Story: continued from page XX

continued on page XX
OCTOBER 2008

INDEPENDENT DEALER

PAGE 1

THE

WINNERS’Circle
Inc 5000 Honors
Go to Industry Firms
Inc magazine published its annual ranking of the country’s outstanding small
businesses recently and there were more than just a few industry firms celebrating their
inclusion. Our congratulations go to the following fine companies:
I Tango Office Environments
Bellevue, WA (Ranked #108)
I Complete Office
Seattle, WA (#233)
I Contract Office Installations
Posen, IL (#427)
I Apex Facility Resources
Seattle, WA (#880)
I OfficePro
Janesville, WI (#883)
I BuyOnlineNow.com
Rochester, MN (#1273)
I Office Furniture Innovations
Houston, TX (#2000)
I MyOfficeProducts
Brentwood, TN (#2005)
I Kershner Office Furniture
King of Prussia, PA (#2028)
I MyOffice Facility Solutions
San Diego, CA (#2341)
I Letterfolders.com
Northvale, NJ (#2376)
I eCommerce Industries
Fort Worth, TX (#2450)
I Sandia Office Supply
Albuquerque, NM (#2511)
I Sunbelt Office Products
Norcross, GA (#2598)

I Ergo Works
Palo Alto, CA (#2883)
I King Business Interiors
Columbus, OH (#3366)
I Office Images
Rockville, MD (#3636)
I Kerr Albert Office Supply
Port Huron, MI (#3853)
I OfficeScapes
Denver, CO (#3916)
I M&M Office Interiors
Pewaukee, WI (#4028)
I InstallNET
Crofton, MD (#4171)
I OEC Business Interiors
Elmhurst, IL (#4175)
I WorkSquared
Novi, MI (#4307)
I SmartOffice Services
Glen Burnie, MD (#4441)
I Interior Investments
Lincolnshire, IL (#4634)
I Garvey's Office Products
Niles, IL (#4843)
I Alternative Business Furniture
Eden Prairie, MN (#4874)

Stone Office, Pennsylvania Dealer, Marks Fiftieth Anniversary
In Scranton, Pennsylvania, TJ Stone and his brothers, Chris and Jamie, have got plenty
to celebrate as Stone Office, the dealership their father Tom founded back in 1958, marks
its fiftieth year of continuous operation.
The company has come a long way since Tom Stone started out. Back then, it was a
typewriter and adding machine repair shop—just Tom and one employee working out of
Tom’s house. Today, the machines side of the business is long gone and the business
operates exclusively as a contract furniture dealership.
Furniture-related services have become an increasingly important part of the business
in recent years, and storage, reconfigurations and refurbishing are providing attractive
new revenue streams to help flatten out the peaks and valleys of product sales as the
dealership moves into its next fifty years.

A Tough
Industry
with a Heart
of Gold
If there’s a more competitive industry than office
products I, for one, don’t want to know anything
about it.
But despite a relentless struggle for sales and market share at all levels of distribution, it’s also an industry whose members are capable of remarkable
generosity. The same people who go out and battle
with each other every day in the marketplace are
somehow able to put competitive pressures aside
and work together on causes that are far bigger than
any of us.
Case in point: the City of Hope. Last month saw the
culmination of a year-long campaign that raised $7.3
million in support of research and treatment of cancer and other life threatening diseases. This year’s
honoree was Dick Gochnauer of United Stationers,
but that didn’t stop United’s biggest competitor, S. P.
Richards, from generously supporting the effort. Next
year, the honoree will be Jack Truong of 3M and we
already know 3M’s competitors in the industry will
be equally generous.
And it’s not just the amount of money raised each
year that’s impressive. It’s the breadth of support the
City of Hope enjoys―from the executive suite of the
largest global manufacturer to the home office of the
one-person rep firm and all points in between.
So as this year’s campaign closes and before next
year’s gets underway in earnest, it doesn’t seem too
out of line to suggest that our industry take a step
away from the field of battle for just a moment and
collectively, give itself a pat on the back for a job well
done.
There are a lot of people—at the City of Hope and
elsewhere—who have cause to be grateful for our
industry and the way its generosity has helped pioneer new treatments and research into diseases that
threaten them or their loved ones. In these tough
times especially, that’s something to celebrate and
be proud of. Let’s keep it going next year!
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ARTLITE
USES
ECi
Excerpts from a letter to ECi written
by Martha Thompson of United,
nominating Artlite Office Supply
for DDMS Dealer of the Year:
“A long-time DDMS user (since 1989),
Artlite was the first dealer I know to
use e-commerce, trying the very first
system offered, even before the internet came along.
For years, DDMS used them as a Beta
site for new products, and they have
always embraced new technology.
They are a traditional dealer that has
over 60% of their office supply business coming in online, and they have
a reputation for perfection.”
ECi congratulates Artlite on being
named DDMS Dealer of the Year.

Bert Light, Co-Owner,
Artlite Office Supply

INDUSTRY-SPECIFIC BUSINESS SOFTWARE
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Winners’ Circle: continued from page 2
Chuckals Office Products, Tacoma Dealer,
Launches Cell Phone Recycling Program to Help
Victims of Domestic Abuse

With sales at Kenny’s dealership currently running 16% ahead of
last year, it looks like the kids of Alexandria aren’t the only ones
hitting the bullseye these days!

In Tacoma, Washington, Al Lynden, Chuck Hellar and their team at
Chuckals Office Products have come up with an innovative way to
help folks in need within their community and at the same time, keep
still useful equipment from being carted off to the local landfill.

In Virginia, The Supply Room Companies
Draw 600 to Office Products Show

Since July, Chuckals has been collecting used cell phones from
customers and prospects and donating them to their local YWCA
to distribute to victims of domestic abuse.
Chuckals’ Al Lynden offers a rationale for the program that will resonate with many independents. “As a locally owned and operated
business in Tacoma for over 15 years, we recognize a responsibility to give back to the community that has supported us,” he says.
“This is one way of doing just that and with over 200 cell phones
already processed through the program, we’ve been overwhelmed
by the response from our customers and business partners.”
You don’t have to be a customer to participate and if you’ve got
any cell phones of your own you don’t need, Al would love to hear
from you! Just give him a call at 253-620-2350 or drop him an email (info@chuckals.net) for details.

Louisiana Dealer Takes to the Great Outdoors to
Support His Community
Kenny Sayes has always been a lover of the great outdoors.
When he’s not taking care of business at Sayes Office Supply, the
dealership he co-owns with wife Cindy in Alexandria, Louisiana,
chances are he’ll probably be out hunting or fishing somewhere.

In Ashland, Virginia, “Your Winning Team” was the theme for The
Supply Room Companies’ annual Office Products Show earlier
this month. Representatives from some 45 different manufacturers had their game faces on to welcome close to 600 Supply
Room customers and prospects. Above: Darlene Akers (third from
left) and her team from Akers Business Solutions.
In addition to the expo, the event also featured a series of seminars on LEED certification, recycling, ergonomics and more.

