mobile devices.
PowerFlex offers built-in, add-on and stand-alone charging solutions and can be integrated into desks, tables and seating.
Workstation and table versions are offered as standard with a 6’
cord and molded plug and they are also available with modular
jumper cable connectors that can be easily daisy chained together in training rooms or hard-wired into permanent installations.

The alliance is intended to bring the Highlands Group proposition
to the UK office supplies market and introduce the BP Group
model to the US.
The new service is due to be launched to both markets on
January 1. Interested parties should contact either The Business
Performance Group on 0845 459 4589, or email info@thebpgroup.co.uk, or The Highlands Group at 404-287-9030, or email
info@thehighlandsgroup.com.

Veteran John Motley Associates Rep
Mary Lou Callahan Retires

Stand-alone charging stations are offered in wall mounted or
floor stand models that can be customized with your own logo
or graphics.
In addition, all of the PowerFlex category of stand-alone power and charging solutions are on HPFI’s GSA contract (GS-27F0017V) under the new SIN 711-99.

The Highlands Group ReBrands,
Announces UK Alliance

Mary Lou started out as a part time office administrator, advancing to head up
the customer service department in the firm’s Philadelphia office.
After moving into a full time sales position in 1993, she embarked
on a career that saw her win multiple awards from both dealers and manufacturers, including “Representative of the Year”
awards from Mead Westvaco, Avery and Pentel.

The Highlands Group independent rep organization has launched
a new corporate logo, which it described as the most dramatic
change in its visual identity since 1998.
NOVEMBER 2013

John Motley Associates president Rick
Flounders last month announced the
well-deserved retirement of Mary Lou
Callahan, a 28-year veteran of the industry.

“Mary Lou has served as a model for our newer reps, exemplifying hard work, persistence and a ‘get it done’ attitude and several
of her customers considered Mary Lou an important element of
their overall go-to-market strategy,” commented Rick “We wish
Mary Lou a long and happy retirement with her husband Joe and
her growing group of grandchildren.”
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Print
materials.
Electronic
materials.
Regardless of the vehicle,
we take your customers
to where you want them:
your website.
e-marketing

flyers
catalogs
websites

To learn how OPMA can take
the wheel for you, contact us at
616.785.6061, or visit opma.com.
Office Products Marketing & Advertising
4211 North Division
Comstock Park, Michigan 49321
616.785.6061

The Government Shutdown
and What It All Means
By Paul Miller, NOPA Director of Government Affairs

	
I’ve been

around our Nation’s Capital
and its politics for almost twenty
years now and every year I ask myself
how it can get any worse. This year,
unfortunately, we all found the answer.

Politics has always been a contact support, but
today it is more so than it’s ever been. It is more
personal and the pace at which information is
sent out is measured in minutes not hours or
days anymore.
I harken back to the old days when we legislated
over a meal, coffee, on the golf course, and yes,
behind closed doors.
I am all for transparency and giving “the people”
a say in their government, but today we want it
100% our way or nothing at all. That is not how
government has worked or can work if we want
to be successful. There are 435 different views
in the House of Representatives and 100 different views in the U.S. Senate, so to expect all-ornothing legislating is not realistic.
When I first came to Washington, members of
Congress would argue and debate the issues
of the day. They may have heated exchanges
on the floor of the House or Senate, but at the
end of the day they could grab their wives or
significant others and have dinner with their
colleagues from the other side of the aisle. Not
today.
Gone are the relationships that made getting
things done in Washington possible. Now if you
work with someone on the other side of the aisle
you are labeled as a traitor.
Last time I looked, you still need votes from

each side to make laws. Neither side controls
both chambers nor do they have the majorities
to pass anything they want. Ignore those very
basic facts and ugly things happen.
We’ve had government shutdowns in the past
but this last one was the worst I’ve ever seen it
in my time in Washington.
I’m not going to inject my own political views on
whether the shutdown was wrong or right, but I
will say that we can expect more of this type of
legislating (or not legislating) in the future unless
we see a real shift in power or who we elect.
Both parties are to blame for the chaos we’re
in and you can point a finger at either side and
be correct. What we lack in our politics today
is leadership that can actually move an agenda forward. Back in the days of Bob Dole, Tip
O’Neill, Sam Rayburn, Everett Dirksen and a
host of others, we might not always agree or like
a particular agenda, but things did get done and
the country was the better for it.
I hear so often that people want term limits
and a true citizen government. I say we already
have that when you vote every two, four, or six
years. Votes still matter—just ask former President George W. Bush. Today more congressional elections are won by hundreds of votes,
not tens of thousands. We have the opportunity
each election to tell them enough is enough.
CONTINUED ON PAGE 35
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Paul Miller - continued from page 34
Also, it’s not hard to make the case that we do
have a citizen government today. In 2010 we
elected 85 new freshman members of Congress,
most of whom had never held elected office before. But look where it’s gotten us!
Many brought with them a dogged bull-in-a china-shop attitude but while they had no difficulty
breaking the china, they found it a lot harder to
come up with a solution of their own to replace it.
Compromise was simply not part of their language. Indeed, today it’s almost the case that if
you lie, cheat and steal from the voters, you can
still get re-elected but get caught compromising
to produce results and your career is over.
So what’s a citizen to do? More specifically, what
should the small business owners and operators
who make up the independent dealer community do?
Even before the shutdown, the dealer community faced some major challenges.
First, we have a government procurement system that is looking to do business with fewer and
fewer vendors.
Secondly, we have a regulatory system that forces small businesses to spend more time on trying to comply than they do actually running their
businesses.
Thirdly, we have a tax system that rewards the
Fortune 500 companies while trying to balance
the budget on the backs of small businesses.
And if all that wasn’t enough, we also have a
healthcare system that forces small businesses
to pay, on average, 18% more per capita than
their larger counterparts.
Those challenges—and others like them—make
it more important than ever for the dealer community to stay engaged in the political process.
Being heard has to be a part of your business
plan each year. It isn’t easy to be heard above
the hyper-partisan bickering we see today, but it
is a necessary part of your business.
We are already going through a major change
to our healthcare system, Congress is about
to attempt major tax reform and we are getting
ready for the next generation of Federal Strategic Sourcing.
NOVEMBER 2013
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If independent dealers don’t step up and get involved on these issues, we will end up worse off
than today. That’s guaranteed.
And don’t make the mistake of thinking you are
too small to make a difference. I’m not going to
lie and say it’s going to be easy, because frankly
it won’t be. But we are being heard again and we
are taking the lead on the key issues impacting
the industry.
Congress needs to begin getting serious about
its support for small businesses but that won’t
happen if you and others like you aren’t pushing
for it.
We need to stop trying to balance the budget on
the backs of small businesses and instead cut
red tape, lower the tax rate, make it easier for us
to hire talented employees, stop trying to implement an inflated minimum wage and stop trying
to handcuff us at every turn.
The sooner the government lets small business
innovate and create, the sooner this country will
see a stronger economy and more real jobs. But
these things will only happen if we make them
happen and we do that by pushing aggressively
for changes in Washington. It can be done but it
will take political will to move the mountain. I’m
betting independents can get it done!
Let me simply conclude by saying that government has changed over my twenty years here in
Washington. That’s not a bad thing. What is bad
though is our current inability to achieve results.
I have (I hope) another 20-30 years left in my career so I hope I will see some more changes in
our system of governing. I said it in the beginning
and I’ll say it at the end: Give me back the old
days, with the smoke-filled rooms and closed
doors any day of the week. At least that way, I
know we will govern!