Miller’s Office Products, D.C. Area Dealership,
Offers Customer Appreciation Lunch Cruise

So when Kenny starts thinking about giving back to the community that has given him and his family so much—his parents ran a
dealership themselves from 1978 to 1995 and this year sees the
tenth anniversary of his and Cindy’s own business—it’s not too
surprising that Mother Nature figures largely in his plans.
Case in point: last month’s National Hunting and Fishing Day
event, that saw the Louisiana Dept. of Wildlife and Fisheries play
host to a happy crowd of local kids and their families for a full day
of fishing, target shooting and more.
It used to be attendance at the event was little more than 50 or so
in a good year, but then Kenny got involved. Over the past three
years, attendance has surged to 1,500 plus, thanks in no small
part to Kenny’s dealership focusing 100% of its ad budget on the
event—including TV, radio and local newspapers—in the three
weeks leading up to it.
Kenny has also taken on the role of fundraiser-in-chief, and this
year he brought in more than $11,000 from local businesses to
support the event.
“National Hunting and Fishing Day has become a big deal for us
and the community over the past few years,” says Kenny. “And
even though it’s certainly helped keep our business growing, the
biggest reward is just seeing the faces of the kids when they
catch their first fish or hit a target on the firing range.”
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Lorton, Virginia-based Miller’s Office Products took to the waters
to show appreciation for their customers in the Washington, D.C.
area with a special lunch cruise on the Potomac.
The event had a strong “Go Green” theme, with environmentally
friendly products on display from key vendors. Representatives
from over 75 of the dealership’s Top 100 customers were in attendance, reports executive vice president Wayne Stillwagon, and
courtesy of some outstanding vendor support, over half of the
customers received door and/or table prizes!
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Winners’ Circle: continued from page 4
Green Products Front and Center at Office Supply
Services’ New Products Show

the second acquisition for AAA this year and its seventh such acquisition overall. Stephen Pulvirenti, GOS president, and the GOS
staff, will be joining AAA.
“Both companies have a long and successful history, and share
similar cultures dedicated to providing the type of supportive environment to employees that leads to outstanding customer service.” said AAA’s Steve Danziger.
“We are delighted to welcome these outstanding industry professionals to the AAA team and look forward to leveraging our
combined experience and resources to benefit our expanded
customer base.”
In spite of the present economy, AAA said it plans to further its accelerated growth through aggressive expansion of its sales team
over the next several months.

Office Supply Services guests crowd the show floor visiting more than 45 show
booths representing nearly 100 manufacturers.

Green was also the dominant color last month in Concord, North
Carolina, just outside of Charlotte, where Office Supply Services
held its second annual new products show. Over 300 people attended the event, which featured “green friendly” office and janitorial products and commercial furniture with nearly 100
manufacturers represented.

“Salespeople seem to appreciate the respect and freedom we
provide them, and appear motivated by the unlimited upside of
our compensation program, along with the attractive plans we
offer to help them through the challenge of creating a new sales
territory”, said Danziger.

New Look for Schmidt Goodman, Minnesota Dealer

Attendees responded very positively to the event’s green focus,
according to OSS show coordinator Don Hill, “Customers understand that sometimes green products may be a little more expensive, but we’re finding more and more of them are genuinely
‘earth-conscious’ and willing to pay a little more to do the right
thing. Our sales reps and exhibitors alike wrote a lot of business
at the show and we have dozens of leads to follow up on.”

Guernsey Office Products Acquires
Richmond, VA Dealer
Chantilly, Virginia-based Guernsey Office Products has acquired
Harold's Business Supply, Inc., dba Discount Office Products, in
Richmond. The transaction was completed as an asset sale last
month. Discount's operations in the Richmond market will provide an important logistics platform for Guernsey's operations in
a trading area that includes the Baltimore, Washington D.C., Richmond and Norfolk, Virginia markets, the company said.
"Discount Office Products has served the Richmond market for
28 years and we look forward to welcoming this fine dealership
into the Guernsey family," said Doug Guernsey, COO.

AAA Business Supplies & Interiors, San Francisco
Dealer, Acquires Competitor
Also hitting the acquisition trail was San Francisco-based AAA
Business Supplies & Interiors, which last month purchased the
customer list of General Office Systems (GOS). This represents
OCTOBER 2008

In Rochester, Minnesota, Schmidt Goodman Office Products has
a new look and they're shouting it from the rooftops, says interior
designer Tracey Fogerty.
“With the help of Atlanta-based advertising agency Pure Red, our
S. P. Richards partners and an inside team of four employees, we
have new letterhead, business cards, web site, logo, taglines,
radio spots and vehicle graphics and response has been awesome,” says Tracey.

Superior Business Products Adds New Employee
Schenectady, New York-based Superior Business Products has
added Kevin O’Brien as a sales consultant. O’Brien was previously a sales representative with Ris Paper of Albany for the last
15 years.
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Secrets of Success

Our Focus is Customer Service
by Jim Rapp
At a Glance:
The Office Connection - Detroit and Chicago
Joseph J. Minc, President
Office and computer supplies, furniture
Founded: 1982
Employees: 30
Sales: $7.2 million
Partners: TriMega
Online Sales: 33%
Web: www.offconn.com
“Detroit is probably the last place anyone
would want to start an office products
business today,” says Joseph Minc, “but
when my wife and I started The Office
Connection in 1982, the auto industry was
booming and Detroit’s future looked very
bright.”
Minc, an accountant by training, initially
worked for another office products dealer
before he and his wife Karen decided to
start their own business.
“We started from scratch, building our
business slowly over the years, but have
had to reinvent ourselves several times as
the power players arrived and the Detroit
economy took a slow, downward spiral,”
Minc explained.
Like other independents, Office Connection
could not compete on price alone, but they

did sharpen their buying practices through
membership in TriMega, and by cutting
costs whenever possible. “We also focused
on providing a very high level of service,”
Minc said, “to the point where no competitor
came close to what we were doing.”
For Office Connection, a high level of
service means sitting down with each
prospect or customer, usually over two or
three visits, and reviewing not just what
products they use, but how they’re used,
who uses them, where a product is not
performing to the customer’s satisfaction,
and asking questions like, “What can we do
to help you meet your goals?” and “What
improvements would you like to see from
your present suppliers?”
Office Connection reps have become
specialists in the niche markets that now
represent a large portion of their business—
attorneys, CPAs, physicians and medical
facilities, mortgage companies and schools.
“Because we know a hundred things about a
customer, we know how to best serve that
customer, the customer loves the attention,
and we keep competitors at bay,” Minc says.
Because of their extensive customer
knowledge, Office Connection has been
able to sell a broader range of products and

services, including jan/san, breakroom
supplies, Green products and promotional
items.
In 2004, Office Connection formed an
alliance with Swift Computer Supply, a
minority-owned business that sells and
repairs printers and other office equipment.
This arrangement gives them a better
chance of obtaining business from major
corporations and government agencies.
In 2002, the company opened an office in
Chicago. An entirely stockless operation,
they now have eight employees and are
experiencing double-digit growth.
On their 25th anniversary, the Office
Connection was awarded a Certificate of
Tribute from Michigan Governor Jennifer
Granholm, as a supporter of the “Buy
Michigan” initiative and as a member of the
Michigan Minority Business Development
Council.
Looking to the future, Minc plans a major
expansion in the Chicago market and an
expansion of their niche marketing
approach in both markets.
“We may reinvent ourselves again,” says
Minc, “as the industry and the marketplace
changes, but our focus will always be on
customer service.”

Guaranteed New Business Opportunities
Client Acquisition Program
Salestactix has been producing the
highest quality office supply
opportunities for over 3 years. Our list
of clients is extensive and we are the
only company in our space that
guarantees the results.
All of our Leads adhere to the
following parameters:
• Minimum business size
• Currently buying from the
“Big Boxes”
• Agrees to minimum 30 minute
conversation
• Replacement lead for
cancellations
• 30% close ratio guaranteed
• Territory exclusivity
For more information contact:
Tom Ketchum
I 949.466.5718
I tom.ketchum@salestactix.com

What our client’s are saying:
Salestactix has become an important piece in the
prospecting efforts of SunDance Office Supply in
Oklahoma...We are currently closing better than 50%
of the leads and are on track for over $400,000 in
annualized business in the first year alone.

We have been using the Salestactix Program for
about a year now. Our reps love the leads...In a trying
California economy, sales are up over 5%! A good
part of this success is due to the new SalesTactix
Customers!

John Condry, SunDance Office Supply
Broken Arrow / Tulsa, Oklahoma
Jcondry@sundanceoffice.com

Diane Griffin, Radstons Office Plus
diane@radstons.com

Secrets of Success

Florida Business Interiors
and the Fine Art of
Listening
When the customer speaks, Florida
Business Interiors (FBI) listens. That’s one of
the primary reasons the Lake Mary, Florida
Haworth furniture dealership continues to
meet customer needs and exceed their
expectations for the past 17 years.
“We stress careful listening to our sales
people and our customer satisfaction
coordinators,” notes Dennis Bowman, vicepresident, sales. “We ask a question and
then listen very carefully to the answer.
Clients often tell us it’s like you read our
mind when you did our design and that all
has to do with asking good questions and
very carefully listening to their answers.”
In this age of ADD, listening isn’t an easy
skill to hone. How does FBI do it?
“Constant repetition keeps the sales force
in tune with that philosophy,” replies
Bowman. “I learned a long time ago that
people don’t care how much you know until
they know how much you care—about
them, their issues, their needs and their
desires. Don’t talk at them, talk with them.
Ask a question, then shut up and listen
carefully because they will tell you
everything you need to know.”
Customers also appreciate FBI because of
its owners’ hands-on approach. Both
Bowman and president Lyn Patrick pay
special attention to the company’s clients
and do their best to remain involved and
knowledgeable about every one. Those
clients run the gamut from healthcare to
Fortune 1000-type firms, education, hightech and high-profile defense contractors.
“We’re into a little bit of everything,” says
Bowman.
Casting a wide net across various verticals
has its advantages.
“If we’re working with a gaming company,
we try to take what we’ve learned from
dealing with them and use that for
understanding and dealing with a company
in a similar industry,” states Bowman.
Being a turnkey operation is another asset,
as FBI handles every aspect of an
installation from start to finish.
OCTOBER 2008

“We rarely subcontract
anything
out,”
says
Bowman. “We have our
own interior design staff,
our own project management, customer satisfaction
staff, our own delivery and
installation crews, our own
warehouse, our own trucks,
our own everything. Most of
our competitors in town
sub-out one or more of
those things.”
Bowman lauds the Haworth
connection,
which
is
another plus, especially
since FBI is the only
preferred Haworth dealer in
central Florida.
“Haworth has been really good for our
dealership because its strength is in its
flexibility, adaptability, and innovation,” he
says. “It’s not so much—or hasn’t been
until the past 4-5 years—the way out
cutting-edge design. It’s all about strength
and well-engineered products. That’s our
company.”
Bowman concedes that the furniture
business is down at FBI as it is across
much of the furniture industry.
“We could use a few more orders,” he
laments. “Our furniture business is off a
little this year, but we have a commercial
floor covering company as well and they’re
having a banner year.”
Has FBI done anything special to prepare
for the current economic downturn?
“My partner and I have invested a lot in
retained earnings over the years so we can
sustain ourselves and weather the storms
through tougher times,” says Bowman.
“Even in times like this, there’s somebody
out there selling furniture and having a great
year, and you want it to be you. You have
to work a little harder, a little smarter, and
be a little more creative during the tougher
times because the deals are fewer and
further between and there’s a lot more
competition when they do come up.”
INDEPENDENT DEALER

Even though Bowman expects more of the
same in the coming year, he remains
undaunted.
“We’re expecting the economy to remain a
little on the softer side, but we’re not
expecting a dramatic dip. We think things are
going to stay a lot like they are right now.”
Whether times are tough or furniture is
flying out the door, customers can expect
FBI to continue conducting business the
way they’ve been for the past 17 years—by
listening closely to what they have to say.
Florida Business Interiors at a Glance
Management:
Lyn Patrick, president
Dennis Bowman, vice-president, sales
Product and Service Offerings:
Office Furniture, Seating, Panels &
Partitions, Flooring, Education and
Healthcare Furnishings
Primary Furniture Supplier: Haworth
In business since 1991
Employees: 78
Growth between 2006 and 2007: 30%
Website: www.4fbi.com
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Are you watching your wear on the earth? With Trifecta, panache and
the planet coexist like never before. As a creation of configuration, you
can line them up, slip them into corners, design shapes, create squares,
and spec from a multitude of colors.
All you have to do is use your imagination.

Reshape your w orl d, indoor s and out.

PATENT PENDING

Consumable Couture

safcoproducts.com

Florida: County Auditors Find Nearly

$60,000 in Overpayments to Office Depot
Following Switch in Price Plans
Following last month’s report by state
auditors in California that found $2.5
million in overcharges in their supplies
contract with Office Depot, action on
Depot’s continuing problems with state
and local government contracts moved
back east, as auditors in Florida’s Lee
County said an Office Depot sales rep’s
recommendation to switch pricing plans
resulted in the county paying nearly
$60,000 more over the past nine months
than they would have without the switch.

county’s purchasing department indicated
they received no notices of price changes
during the period audited.

Local government auditors said that even
though the agreement the county was
using to buy from Office Depot required
any changes, substitutions, or pricing
revisions to be reviewed and approved by
the county and vendor, officials in the

On the advice of its auditors, Lee County
has withdrawn from the agreement with
Office Depot and is sending requests for
new bids for its office supply business.

Office Depot has already credited Lee
County for 166 discrepancies found
between order price and invoice price
amounting to nearly $5,700, a county
spokesman told the Palm Beach Post
newspaper. In addition, Office Depot has
given Lee County over $63,600 in price
adjustments and returned merchandise,
the Palm Beach Post reported.

Office Depot’s problems in California and

Industry Raises Record Amount for City of Hope in
Honor of United Stationers’ Dick Gochnauer

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

Florida come on the heels of allegations of
similar overcharges and pricing irregularities from state and county auditors in
North Carolina, Georgia and Nebraska
over the past year.
In North Carolina, the top official in the
state’s Dept. of Administration has asked
the State Bureau of Investigation to
determine whether a criminal investigation
is warranted into Office Depot’s pricing
practices, while Georgia suspended its
state contract after an audit of pricing.
For more information on Office Depot’s
problems with its state contracts, visit the
Depot State Contract Watch web page on
the INDEPENDENT DEALER web site
(www.idealercentral.com/id_watch.html).

$7.3 million and raised to nearly $70 million the industry’s total
contributions to the City of Hope since the Council’s founding in
1983.
This year’s campaign climaxed with a gala dinner in Chicago at
which almost 1,000 industry professionals honored United
Stationers president and CEO Dick Gochnauer as this year’s
recipient of the City of Hope’s Spirit of Life award.