As director of government affairs, Paul Miller is NOPA’s
government advocacy representative on Capitol Hill. Miller
represents NOPA and dealer interests before the U.S.
Government and key states; insisting on a level playing
field in contracting for independents and protecting office
products dealers’ business against misguided government
proposals. For more information, visit www.nopanet.orgNOPA-Government-Advocacy.
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OFDA Presents
Manufacturer of the
Year Awards in Six
Categories

The awards were distributed at the recent
NeoCon East tradeshow in Baltimore by
Mike Tucker, chairman of the board of the
Independent Office Products and Furniture Dealers Association (IOPFDA), parent
association of NOPA and OFDA.

By Alicia Ellis,
Director of Marketing & Communications

This year’s winners were:
• Workstations/Systems – AIS, Inc.
• Seating – SitOnIt
• Casegoods – Global – The Total Office
• Tables – SurfaceWorks
• Filing – Great Openings
• Storage – Trendway

The Office Furniture Dealers Alliance
(OFDA), NOPA’s sister organization, recently presented six Manufacturer of the
Year awards to the winners of its second
annual Dealers’ Choice Survey.
Aimed at providing product category level
feedback from dealers of all sizes on the
full range of support they receive from
their primary non-aligned suppliers, more
than 1,200 votes were cast for Manufacturer of the Year in the Workstation/Systems, Seating, Casegoods, Filing, Tables
and Storage categories.

NOVEMBER 2013

Dealers were also asked to rank the issues that are most concerning to them.
This year, the top five areas of concern
were:
• Completeness and accuracy of
product deliveries
• Delivery of products in satisfactory,
damage-free condition

INDEPENDENT DEALER

• Timeliness of product deliveries
• Product quality

• Overall quality of product lines
For dealers, the Dealers’ Choice Survey
Report offers a high-level perspective of
the comparative performance of industry
manufacturers in areas that dealers typically consider to be most important. This
allows dealers to consider the potential
benefits of forming new relationships or
strengthening them with the industry’s
highest performing manufacturers as a
means to further elevate their marketplace success.
Participants receive free copies of the report. NOPA and/or OFDA members and
non-members can review an abstract of
the 19-page report and order their copy
by visiting www.ofdanet.org/OFDA-Dealers-Choice-Award-Survey.
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Motivating
Your Sales
Team
You May be Surprised to
Learn What’s Number One
by Jim Rapp

Most everyone will agree that motivation is a very personal thing and the differences between one person and another, even those doing the same work,
can be quite startling. There are always
motivating factors beyond the control
of any employer that will be important
to individuals regardless of what they
do or where they work.
Yet there is still a lot that dealers can
do, both individually and as teams, to
motivate their salespeople.

Nothing succeeds
like success
It hardly comes as a surprise that the
more successful salespeople become,
the more motivated they are. Providing recognition for their successes is
extremely important. To say it another way, failing to praise or continuing
to hound a rep, even when he or she
demonstrates progress, can be very
de-motivating.
Selling today is a group effort. No one
can go it alone and be successful.
Without question, the number one moNOVEMBER 2013
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tivator for salespeople today is having
the backup necessary for the rep to be
professional and appear professional in
the eyes of their customers.
In the military, they say, “I’ve got your
back” and that attitude is just as important in the battle for sales as it is
in the trenches. Providing that support
takes many forms, but one of the most
important is training, especially now,
with so many new products and services, and some new and very different
expectations at the customer level.
Perhaps second in importance is being
part of a team, not just a sales team,
but a bigger team, one that includes
everyone from the owner to the drivers. Here’s what’s working for some top
dealers around the country.