3M VP Jack Truong (right) presents United Stationers president and CEO Dick
Gochnauer with this year’s Spirit of Life award from the City of Hope. The campaign
in Gochnauer’s honor raised a record $7.3 million.

The National Office Products Council for the City of Hope set a
new record this year for its support of research on cancer and
other life threatening diseases, with a campaign that brought in
OCTOBER 2008

Also among this year’s highlights: a $5 million contribution to the
City of Hope from Quill Corp. co-founder Harvey Miller, a special
“Curling for a Cure” event in St. Paul, Minnesota sponsored by
Quality Park Products and an innovative campaign spearheaded
by Shachihata’s Paul Ventimiglia and Martin Clemente to raise
funds to buy a piano and other musical instruments to provide art
and music therapy for patients and their families at the City of
Hope.
Next year's honoree will be Jack Truong, vice-president of 3M's
office supply division. For further information, visit
www.cityofhope.org.
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The people who make the best
stamps in the world...
These are exciting times at Xstamper. Our reputation for quality and being at the forefront of stamp-making technology has never been stronger.
Our ability to satisfy our customer’s needs—by being faster and more efficient is better than ever.
It all starts with a new attitude we bring to work with us every day. It’s called teamwork, and for us that means everyone’s ideas are welcome,
everyone shares in our success, and everyone is dedicated to providing the best products and service possible.
The enthusiasm around here is contagious. We’re attracting the very best personnel, while also
retaining the best, most experienced members of our team. And most importantly, our customers
are noticing.

For More Information, please call 800.851.2686

07-00032

Industry News: continued from page 11
Focus Is on the Future at Office Products Summit
OPWA and OPRA Launch Effort to Form
Single Umbrella Organization

pation by industry volunteers but it was clear from our discussions
at the meeting that support is strong among the members of both
organizations for such an effort.”
Gary Brusa, OPRA president, echoed Templet’s remarks, “There is
a need to have one strong office products group that can address
the needs of manufacturer representatives, manufacturers and
wholesalers.”
During the Summit, Templet moderated an open Industry Forum
discussion that focused on key trends and the continuing role of
industry associations.
There was broad agreement on the need for an organization to
provide a framework where industry executives at all levels of
distribution can meet to maintain and nurture strong professional
relationships. The need for better and improved communication was
also stressed.
In addition, one member volunteered, the new organization should
have as a key goal “keeping the independent dealer channel
healthy” as well as finding other channels and products.
Following the Forum, the OPWA and OPRA Boards met together to
Pentel’s Tim Fallihee (left) receives OPWA’s 2008 Leadership Award, the association’s
highest individual honor, from OPWA president Joe Templet.
discuss how best to achieve the objectives discussed by members.
It’s no great secret that the industry’s trade associations have been They decided to distribute a survey to a broad cross section of
seriously challenged in recent years by consolidation and other industry companies to seek their input on the new organization.
market trends.
Companies to be surveyed will include from current, prospective
But if last month’s Office Products Executive Summit offered any and former member companies of both organizations as well as
indication, members of both the Office Products Wholesalers marketing organizations, buying groups, third-party providers and
Association and the Office Products Representatives Association, other related companies and associations.
co-sponsors of the event, are determined to find new ways for their The results of the survey will enable the Boards to make fact-based
organizations to provide more value
and opinion-based decisions
and continue to play an important
about the structure and makeup of
OPWA Honors Members; New OPRA Board
role in the industry overall.
the new umbrella-type organiAlso at the meeting, OPWA presented its annual awards
zation.
The OPWA and OPRA boards met
and OPRA announced its 2008-09 board members.
together during the Summit and
The OPWA and OPRA Boards will
I Winner of the OPWA Manufacturer of the Year award
reached an informal agreement to
have a follow-up meeting in late
in the Office Products category was Energizer, with
restructure their respective associNovember or early December to
Shachihata earning runner-up honors.
ations into one umbrella-type, yet to
discuss the results of the survey
be named organization.
I In the Writing Instruments category, Zebra Pen was
and map out a transition plan.
named
Manufacturer
of
the
Year,
with
Pentel
of
Joe Templet, OPWA president, said,
“Clearly, the model that has been
America named as runner-up.
“We spent several hours in
in place for many years is no
discussions at the meeting about
longer effectively serving the
I Pentel also won OPWA’s Innovation of the Year
both the future of the industry’s
industry—even though the need
award for its Recycology line of green writing
associations and the office products
for a common framework where
instruments. Sealed Air Corporation was the runner-up
industry in general. There was
we can all meet and work together
with its Wonderfil Reusable Inflatable Packaging.
overwhelming support for a new,
on common concerns has
I OPWA’s highest individual honor, its annual
industry-wide organization focused
probably never been greater,”
Leadership Award, went to Pentel’s Tim Fallihee for his
on helping its members respond to
commented Templet.
new industry dynamics and the
many years of service to the industry and the
“Both the OPWA and OPRA
challenges and opportunities of a
association.
Boards recognize we have a
rapidly changing market.”
responsibility to re-invent our
I Members of OPRA’s board for the coming year are
“The consensus clearly paves the
organizations if we are to respond
Matt Maller, Great Lakes Sales (president); Gary
way for OPWA and OPRA to come
to an industry that has largely
Brusa, FGB Sales (immediate past president) and
together as one and lead the way”
been re-invented itself in recent
district directors Nick Aronis, Godfrey Group; Darlene
said Templet. “The details will
years and that’s just what we
Akers, Akers Business Solutions, and John Frey Jr.,
require a lot of work and particiintend to do.
Frey Gaede & Co.
continued on page 15
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Industry News: continued from page 13
ECi Names New Senior VP,
Worldwide Sales

Dealer technology provider eCommerce
Industries has named Michael W. Gibson
as its new senior vice president for
worldwide sales, with responsibility for
managing sales operations across all of
the company’s product lines and business
units, including both its North American
and European operations.
Gibson brings over 20 years of experience
to his new position, with a background in
both sales and marketing management in
U.S. and overseas markets as well as
general management with full P&L
responsibility.
Gibson comes to ECi from Jacksonville,
Florida-based Vurv Technology, a software
provider specializing in the Human Capital
Management industry, where he served as
senior vice president – global sales and
business development,
Before joining Vurv, he worked for
computer manufacturer Dell, Inc., where
he held several positions including, most
recently, director of Dell’s $4.2 billion
Middle Market Division, overseeing sales
and support to small and medium
business customers in North America.

United Stationers Releases New
SmartSearch Web Capability
Wholesaler United Stationers has released
its new SmartSearch capability for
resellers. SmartSearch enables the
delivery of United’s product content for
nearly 40,000 products to power resellers’
web storefronts, based on search and
navigation requests by end consumers.
OCTOBER 2008

The capability is being delivered to dealers
in cooperation with leading industry
technology providers.
With SmartSearch in place, the reseller’s
web site retains its own look and feel;
however the consumer now has an
improved shopping experience with
functionality powered by United. Refining
searches by product attributes becomes
easier, and consumers have access to
more product details than ever before,
United said.
Shoppers will be able to find what they are
looking for on the resellers’ web sites more
effectively because of the powerful search
engine within SmartSearch that takes full
advantage of the product content.
Consumers are able to do easier side-byside comparisons, more easily search for
ink and toner and other supplies and
accessories, and see suggestions for
alternate products. The benefits to the
reseller are increased web sales, reduced
customer service time required to sell
products, and improved profitability,
United said.
“This is another major step in our
continued drive to enhance the endconsumer shopping experience, and to
further enable resellers’ access to
technological resources that keep them
strongly competitive,” said Laura Gale,
vice president of marketing for United.