Get everyone involved
“When we talk about a sales team it
includes a lot more than just our salespeople,” says Ray Seefeld of Superior
Business Products in Schenectady,
New York.
CONTINUED ON PAGE 39
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“Our reps work with S.P. Richards’ business development managers, making end
user calls for furniture, or cleaning and
breakroom products. We also pair up our
salespeople—for example a supply person with a furniture person—for a day of
cross selling. This not only motivates but
is a learning experience for both reps.”
Continues Ray, “We’ve also done some
blitzes, teaming a customer service person
with a salesperson and a driver for a day.
As you might imagine, it comes as quite
a surprise to the customer when three
people show up, but they’re pleased that
we’ve given them so much attention and,
of course, the customer gets to meet people they’ve only talked with on the phone
or with whom they’ve exchanged emails.
“In October, we did a breast cancer awareness drive, dividing employees into three
separate teams, making calls and offering
10 or 12 items at very low prices—everything from pens to chairs, any items that
manufacturers or wholesalers supported.
And, of course, we made our customers
aware that we support the cause.”
“We do something similar,” states Jim
Entwistle of Village Office Supply, Bridgewater, New Jersey.
“With online ordering, you can lose a customer and not even know it. No matter how
good your salespeople are—and we have
the very best—they just can’t go it alone.
It can get pretty lonely out there. The best
part is that when our reps team up with our
product specialists to make calls, everyone is motivated. It’s a win-win situation.
“It works equally well with our drivers.
They don’t simply drop off at the door.
They deliver to the various departments.
They know lots of people in every customer location. They talk to our reps about it
and others in our office. Now they’re more
than delivery people.”

Learning new things
Education may be the greatest motivator
of all. Certainly every sales team needs
NOVEMBER 2013

to learn a lot these days, with all the new
products and services being offered, as
well as contacting non-offices, from factories to building maintenance management firms.
“The main motivating factor for my reps is
regular, constant training, explains Steve
Berdinis of Houston-based Bishop Office
Needs.
“Most of my reps have been with me for
quite a while,” he continues, “but so many
things are changing—new product lines
or categories, a different kind of buyer
than they’re used to seeing, different decision makers and how to approach them.
Learning all of this helps them stay motivated, keeps the job fresh.”
“We use trainers from manufacturers we
represent. I do some training myself after
I’ve been to an on-site seminar, when it’s
too expensive to send all our reps. Being
successful, feeling that you’re a professional, that’s the greatest motivator of all,
but how do you get to that point or stay
that way, that’s the real question.” That’s
David Guernsey talking. He heads Guernsey Office Products, Dulles, Virginia.
“The sales job has changed dramatically.
The old line rep took orders. Today, maybe 15-20% of customers still operate that
way and we’re training our people to reduce that number even further. I regularly ask our reps, ‘What do you do for that
customer?’ and I ask that expecting some
meaningful answers. Talk about motivation. What are we doing to motivate the
customer? Being able to work with three
quite different generations at the customer/prospect level—the millenials, the generation Xers and everyone else—that’s a
challenge for every rep, regardless of their
age or experience.”
David continues, “One of the things we’ve
done extensively is train our people on
customers as it relates to their age—how
they think, what they value, how they
make decisions, what resources they use
to make these decisions?

“We have product specialists in each
category—jan/san, furniture, breakroom,
etc., who work with our salespeople
We’ve also found that matching a rep to
a customer or prospect having similar interests and who is about the same age
can be motivational for both people, while
building customer relations.”

Embracing technology
“What can be more motivational to a
salesperson today than the ability to talk
with customers about their businesses, providing important facts and figures
about what they’re buying and how they
can better manage their use of the products and services we provide?” asks Gary
Trowbridge, Palace Art & Office Supply,
Santa Cruz, California.
“Whether using a tool like Acsellerate to
help them analyze gaps in purchases or
giving a product presentation on their
iPads, our salespeople not only gain an
edge over most of our competitors, but
are truly helpful.
“It’s simply amazing the number of opportunity areas that are found with this
approach. When you are talking with the
next generation down, it’s cool, but much
more than that.
“When you can access price comparison
tools which show pricing for OfficeMax,
Office Depot, Amazon, etc. and put their
prices up against ours, it gives you resources that are so radically different from
what we’ve had in the past. We are empowering our salespeople to go out and
be really equipped to make that call and
be very professional.”
Gary continues, “Learning how to do this
doesn’t come easily for some. It’s a lot of
work. But I believe anyone can learn—it’s
a choice. The good news is that training
is available from all directions—buying
groups, wholesalers, manufacturers—and
a lot of it is available online.”

CONTINUED ON PAGE 40
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“How do you motivate your salespeople
to focus on the verticals in today’s marketplace?” asks Ian Wist, Wist Office
Products, Tempe, Arizona.
Answering his own question, Ian says,
“We spend a lot of time and energy at our
weekly sales meetings going over all the
verticals—general line supplies, ink and
toner, managed print, multi-function printers, printing, ad specialties, safety and
wellness, furniture and so on.
“Every rep must understand that we’re
trying to move all of these categories, filling in the gaps where some product use
is shrinking, like paper and everything that
goes with it.”

I know it when I see it
After more years in this business than I
want to think about, I find it impossible to
describe to you the motivated salesper-

son, but as the saying goes, I know one
when I see one.
I would say that the dealers I talked with,
not just in preparing this article, but over
time, have the same problem when they
talk about motivation.
Tricia Burke, Office Environments, Louisville, Kentucky, sums it up this way: “The
successful reps today are the ones who
take the initiative and who are always
moving forward. As sales managers, we
hold our people accountable, but it’s self
accountability that’s extremely important.
“Certainly selling isn’t getting any easier. Everyone needs to be more creative,
more persistent and constantly following
up. We talk about consultative selling, but
what does that mean? It means staying
up on your field, knowing the customer
well, and having something to offer, using
all your skills to truly be a resource to the
client.”

The bottom line: It’s not enough to know
that you’re doing a good job--that you’re
a professional. You need to be told that—
by your boss, by your peers and by your
customers. And you need support—in the
form of that “I’ve got your back” attitude
from the rest of your team, ongoing training and the right technology to get the job
done.
Helping your reps get to where you want
them to be these days takes extraordinary effort, patience and stick-to-itiveness but as the independents you’ve just
been reading about demonstrate, it can
be done and to great top and bottom line
effect.
What are you doing to motivate your sales
team? Let us know (an email to simon@
idealercentral.com please) and we’ll pass
it along to our readers in future issues.

Office Products Women in Leadership (OPWIL)
is a professional organization connecting women in
leadership roles within the Office Products industry.
Together we can learn, develop and grow while forming
professional connections and developing lasting friendships.

Join our conversation on Facebook and LinkedIn for more information.
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Win More
Business
in 2014
United Stationers outlines paths to success
in a rapidly changing marketplace
By Megan Ogden, Senior Manager, Marketing, United Stationers Supply
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Introducing the First,
Truly Walk-Away Shredder
Fellowes®, the maker of The World’s Toughest Shredders™, is
proud to introduce the AutoMax™ 300C and 500C, the first, truly
walk-away line of shredders. Featuring Fellowes® proprietary
SureFeed Technology™ that eliminates the hassles and limitations
seen with other auto feed shredders in the market today. Simply
load the drawer, push the button and walk away. That’s it…really.
To learn more about what makes Fellowes® AutoMax™ Shredders
stand apart from the crowd, visit fellowes.com

USSCO Preview - continued from page 42
The world around us is changing quickly. Independent resellers are faced with forces that weigh
heavily on the business environment and affect how
companies and individuals buy office products, what
products they buy and how they use those products.
Today, unemployment rates are declining but the labor participation rate—the percentage of the overall population that is participating in the active work
force—is also dropping to rates not seen since the
1970s. Workplace demographics are shifting as
younger employees enter the workforce with different work styles, attitudes, values and buying habits.
Among the overall changes with the most dramatic effects on independent resellers are the shifts to
shopping and purchasing online and the reduction
of paper-based communication. All of these factors
require independent resellers to do business differently, and United Stationers has framed the roadmap
to success in the “Seven Moves to Win.”

Another
CUTTING
EDGE
DESIGN

United’s 2014 Marketing Power program is built on the foundation of these critical aspects of business and starts with helping
resellers assess their performance in each of the seven moves
to help prioritize elements and place emphasis on the elements
needed to compete successfully in this changing world.

As our resellers seek to deeply understand the end users they
serve, it is important to stay in touch with changing preferences
and attitudes. Research indicates that 77% of end users feel
empowered to buy from wherever they choose, regardless of
any “preferred reseller” status their company may have designated. It is critical that independent resellers stay in tune with
these empowered end users to gain their awareness and preference.
CONTINUED ON PAGE 46
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United Stationers recently completed a
comprehensive study of “millennial” office
workers (ages 19 to 36) which revealed
preferences and behaviors that are very
different from their “baby boomer” counterparts. The actionable insights from this
study are housed on the redesigned Solutions Central for easy reseller access. This
research will be followed by future studies
to arm independent resellers with actionable insight that will help them be more
effective in marketing to their changing
customer base.
In addition to sharing insights from primary research conducted, United has also
launched a service to help resellers field
their own research projects. Ask! Research
and Survey Service offers the ability for
resellers to field everything from short,
pre-written survey questions to highly customized customer feedback instruments
with the analytics and consultation built in.
Ask! allows resellers to tailor their research
to meet their unique local needs and stay

in tune with their customers’ changing attitudes and preferences.
Learning about and remembering customer preferences is critical to building
solid end-user relationships and creating a differentiated customer experience.
Resellers would be wise to invest in a
robust CRM (customer relationship management) solution that can integrate their
sales, marketing, and transactional touch
points. Research campaigns can help
enrich a reseller’s understanding of each
customer in their database, and that intimate knowledge can be turned into more
effective campaigns.

than ever, 35% of office workers are not
aware of their contract supplier. Winning
resellers need to emphasize their brand
as the embodiment of the customer experience they are committed to bringing
to life. Brand goes well beyond a logo and
includes the value proposition, personality and customer emotional response from
the service experience they encounter
when doing business with a reseller.
Increasing brand awareness with individual office workers can increase a reseller’s
share of wallet by preventing empowered
end users from purchasing elsewhere.
United offers a variety of tools to help
independent resellers strengthen their
brands and demonstrate how they can
bring them to life.

In today’s fast-paced work environment,
where companies are more-thinly staffed

The Marketopia Branding Program offers
independent resellers access to marketing
experts who know the industry and work
closely with resellers to refresh their brand,
CONTINUED ON PAGE 47
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logo, value proposition and messaging.
United also offers Outside the Box Branding to reinforce the reseller brand on every
order delivered. A variety of private label
paper programs are offered along with the
category expertise of the PaperRap team
to help a reseller extend its identity through
a high-velocity office consumable.

Today, people have a lot more confidence
in using the Internet for their personal
needs, and that has translated to different behaviors at work. Research indicates
64% of office supply purchasers prefer to
buy online.
Independent resellers’ first and most-lasting impression on their target customers

may be through their website, and it is a
vital part of their brand experience.
Resellers must invest in the right technology and focus to attract and retain
customers.
More companies are using social media to
enhance their work, and resellers need to
employ the right strategy and resources
to help build meaningful relationships with
their customers.
A solid web experience starts and ends with
high-quality content. United’s ECDB 2.0
provides market-leading content for over
40,000 items that form a solid foundation
on which to build an e-commerce business.
United applies experience and expertise
to continuously improve content quality
and diversity on behalf of resellers, enabling a better user experience.
This market-leading content is also the
foundation for SmartSearch which optimizes search functionality based on user