S. P. Richards Launches New and
Improved Create-a-Flyer
Program
Wholesaler S. P. Richards has introduced a
new and improved version of the Createa-Flyer program it offers dealers to help
them produce custom marketing flyers.
New features include:
I A broader product offering that
allows dealers to select from the
entire SPR product database, over
25,000 items
I A streamlined item selection
process, enabling dealers to search
by product stock number, key words
or product categorization
I A custom image upload feature
allowing dealers to import their own
images into the flyer
I A choice of 1, 2, 3, or 4-page
formats
INDEPENDENT DEALER

I An expanded gallery of campaign
themes that includes Single
Sourcing, Buy local, Low prices, Go
Green and more
I The ability to turn any product
block into a “coupon”
Flyers can be saved as downloadable
PDFs or as jpeg files for e-mailing. For
more details, contact your S.P. Richards
sales rep.

TriMega Pays $5.8 Million in Q2
Rebates to Members, Forecasts
Total Record Rebates for 2008
The TriMega dealer group recently
announced another on-time cash
distribution of rebates to its dealer
members. The association distributed
rebate checks for the second quarter of
2008 totaling $5.8 million to its more than
560 members nationwide.
This recent payout brings the total rebates
paid in just over nine months of 2008 to
$29.5 million, which already exceeds last
year’s twelve-month total of $29.2 million
and represents an increase of 17% over
the same period last year.
TriMega also increased its total rebate
payment forecast for 2008 to a record $34
million – $4.8 million over total rebates
paid in 2007. Total direct purchases
through TriMega’s suppliers were up 7%
year-to-date in 2008 versus prior year. This
recent rebate distribution covered Q2
2008 purchase activity, which includes the
growing rebates from the Association’s
TriSupply program.
“The ongoing commitment to dealer
profitability combined with basic buying
group blocking and tackling, have helped
to keep our members strong despite the
current economic and market challenges,”
commented TriMega president Charlie
Cleary. “The emphasis on driving business
to TriMega suppliers, while helping our
members realize efficiency and cost-ofgoods benefits in their business, has
continued to prove itself as a fundamentally
and financially sound strategy for our group
and our dealer members.”
TriMega said its next cash rebate
distribution is due December 15 for Q3
2008 purchases.

continued on page 16
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Smead Receives Awards for ‘Outstanding Web
Site,’ Sustainability Efforts
Filing and organizational products manufacturer Smead recently
received an “Outstanding Website WebAward” from the Web Marketing
Association. Smead won the award for the Smead Organomics section
of its web site for its overall design and interactivity.
“Receiving an Outstanding Website Award is a great honor,” said
Jim Riesterer, Smead vice president of marketing. “Smead makes
it a priority to understand how people work, and we are continually
creating new ways to get things done—faster, easier and smarter.
We think our web site should reflect that priority as well.”
Smead also earned honors recently for its efforts in support of
sustainable forest management by promoting its Sustainable
Forestry Initiative certification.
Smead backs its SFI fiber sourcing certification with co-branding
activities, such as web site materials, decals for retail stores,
consumer brochures and tradeshow materials, which raise
consumer awareness of the value of SFI certification.
“The SFI program provides rigorous environmental standards and
performance measures,” said Casey Avent, director of supply
chain for Smead. “In a world that needs careful management for
future generations, we all need to make the right choices to keep
our offices organized and our environment healthy–and choosing
SFI-certified products is the right choice.”

Shachihata Puts Its Stamp on Community Support

The HON Company Announces Leadership Changes
At The HON Company, Jeff Lorenger has been named vice
president of sales and marketing and Mark Roumfort has become
vice president of product management and development.
Lorenger, who previously had the role of vice president of sales,
will increase his responsibilities to oversee the company’s
marketing initiatives as well. He will continue his role of building
and leading a strong sales team, grow The HON Company’s
brand and marketing capabilities and also manage sales of the
company’s basyx product line, showrooms, marketing programs
and marketing communications. He joined HON’s parent
company HNI Corp. in 1998.
As vice president of product management and development,
Roumfort, who has spend 23 years with various HNI operating
companies, will oversee product development, engineering,
design and management for all HON product categories.

Industry veteran Ellen Leverette Joins The
Highlands Group as COO
Ellen Leverette has joined The Highlands Group independent rep
organization as its chief operating officer. As COO, she will be
directly responsible for support services, process improvements
across all business units and will also contribute to selling and
merchandising strategies for all of The Highlands Group companies.
Leverette has been in the office products industry for 23 years. Prior
to joining The Highlands Group, she was director of merchandising
at United Stationers, global sourcing manager at O’Sullivan
Industries and, most recently, product manager at S.P. Richards Co.
Headquartered in Atlanta, The Highlands Group is a multi-line
marketing and sales organization with sales representatives
across the US, as well as a dedicated national account team.

New Communications
Director at NOPA

Life for some 800 children in need in Southern California has been
easier over the past few months, thanks to the outstanding
generosity and community spirit of the folks at Shachihata,
makers of Artline markers and Xstamper stamps.
Under the leadership of customer service and order processing
manager Dawn Leclerc, the driving force behind the company’s
charity work, Shachihata employees donated money to purchase
800 back packs this summer for the Los Angeles Regional
Foodbank and its weekly BackPack program.
Under the program, the Foodbank distributes a backpack full of
food to children at risk of hunger every Friday, to help them get
through the weekend. “They told me their greatest need at the
time was for the back backs, which are given to over 500 children
a week,” said Dawn. “I have a soft spot for hungry children”.
That soft spot isn’t just limited to children, though. In June, the
twelve-person sales and marketing team at Shachihata also
packed over 1,700 bags of food for seniors in just one afternoon!
OCTOBER 2008

Alicia Ellis has been named the
director of communications and
publications at NOPA, the National
Office Products Alliance.
For the past twelve years, Ellis has
worked as a writer and editor for
publications serving the office
products and furniture dealer
industries. Her experience includes
five years as editor of Office World News magazine when it was
owned by BUS Publications. More recently she has served in a
variety of professional capacities with Imaging Network, including
as a writer and editor for its three magazines—Office World News,
imageSource and Office Furniture & Design—and several online
publications.
As director of communications, Ellis will be responsible for
providing editorial direction and developing content for use in
association print and online publications and NOPA’s web site.
She also will help guide communications with industry and
national media, as well as other external audiences. Ellis can be
reached via e-mail at aellis@nopanet.org.
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Cause for Hope

On behalf of City of Hope and the National Ofﬁce Products Council,
we would like to thank our 2008 Spirit of Life® honoree Dick Gochnauer
and the entire United Stationers family for their remarkable efforts
in leading this year’s “Cause for Hope” campaign.
We would also like to thank the hundreds of companies and the countless individuals
nationwide that provided invaluable support again this year. Congratulations on another
successful City of Hope effort!
Over the 26 year period, industry contributions, company hosted events, employee giving
drives and product promotional activities have raised over $69 million!
By helping City of Hope, you have strengthened our mission to develop new treatments that
are saving lives all over the world. And that’s something we can all be proud of.