actions taken on reseller websites.
Resellers who utilize SmartSearch have
the ability to align the service with their
business needs, offering customization
that includes creating tailored product
assortments which generate results for
specific users, boosting select products
or including non-United items in search
results.
Delivering relevant product adjacencies
to web shoppers can help increase order
size and should increase user satisfaction.
Success in e-commerce also requires independent resellers to deploy effective
pricing strategies. Price transparency
available through the Internet means that
item-level information must be harnessed
and turned into the right competitive approach.
MarketXpert is an affordable service offered by United to provide resellers with
competitive intelligence and functionality
CONTINUED ON PAGE 48
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to better manage margins, prepare competitive bids, model scenarios for optimal
sales and profitability and integrate a solid
pricing foundation into e-commerce sites.
Every reseller must find the e-commerce
solution that is right for its business. In addition to the unique tools that United has
developed to work with a wide variety of
e-commerce platforms, solutions are also
available through MBS Dev, the technology division of United.
MBS Dev offers e-commerce solutions
for resellers through the delivery of industry-focused software, professional services, maintenance and support programs.
Stand-alone e-commerce sites are available that offer shopping carts, robust analytics, support for wholesaler content and
more as a way for resellers to improve online sales without breaking the bank.
MBS Dev also recently launched Customer Connect Mobile, a mobile web application that provides reseller customers with

access to shopping, purchase approvals
and order and account management from
any tablet or mobile device using touch
technology.

As work is done differently, office products usage is declining. Generational
shifts in office staffs mean that yesterday’s sales approach may not work today or tomorrow.
Resellers must stay in tune with changing
customer needs, honestly assess their
current sales ability and performance, invest in skill development and acquire and
retain new top talent.
United offers a United Dealer Training curriculum that addresses foundational sales
skills, including Sales Leadership, Behav-

ior Selling Skills, Negotiation, Powerful
Prospecting and Successful Selling from
the Inside.
Resellers who have used UDT programs
have seen a 32% immediate sales bump
and an 8% sustained sales increases.
United has recently transformed the selling organization that serves independent
resellers, building on the philosophies
contained in the Seven Moves.
After gathering input from customers,
reflecting on the brand experience and
assessing opportunities to expand the
market, the sales team was realigned to
match the right representatives with the
unique needs of a diverse variety of customers. Product category specialists were
also deployed to help serve the evolving
needs of independent resellers and facilitate market growth.
CONTINUED ON PAGE 49
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Group to assist independent resellers in
refining their approach to best meet the
needs of individual vertical markets they
aim to serve.

Digitization of office work and changing
demographics are negatively impacting
demand for traditional office products.
As that business declines, it is critical that
resellers seek out new revenue sources
and additional product categories that
their existing customers purchase.
Facilities management, breakroom and
workplace wellness offer new opportunities to expand reach and solidify a reseller’s value. Vertical market focus—like
healthcare, public sector, schools, and
large enterprise accounts—can also be a
source of business expansion.
United has formed a Vertical Markets

Winning business with these customer
segments often requires sophisticated
bid preparation and processes, industry-specific pricing requirements and individualized end-consumer support service needs.
This support team provides resellers with
targeted data, industry-specific programs
and key support services that help to improve expansion into these markets.
Resellers can achieve growth by expanding their category participation with their
existing customers.
United has launched Fresh to assist independent resellers in their pursuit of cleaning and breakroom business.
Fresh offers training, marketing tools, inside sales support, and access to a broad

NEW Tree Free
SuperTab File Folders

array of essential products on a single ordering platform.
United has also added a UDT Boot Camp
targeted at raising confidence and skill in
selling these products.
Jan/San and Breakroom Specialists have
also been deployed in the field to help
independent resellers gain confidence in
pursuing these product categories.
United has introduced a Breakroom
Source Catalog to add instant credibility
to resellers promoting this category. This
new tool offers an inviting look and feel
with several breakroom-focused covers,
fun and creative category break pages,
inspirational and educational spreads for
coffee and healthy snacking and spreads
that emphasize specific products while
providing all the information needed to
make an educated purchase.
As resellers seek to expand their markets,
they are often required to show evidence
CONTINUED ON PAGE 50
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of their expertise and capability. Sampling
can be an effective tool to build prospect
confidence, and several sample kits are
available from United to help resellers position themselves in a positive manner.
Whether a reseller needs to show the
breadth of marketing tools available or
provide examples of key school-related,
eco-featured, or Universal branded products, there is a kit available to make a
strong impression.

Campaigns drive revenue, build brand
awareness and maintain customer relationships. Today’s marketplace is too
complicated to “wing it.”
To be successful, resellers must build a
precise marketing plan that stays in step

with evolving market trends and where
each touch point contributes to the whole.
Whether the emphasis is on driving impulse sales, increasing awareness of
products and services or achieving greater reach, integrated campaigns should include a wide variety of touch points that
engage customers “where they are” with
relevant messages and content.
Whether it be in a customized catalog
cover or the consistent use of masthead
on emails and hard-copy flyers, each element of integrated campaigns provides
an opportunity to connect the dots and
emphasize the value a reseller brings to
customers and prospects.
Integrated marketing campaigns are an
important reflection of the reseller brand,
and United offers a variety of tools that
allow a reseller to consistently and continually keep their brand in front of their
existing and prospective customers
throughout the year.

Despite the shift to digital marketing,
hard-copy tools remain a mainstay to
drive sales. Solutions range from catalogs
(Everything for the Workplace; Classroom
Essentials; Janitorial, Breakroom & Safety
Source; Furniture Solutions for your Business) to promotional flyers (SmartDeals
Xtra, United Brands, Furniture Solutions,
Breakroom Essentials) to OnDemand flyers that resellers can assort to match their
unique customer preferences and needs.
Campaigns should be built on the intimate
knowledge resellers have of their customers. The Ask! research and survey service
can be used to deepen customer insights
and translate them into more-effective
campaigns.
OnDemand Marketing offers a vast library
of professional artwork and themes that
can be combined with United’s item content and turned into effective campaigns
with customized pricing that reflect a
CONTINUED ON PAGE 51
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reseller’s brand essence and business
strategy.

customized with their pricing, products,
and more.

One of the most effective campaign tools
offered is the Smart Deals Xtra, a turnkey
service that combines cross-category
customer offers with product solutions
and value-added content.

SmartDeals Xtra and Smart Deals for the
Office tend to be among the most-productive campaign tools offered by United.
These monthly flyers include end-user relevant promotions and general merchandise offerings to stimulate demand and
increase order size.

The eDeals program is a powerful promotional tool with a range of features to
assist resellers in keeping their customers
engaged with just the right frequency.

SmartDeals flyers work hand in hand with
eDeals to strengthen multi-channel marketing campaigns and include a combination of instant and mail-in offers.

For resellers desiring a more customized
approach and who have the resources to
manage the program, eMail Plus offers the
ability to pick and choose elements and
tailor email touch points to be consistent
with a reseller’s brand experience and
business focus.

United also offers a variety of flyers to
round out a reseller’s product marketing mix, providing highlights on United
brands, furniture, facility, breakroom and
workplace organization solutions.

United eMail Plus is a self-service email
marketing program which gives the reseller the power of eDeals creative posted
to their account each week, ready to be

Each allows a reseller to demonstrate capability and bring their brand experience
to the forefront.

With the pace of change and limited financial resources, it is critical that resellers
wisely invest in their business.
As resellers plan for a successful future,
freeing up capital to invest in new skills
and capabilities is a delicate balance.
United offers resellers a variety of ways
for to choose where their cash is tied up
to be able to expand their potential both
now and in the future.
United’s branded products—including Alera®, Innovera®, Boardwalk®, and UniverCONTINUED ON PAGE 52
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sal®—allow resellers to make the most out
of their inventory investments and offer
competitively priced merchandise comparable to national resellers’ store brand
lines.
Because the products are stocked and
available for next-day delivery to the
majority of customers across the United
States, resellers can free up their capital
and rely on the best-in-class fulfillment
options offered by United.
Universal branded products will begin to
appear in a refreshed packaging design
that will be attractive to resellers and end
users alike.
The more sophisticated look, which will
be rolling out gradually as inventories turn
over, reinforces Universal’s role as a trusted friend that delivers affordable quality
on everyday essentials.
The refresh includes highlighting select
Universal One products that appeal to of-

fice workers’ style and need for self-expression at an affordable price.
With changing demand patterns and declining overall office products consumption, resellers must choose wisely where
they invest working capital to avoid missing emerging opportunities or guessing
wrong on potentially obsolete purchases.
United’s diverse service offerings can provide flexible options on which a reseller
can build a successful business model.
Wrap and Label and Drop Ship offerings
allow resellers to ship product to a reseller’s location or directly to an end user,
potentially freeing up the need to stock
inventory and manage a warehouse. nedEXTRA allows resellers to provide nextday service without owning and managing
a delivery fleet.
When resellers have committed to fully
stocking product lines on behalf of their
customers, United Direct offers manufac-

turer-direct pricing as an option without
having to maintain additional supplier relationships and deliveries.
MarketXpert is an affordable solution for
resellers to analyze and deploy the right
pricing and margin strategies with confidence to optimize their top-line and bottom-line results.
To bring all the pieces together, resellers
interested in maximizing their capital can
enroll in the UDT Managing Margin for
Maximum Profitability Workshop.
By following the 7 Moves to Win and taking full advantage of the variety of tools
offered by United, independent resellers
can gain a competitive edge in a rapidly
changing marketplace.
For more information about the
7 Moves or to learn more about
United’s Marketing Power 2014
programs, please visit their website:
https://solutionscentral.ussco.com.
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Social Media Got
You All A Twitter?
It Doesn’t Have to Be That Way!
By Wendy Pike
It has the power to topple governments…
the ability to aid in the aftermath of a terrorist attack and ultimately help to capture
the terrorist … enough influence to impact
the stock market.

slowing down anytime soon. It can be
overwhelming, but it doesn’t have to be.
Think of social media as basically communications online. That doesn’t sound
too complicated, does it?

What can be so powerful? It’s as simple
as a post, a tweet and a connection…it’s
social media!

But for many beginners it can be. Getting
involved in social media can be intimidating, and you might not know where to
begin. Over the next few months, we will
discuss various social networks from the
dealer’s perspective and give you specific
ideas on how you can integrate social media into your marketing strategy.

Egyptian activists used Facebook, Twitter
and YouTube to organize and fuel a revolution. These tools sped up the process of
organizing and transmitting their message
to the world. In the Boston bombings, social media proved a powerful tool in organizing rescue efforts, locating loved ones
and ultimately investigating and bringing
down the terrorists.
A picture may be worth a thousand
words, but a single fake tweet blew a hole
in financial markets in seconds! The tweet
said there was an explosion in the White
House, resulting in major chaos on Wall
Street until it was proven false.
So, imagine if you would, the impact that
social media can have on the office products industry. You can harness that power
for your dealership!
Many dealers believe social media is a
waste of time and just a fad for young
people. But in today’s society, social media has become part of everyone’s life.
There is not a TV commercial, billboard,
radio spot or magazine advertisement that
doesn’t have a “Find us on Facebook” or
“Follow us on Twitter” Message.
Social media plays a big role in how people interact with each other, and it is not
NOVEMBER 2013

Social media is all about building a community around your brand. At the very
root, a brand is comprised of people! And
people want to engage with other people.
This is where independent dealers have
an edge over our big box competitors.
Our big box competitors are just too big
to engage and connect on a personal level. Social media is built on the idea of “Being Social,” and being social is an activity.
Many dealerships have gone out and created accounts with every social network,
but then they were not really sure what to
do with them. To obtain results, you have
to be active. So focus your efforts, start
with one network and give it your sole attention.

out further. What is it you want the community to know about you? Here are a few
tips to get you started:
nA
 vatar
Do NOT use the default avatar.
Be sure to have something that
represents your company.
n P
 rofile Name
Most times will be your company
name.
n P
 rofile Details
Come up with a great description
of your business. Create interest.
n W
 ebsite links
Make sure to link back to your
website so people can find you.
It’s all about connecting, engaging and,
putting it simply, being social. “Like” your
customers and follow what they are posting and engage on their pages. “Like”
industry manufacturers, as they can help
you find content to post. Check your timeline several times a day. Respond to every
question or comment from fans. Post new
and interesting content.
Next month we will discuss specific ways
to take your Facebook marketing to a new
level with 13 hot Facebook tips from the
Top Pros.