Our sincere thanks to everyone who contributed toward the Cause for Hope campaign.
Heroes for Hope
3M
ACCO Brands
Avery Dennison
Corporate Express
Fellowes Inc.
Georgia-Paciﬁc
Hewlett-Packard
HON
Harvey Miller
Ofﬁce Depot
OfﬁceMax
OPI
S.P. Richards Co.

Sanford Brands
Smead Manufacturing Company
Spungin Family Foundation
Staples Inc.
United Stationers
United Stationers Associates
Champions for Hope
AOPD
Lagasse
MeadWestvaco
Diamond Circle
Belkin

BIC
Brother
Bush Industries
Esselte
Henkel Consumer Adhesives
Jack Miller
The Highlands Group
Pentel
Pilot Pen Corp. of America
Quality Park
Safco
Samsill
Shachihata

For more information on how to get involved, please visit us at www.cityofhope.org/NOPI

Honoree’s Circle
AMPAD
Clover Technologies
Domtar
Elmer’s Products
Energizer
International Paper
Lexmark
Nestle Waters
PM Company
TOPS – Cardinal
US Stamp and Sign

No Better Time Than Now
As the Giants Face
Mounting Problems,
Now Is the Time to
Win Back Their
Customers
by Jim Rapp
It’s not been a real good
year for the industry’s big
box operations. Their
performance on Wall Street
tells you all you need to know.
To eliminate the impact of the credit meltdown,
we compared September 1 share prices for each of the big
boxes with what they were trading at on the same day last
year.
The numbers speak for themselves: Office Depot: $7.04 this
year, versus $24.45 last year; OfficeMax: $12.24 versus $34.47.
And even Staples, considered by most Wall Street analysts to
continued on page 19
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Cover Story: continued from page 18
be the best of the bunch, could hardly be warming the hearts of its
investors: $24.20 versus $23.40.
There’s no shortage of problems in the big box world to account for
the miserable trend in stock prices:
I Relentless pressure on margins and overall profitability.
I Declining same store retail sales across the board.
I Management turmoil at OfficeMax and Office Depot.
I A steady stream of auditors’ reports from local and state
government accusing Office Depot of overcharges and other
irregularities.
I Growing concerns among Wall Street analysts and industry
observers that Staples paid too much for Corporate Express
and will have its hands full over the next few years bringing its
new acquisition into the corporate fold.

Easy Pickins? Not Quite.
With all the big box troubles, independents should surely be able to
just walk in and steal their customers, right? If only it was that easy.
The truth is that many of the customers independents want are still
buying from the big boxes—they’re not directly affected by all the
state and school district contracts in question, and there’s often
almost an “It could never happen to me” kind of attitude to contend
with.
“We have to go after this business now,” states Chris Peterson,
Warden’s Office Product Center,
Modesto, California. “Our window of opportunity is probably
about twelve months, to take
advantage of Office Depot’s problems and make the most of the
confusion as Staples works to integrate Corporate Express—two
totally different methods of operation.”
Warden’s has had some success in going after this business.
Peterson describes it: “Local governments have always been the
most resistant to talking with us. They’d say, ‘Office Depot won the
bid. Don’t bother us.’ Now we’re able to walk in, talk with them about
the Office Depot problems and leave a copy of an article about it
from the San Jose Mercury News, then discuss the benefits of
buying locally.”
As a result of their efforts, Warden’s has won several smaller school
contracts, and is now working on some of the larger ones, as well as
city and county offices. “We’re really just getting started,” Peterson
said, “but the outlook is good.”

Changing Minds is Hard to Do
There are many reasons that buyers refuse to switch suppliers, and
what they tell you may not be the real reason. Sometimes it’s just
too much trouble—they don’t want to bother. Many times it’s the
perception that no one can match big box prices, whether true or
OCTOBER 2008

not. Sometimes it’s simply, “I’ve never heard of you.”
If these are the most important reasons holding independents back,
then it would seem that the best approach would be to tackle them
head on—unravel the contract complexity issue, as the Warden’s
dealership is attempting to do, improve your own name recognition,
convince customers that you do offer competitive prices, and finally,
don’t make the buyer look bad. That’s a tall order.
“Our biggest problem with big box customers is the price issue,”
says Trace Marrs at Office Plus of Nevada in Las Vegas.
“It’s both a perception and a
reality, so we have to deal with
both. When it’s strictly perception,
we compare apples to apples, and
demonstrate that we are no
higher, and in many cases, lower
than the big boxes. When it’s a
reality, we deal with it honestly. Our price may be a few pennies
higher on some items, but lower on others. We talk about our better
service, buying locally, and most important, explaining that office
supplies represent less than one percent of the total cost of running
a business, so peace of mind is worth more than that. Why have
problems—out-of-stocks, employee complaints, running to stores
to pick up a few items?”
Marrs explains that he and his people tell this same value story to all
their customers, not just to big box customers. “It keeps our
customers from jumping ship. Our retention rate is close to 100
percent. What we sometimes hear is, ‘It’s hard to get a customer
away from you,’ from our competitors.”
The Hurst Group in Lexington, Kentucky, has been highly successful
in going after the big box customers, using a program developed by
industry consultant Krista Moore.
Called CPR, which stands for Conversion,
Penetration and Retention, benchmarks are
established, so that the dealer can measure
progress over time.” We also have a full-scale
lead generation program,” says Hurst’s
Randy Wheeler. “We follow up on every lead
with a powerful presentation, pointing out our
strengths and the benefits of buying locally.
“We are aided by the fact that the Big Boxes
have become more difficult for customers to deal with, as they
eliminate sales reps, move call centers to distant cities, and employ
phone reps who do not have basic knowledge of office products.”

You Have to Make a Choice
“Corporate Express is a big deal in our market,” states Ian Wist at
Tempe, Arizona-based Wist Office Products. “Now that they’ve been
sold to Staples, we say to their customers, ‘You have to make a
decision now. You can buy from Staples, a totally different company
with different products and prices, or choose another supplier. We
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are your best choice and here’s why…
“Our reps say, ‘we’re B to B, not B to C. They also point out that
Wist can provide specific brands and products that Staples does
not offer, like brand name furniture, used furniture, recycled printer
supplies, and special orders.

OFFICE PRODUCTS COMPANY

A Higher Class of Service!

“We put a positive spin on our
entire story, comparing our large
selection and next day delivery to,
‘You’re not going to get everything
you need at Wal-Mart or Staples,
so we’re the best choice.’ ”

How’s it working? “It’s a bit early to know for sure,” says Wist, “but
the initial response has been positive. Our plan is to get to as many
Corporate Express customers as possible before Staples arrives.”
Mark Miller is president of Eakes Office Plus in Grand Island,
Nebraska, a founding member of the new Pinnacle Affiliates dealer
group and a large independent with eight retail stores and a
commercial supply, furniture and equipment business serving three
states.
Miller offers a succinct description of the challenges facing all
independents: “We have to get the right cost of goods so we can

Five Reasons to Support

Locally-Owned Businesses

1

Community Wellbeing. As a percentage of revenue,
locally-owned businesses make significantly larger
charitable contributions to local causes than do national
chains.

Competition. A marketplace of small businesses is the
best way to ensure retail innovation and stable low prices
in the long run. It is a myth that well-run local businesses
cannot be price competitive with the major chains.