Many dealerships have a Facebook page,
and this is a great starting point. Make
sure you have created a profile, as this is
the first impression your community will
get of you.

Until then, connect with me on our
Facebook page “Twist OP”, or twitter @
Twist_OP. I want to be part of your online
community!

What you have in your profile will tell others a bit about you and will help determine
if they will want to check your company

Wendy Pike is president of Twist Office Products in
Wood Dale, Illinois and Roseville and New Prague,
Minnesota.

INDEPENDENT DEALER

PAGE 53

Comfortable
Customers

Buy!

And,
I’m One!
By Troy Harrison

For years, I’ve been speaking, training
and writing about how “Comfortable Customers Buy.” When we, as salespeople,
put our customers in a comfortable mood,
they are much more receptive to messages that help them make a beneficial
buying decision. And yet, until the last six
weeks, I never truly appreciated the truth
of that statement.
To review, six weeks ago, I fractured my
kneecap in a motorcycle accident. It was
painful and a little scary, since I’ve never broken a bone, had surgery, or spent
the night in a hospital before—yet I did all
those things together in about 20 hours.
My injury happened in Iowa, and when I
returned to Kansas City, I consulted with
a local orthopedic specialist that I was
referred to. And then…I did something
you’re not supposed to do. I switched
specialists. And the reasons why will fully explain why “comfortable customers
buy.” (And uncomfortable ones don’t.)
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When I arrived at the first orthopedic specialist, I filled out the volumes of forms
and then was greeted impersonally by a
nurse who brought me back to the examination room and informed me I was going
to see a physician’s assistant, rather than
a doctor. Well, OK, maybe that’s how this
goes.

At the second doctor, I was greeted by
a nurse who asked me a few questions
about my injury (the first firm had not
asked me any questions), and then took
me to see a surgeon. The surgeon examined the X-rays, showed me what they
meant and then asked about my work,
lifestyle and my upcoming commitments.

They gave me X-rays, the PA discussed
the X-rays with a doctor that I never met
and basically told me that any ideas of rehabilitation would be out of the question
until our next appointment three weeks
hence. Sit around until then—that was the
prescription.

Based on those answers, he prescribed a
rehabilitation protocol and gave me a preview of what the next three months would
look like (including the admonition to stay
off the motorcycle until December).

I was dubious but I decided to stick with
them. As the appointment approached,
however, they called to reschedule. In
fact they called to reschedule three times,
and at that point, I told them to forget it. I
found a different specialist and enjoyed a
completely different experience.
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It was specific, positive and personalized.
To make a long story short, further visits
to him and to his referred rehabilitation
specialist have been both positive and
productive.
I’m now a comfortable customer and I’m
buying what the surgeon is selling. Why?
CONTINUED ON PAGE 55
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What he did could suggest some principles of “Comfortable Customers Buy.”

you—you’ll want something a little more
aggressive.”

They made me feel at home from the
start. From the beginning, both the nurse
and the surgeon made it clear that I was
welcome there (even though I’d had surgery elsewhere), and I wasn’t just an afterthought. I’m now THEIR patient, and
they’re glad to have me.

The bottom line: The second doctor took
ownership of my recovery process and
showed that he cared. He took me from
a feeling of extreme discomfort to being
comfortable. Don’t get me wrong. My recovery is not moving as fast as I like—but
that’s biology, not his issue.

They communicated authority and expertise. When I’m worried about my physical
condition, I want to see a doctor. And I
saw one. I was talking to the expert—I
knew it, and he knew it. Doctors can communicate expertise through a white coat
– how can you do it?