2

3

Product Availability. Local businesses select products and
services based on what their customers want and need,
not on an arbitrary national sales plan.

Local Decision-Making. Local ownership ensures that
important business decisions are made by people who live
in the community and who will feel the impact of those decisions along with their neighbors.

4
5

Keeping Dollars at Home. Various studies show that as
much as $45 of every $100 spent at locally-owned
businesses stays in the local economy, while only $14 of
that same $100 spent at a chain business stays in the
community.

Looking for more ammunition for your own
“Buy Local” efforts? Check out the Buy Local
section of the INDEPENDENT DEALER web site:
www.idealercentral.com/buylocal_07/index.html.

take that cost to the street. To be competitive, at least with the big
boys, we have to get that hurdle past us, and then do the basics—
excellent customer service, hard work, earn our customers’ respect,
while at the same time selling the ‘buy local, keep-your-money-athome’ idea.”

Tell Your ‘Buy-Local’ Story
Miller explains how one of Eakes’ reps dramatizes the point when
talking to big box customers:
“He places two stacks of 100 pennies in front of the buyer, saying,
‘This stack represents each dollar
you spend with us, and the other
stack represents what you spend
with Office Depot (or another
national chain). He then asks, ‘Do
you know how much of each of
these dollars stays in your
community and how much goes outside?’ The rep then takes away
the number of pennies that goes outside the community in each
situation. There’s not much left in the Office Depot stack!”
John Givens of Source Office Products in Denver has been working
with other independent businesses in his local market to push the
“buy local” idea.
“If we’re going to win this war,” Givens contends, “we have to out-local
the nationals. They’re aware of the problem and are trying to do
something about it, like donating to local charities and playing this up
in their ads, trying to get employees involved, etc.
“So we need to do more, and get the word out. We’re heavily
involved with local charities, associations, golf tournaments, and
similar activities.”
Source has also set up a database that identifies every middle size
and larger office products user in their market area, and is making
sure that the people in these accounts responsible for purchasing
know that Source Management is interested in working with them.
If they can’t convince the account to buy from them, they tell the
account they will be a
backup provider, leave
detailed information about
Source, and continue to
contact them on a regular
basis.
“Corporate Express is very strong in the Denver market,” says
Givens, “so we’re hitting their customers hard, talking about changes
in the industry, and the need to consider an alternate source of
supply.”
As some of the most successful independent dealers have pointed
out in this article, it take a lot of different approaches and a lot of
hard work to win the big box battle, but there’s never been a better
time to get the job done than right now.

Let us know what’s working for you and we’ll
pass it along in the next issue of
INDEPENDENT DEALER.
INDEPENDENT

OCTOBER 2008

DEALER

PAGE 20

United Stationers Gears Up for Vision 2009
Next month sees Vision
2009, United Stationers’
gathering of its first-call
dealers and their trading
partners for three days of
industry education,
networking and
entertainment, plus a
tradeshow featuring new
products and programs from
over 100 exhibitors.

This year’s event takes place Nov. 5-8 at
Rosen Shingle Creek in Orlando and, says
United’s Sr. VP of sales Pat Collins (pictured right), it promises plenty of benefits
on multiple levels.
“The Vision conference offers a terrific opportunity to expand your professional horizons and be exposed to the latest
thinking,” says Collins. “Dealers can expect to come away with a wealth of industry knowledge and new approaches that
will be particularly valuable in today’s challenging business environment.”
On the following pages, we take a look at
what Vision attendees can expect to find
next month in Orlando.
continued on page 22
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PREVIEW: Vision 2009 continued from page 21
Talk Show Host Dennis Miller,
Business Leader Bill Strickland
Headline Vision Program

Dennis Miller

Entertainer and five-time Emmy
award winner Dennis Miller will star
at Friday night’s Gala banquet.
Miller first gained recognition as
host of "Weekend Update" on
"Saturday Night Live." Since then
he also wrote and starred in the
Emmy-nominated cable comedy
special "Raw Feed," was the host
and executive producer of CNBC's
"Dennis Miller," and has appeared
on many politically oriented
television talk shows.

Bill Strickland
Described by Fast Company magazine founding editor William Taylor as “one of the
most mesmerizing speakers I have ever met," Bill Strickland will keynote Friday
morning’s General Session and offer attendees a unique blend of vision, leadership
and inspiration. Winner of a MacArthur Genius grant, lecturer at the Harvard Graduate
School of Education and a member of the Board of the National Endowment for the
Arts, Strickland’s organizations have created a model for arts, education, training, and,
most importantly, hope—and reshaped the business of social change in America.
continued on page 23
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PREVIEW: Vision 2009 continued from page 22
I Whatever Happened to Good Margins? &
Seminars
Making Tough Decisions in Today's Economy
United’s Vision conferences have
always offered a wealth of industry
education opportunities and this
year’s event is no exception. Listed
below are some of the sessions
available.

INDEPENDENT DEALER columnist Tom Buxton will offer two sessions at this year’s Vision conference: Whatever Happened to
Good Margins? will take a fresh look at margins from the perspective of what's going on in 2008 and will provide proven methods to increase your profitability with very little risk.

I Start Building a Successful 2009 with the
Industry's Best Training Resource -- UDT
Get a full rundown on all the programs now available from United
Dealer Training, from UDT manager Phil Barnette. New offerings
include a sales certification program, on-demand learning, podcasts, new courses and more.

I Sales Leadership: The Map to Sales Success
In this fast-paced, information-packed session, industry sales
training pro Jeff Gardner joins forces with manager of United
Dealer Training Phil Barnette to share some nuggets from the
popular UDT workshop. Topics include: Eight critical success factors for sales leadership, Sales culture accelerators, Keys to recruiting, interviewing and hiring, Measuring sales effectiveness
and more.

Tom’s second presentation, Making Tough Decisions in Today's
Economy, will offer insights from his own experience as an office
products dealer, along with cost management principles he has
developed from working with more than 60 dealers during the
past two years.

I Appointment-Making by Phone: The Art, the
Science, and Best Practices that Will Make Cold
Calling Work for You
Sales trainer Barry Caponi will explain how the best organizations
and sales pros combine the "art" and the "science" of cold-calling to create their own set of best practices that consistently have
doubled - or better - the number of appointments being set.

continued on page 24

GREEN

G R O W N F R O M N AT U R E
Shachihata is proud to unveil our new line of ECO-Green Permanent and
Whiteboard Markers. They are constructed from recycled plastic that is 100%
post-consumer waste. Each marker contains over 70% recycled content by weight.
But, we didn’t stop there. The Artline ECO-Green markers are also refillable
and replacement nibs are available to extend the life of the marker.
Look for the new ECO markers in catalogs this summer.

effective biodegradable protection

SOLUTION

Shachihata’s ECO line of markers are just another example of our commitment
to the planet, not just for today but for the future as well.

CLI-62617, 100/BX
CLI-62607, 50/BX
CLI-99617, 10/PK

Protect
your documents
& the environment

BIODEGRADABLE

SHEET PROTECTORS
Visit us at United Stationers
Vision 2009 National Dealer Forum

(800) 323-6084 •
OCTOBER 2008

INDEPENDENT DEALER

c-line.com
PAGE 23

http://www.c-lineproducts.com/product_category.php?category_id=71fea41ede99e66716afbaa8d41270cd

PREVIEW: Vision 2009 continued from page 23
I Selecting and Developing a High Performance
Sales Team with Predictive Index
Bob Clark, PI Consulting Group will explore the personality traits
that are needed for optimal performance in different selling roles
and discuss Predictive Index (PI) technology and how it can help
you select and develop only the best salespeople.