Here’s my question to you

They asked a lot of questions. I’ve said it
before and I’ll say it until I can say it no
more. Questions—good questions, not
leading questions—show that you care.
How good were the questions? Well, here
are some examples: “What do you do for
a living? A speaker? OK, when is your
next speaking engagement? Well, you’ll
be able to stand and walk by then with a
leg brace; will that be acceptable? Good.”
The doctor, nurse, and even the X-ray
tech made it clear that the experience was
about ME, not about them.
They told me what the road ahead looked
like. From the moment that I found myself flat on my back on U.S. Highway 71
in Iowa, the scariest part for me was the
unknown future. How long would it take
for me to come back, to walk normally,
to travel, to work, and yes, to ride again?
My surgeon in Iowa gave me some ideas,
but he was reluctant to come up with a
full plan because my after-care would be
done in Kansas City. The first specialist
did nothing to alleviate my fears. My current doctor was very clear about showing
me the game plan, good and bad.
They connected me with other resources
that I would need, including an excellent
physical rehab therapist. He even said,
“We have multiple specialists that we
can use, but I think this is the best fit for
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How can you implement the principles
above into YOUR sales process? Think
about what my second doctor did and
let’s look at all that in a sales context.
They made me feel at home. This is
perhaps the most difficult thing to accomplish in the world of selling. The most
powerful obstacle we face is the customer’s fear of the unknown—or worse, fear
of the known. Much of the time, customers anticipate that we are going to attempt
to manipulate, coerce or otherwise maneuver them into making a bad deal for
themselves. How can you make someone
feel at home? One of the best ways is to
simply personalize the introduction to the
sales call itself.
They communicated authority and
expertise. People want to deal with experts. For a doctor, slipping on a white
coat suffices. For salespeople, it’s a little
different. Communicating authority and
expertise for me has always begun with
the way salespeople dress. Yes, I know,
that golf shirt is comfy but you look like
every other shlub out there. I’m still a fan
of conventional business dress. Not only
do you look different, but you will interact
differently with people. “Look sharp and
you’ll be sharp.” Next, since a white coat
isn’t available, why not simply tell your
customer why you are uniquely qualified
to help them improve their condition? Tell
them and show them, through explanation
of your expertise and then the application
of it. This, of course, requires you to be a
student of your own business.
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They asked a lot of questions. Asking
good questions is the best way to show
a customer that you truly care about him,
and that you’re on his side. And by good
questions, I don’t mean, “If I show you
something that you like, you’ll be interested in buying, right?” Leading questions
destroy customer comfort and trust and
require the customer to put up his defenses. Instead, I’m talking about questions
that dig deep and give a strong understanding of the result that the customer is
looking for. How will the customer define
a successful purchase?
They told me what the road ahead
looked like. Here, again, we’re getting
into fear of the unknown. Customers worry
because they feel (sometimes accurately)
that your sales process is designed to put
them at a disadvantage. Instead, tell them
the steps involved in a purchase and how
they benefit the customer. Your customer
will appreciate the road map, they will get
more comfortable and trust will follow.
They connected me with other resources that I would need. Immediately post-purchase is an excellent time to
help your customer find other resources
(if necessary) to optimize the buying experience and improve his/her condition.
Lazy salespeople don’t do this; winning
salespeople do.
Yes, I know, this is more work than simply asking the rote questions, giving your
canned presentation, shooting a price into
the air and hoping for an order. However,
it’s a lot more successful—and a lot more
profitable.

Troy Harrison is the author of “Sell Like You Mean
It!” and the president of SalesForce Solutions,
a sales training, consulting and recruiting firm.
For information on booking speaking/training
engagements, consulting, or to sign up for
his weekly E-zine, call 913-645-3603, e-mail
TroyHarrison@SalesForceSolutions.net, or visit
www.SalesForceSolutions.net.
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E-Tailers’ Delivery Issues Mean New
Opportunities for Independents
By Tom Buxton

Our Gift to You:
Complimentary Shipping
free standard shipping on orders over $75.00
Offer Expires November 3, 2013.

What a deal! If you are like me, at least 3-5 offers like that arrive
in your email every week and also, if you are like me, you are so
tired of dealing with them all that you have given up on sending
them to spam. But, stop for a minute and think about what these
advertisements are communicating.
They indicate that the vendor will temporarily reduce their profitability in order to gain you as a customer. Such an offer also confirms that delivery is the most difficult obstacle for online retailers
to overcome in order to gain market share and profits.
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Delivery, especially the next-day or same-day variety, involves
logistics that are very expensive for vendors.
All vendors—except the typical office products/furniture dealer
who has a fleet of trucks that specialize in just in time delivery—
must pay a significant portion of their profits to ensure that the
customer receives what they have been promised.
And guess what? Even the biggest of the big guys (Amazon,
eBay, etc.) are struggling with same day/next day profitability.
Want proof? In the Wall Street Journal on October 22, reporter
Greg Bensinger stated that Amazon was raising its minimum order for free same-day delivery to $35.00 from $25.00 in the 11
U.S. cities where they can provide the service.
He suggested, “Amazon’s increase in the minimum purchase for
free delivery seems tied to an effort to push users to sign up
for Amazon Prime, which offers two day delivery for $79.00 per
year.”
Wal-Mart also raised its minimum threshold for free shipping to

INDEPENDENT DEALER

CONTINUED ON PAGE 57

PAGE 56

Tom Buxton - continued from page 56
$50.00—just in time for the holiday season! Doesn’t the timing of
these announcements seem a bit odd to you? Raising prices just
before Christmas?
It must mean that though same day and next day delivery have
become a “battleground for retailers” to increase market share,
such arenas are not necessarily profitable.
eBay currently has a program that costs only $5.00 to dispatch
a courier to area stores to buy merchandise, but Devin Wenig,
the head of their marketplace unit, shared, “It would be nice to
ultimately make a little money.”
So here’s the picture: eBay is attempting to expand its sales
while costing itself margin; Amazon wants to change buyers’
habits so that they don’t need same day or even next day delivery, and Wal-Mart has discovered that it can’t make a profit with
small orders.

Does anyone else see opportunity?

Because we don’t market to individuals, it ought to be possible
to entice our customers to buy more on a regular basis through
the personal touch that your customer service and delivery people add to so many transactions.
If we can add more lines of business to our websites and become more of a destination to our customers, business and profits should improve dramatically.
Our ability to deliver accurately, quickly and at low cost have
always been differentiators, but an advantage that used to be
little more than a narrow crack when compared to the big boxes
can become a chasm against the online retailers. Leverage that
advantage to grow sales and profits in 2014.
Lastly, as we approach the only holiday of the year that has not
become totally commercialized, please take some time to write
down what you are thankful for. My list this year is unbelievably
long and includes the relationships I have with many of you.
Happy Thanksgiving!

Let me be clear. I don’t think that we should charge for small
orders, just because the big guys need to.
Au contraire, why aren’t we trying harder to expand the number
of items that we can deliver the next day or same day like Amazon, Ebay and Staples? By increasing density on established
routes we can improve our overall profitability.
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Tom Buxton, founder and CEO of the InterBizGroup consulting organization,
works with independent office products dealers to help increase sales and
profitability. For more information,visit www.interbizgroup.com.
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