I Adapting Your Business Strategy to
Today's Turbulent Industry
Drawing on United’s latest round of “Vision consumer research,
United’s Sr. VP of Sales Pat Collins will provide a wide-ranging look at
current industry trends such as consolidation and changing consumer
demands and explore their likely implications for independent dealers.

I The Number One Time Waster for Office
Products Salespeople (It's Not What You Think)
In this brand new seminar, sales expert Jeff Gardner will expose the
Number One time-waster for business products salespeople: spending time with prospects that will never buy from you or your company. Learn why salespeople chase prospects that will never buy,
how to identify the difference between an opportunity and a waste of
time, how to use Jeff’s Buying Status Profile tool to close more sales
and more.

OCTOBER 2008

I Your Dealership's Furniture Profitability Metrics
Learn from consultant Jim Heilborn the most significant financial
and business measurements and all the associated costs relative
to profitability for key areas of your dealership such as sales, administration, finance and operations. Get information on current
industry averages and benchmarks, and leave this session with
specific metrics you can apply to each area of your business to
measure your furniture division's profitability.

I How Effective Budgeting Can Help
Your Cash Flow and Profitability
Financial management expert Don Hopp will show you how to
implement an effective budgeting strategy that can boost your
cash flow and profitability and help you start working smarter and
not harder by weeding out non-profitable customers.

I Green Marketing Update/Roundtable
Find out what's latest and greatest in the green revolution from a
product and marketing standpoint, in this one-hour update from
United’s director of marketing Jim McCann. Or, join several dealers who have already been employing green marketing to learn
about some of the best practices they have used successfully, in
a separate one-hour session.
continued on page 25
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PREVIEW: Vision 2009 continued from page 24
I Growing Your School Supply Business

I E-mail Best Practices

SEMINAR: How to Get from "Dabbling" to Dominating
ROUNDTABLE: How Are Other Dealers Dealing with Today's
Challenges?
Long-time school market veteran Doug Moskonas, will lead two
different sessions: How to Get from "Dabbling" to Dominating” will
cover the basics requirements to become one of the key players
that's on every school district's list of potential suppliers while a
separate Dealer Roundtable will feature dealers who have been
successful in the school market who will share their thoughts on
such topics as understanding key features of leading software programs being used today by many school districts, how to deal with
price changes and maintain strong margins and more.

Learn from e-mail marketing expert Alan Thompson how e-mail
marketing pros increase sales, profitability, and customer retention using effective, proven techniques and discover how to avoid
common mistakes that can derail your e-mail marketing initiative
and lose customers rather than gaining them.

I What is Managed Print Services and Why is it
Important to Your Supplies Business?
Discover how you can use the ability to implement a Managed
Print Service program to increase customers' productivity, remove cost from their business and increase your value as a partner. More importantly, with this offering you will prevent
competitors from eating into your supply business.

Dedicated Showroom Highlights Direct Access Furniture Program
Once again, United will feature a special showroom dedicated to its Direct Access office furniture showroom. All suppliers featured in
the Direct Access program will be displaying product in over 10,000 sq. ft. of showroom space located conveniently adjacent to the
main expo hall.
Direct Access program seminars and demonstrations of the Online Furniture Catalog, Visual Planner and DeskTop Presenter will be
scheduled throughout the Direct Access showroom hours on Thursday from 1:00-5:00 pm and again on Friday from 10:00 am – 2:00 pm.

Installation made easy. Anywhere.

The First Network of Independent Installation Companies

Over 250 service providers offering trouble-free ofﬁce furniture
installation services throughout North America.
A network of installation professionals
24/7 access to real-time project status
information
Online Quotes, national capability and
experience

Consistent performance and service excellence
nationwide
A one-stop solution for multi-location projects
Moves, reconﬁgs, panel cleaning and more!

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

Grow Profits Using Public Address Systems & Lecterns

M

eet Jack & Jill, they
are new customers and own their own
business. They need a sound system and
they’re on a budget.
Budget. That’s a very common word we
hear everywhere; from schools to small
business and even the corporate world.
But, Jack & Jill still need a sound system
that looks great and sounds great.
How about one that can adapt to their
presentation needs and expand when the
business grows? You carry AmpliVox®
products and you know how to configure
the vast product line to meet and exceed
Jack & Jill’s expectations and get them
rolling with the right system.
Sales Feature: AmpliVox offers a complete
line of solid hardwood lecterns with builtin 50 watt wireless sound systems to
portable 100 watt sound powerhouses that
cover football fields and, of course, all the
accessories that are going to drive up your
profit.

This is a great niche product that helps strengthen your position as more than a supplier of
commodities, but of higher margin, value-added business solutions for your customers.

So you ask Jack, “How many people are
in your audience?” “I present to about
250-500 people. I travel a lot and need
something that will travel with me and
my computer.”

Think of all the great uses for these products:
Multimedia
Presentations,
Training
Seminars, Board Rooms, Company Meetings,
Conferences, Educational Settings, Talent
Shows, Trade Shows

One of the first items that you would
recommend to Jack is this great “all
around” product the Wireless Audio
Portable Buddy, SW222. This system
includes computer interface cables that
will take his 2 watt computer and blast
the sound up to 50 true watts! He will
be able to cover an audience of 1,000
in 10,000 sq. ft. of space, and the best
part, its ultra portable, lightweight and
rugged. The plug and play design makes
it an easy to use system, yet the features
on the amplifier make it technologically
advanced.

Who in your customer base fits these
categories?

Sales Feature: If your customers are on
the go, one of the great benefits of having
their own sound system is they are never
surprised. They can focus on their work
instead of putting out fires.

Paydirt. Jack & Jill’s company has
grown and their audience is now 3,500
people! Wow, good for them. So you
say, “How about having an all in one,

Jack & Jill’s business has grown and
now need a snazzy lectern for their
board room/meeting room/training
room. They want a modern lectern for
a room that has multiple uses. “Hmm,”
you say, “Try the Adjustable Sound
Column Lectern, S505A!” Our lectern
collection has the modern and elegant
look that fits with today’s office design.
This lectern is perfect because it is easily
adjustable from 36 in. to 44in. and it’s
on wheels for easy maneuverability.

easy to use and affordable system on
wheels? You can play music, have two
or more wireless presenters and control
it all from one simple unit.”
The Digital Audio Travel Partner,
SW915 from AmpliVox® Portable
Sound Systems is that system. The
Digital Audio Travel Partner has
many capabilities that are built in plus
the ability to expand sound coverage
depending on your needs. It is rugged,
has oversized low friction wheels, and
a telescoping handle. All these great
features create the perfect solution to
presentations on the go.
Jack & Jill have been customers for a long
time and you have had the wonderful
experience of watching their business
grow with the advice and products you
sold them. Kinda makes you all warm
and fuzzy inside, doesn’t it?

Made in USA

WWW.AMPLI.COM

1-800-267-5486

INFO@AMPLI.COM

'HDOHUV3URÀWIURP$PSOL9R[

We have over 200 public address portable sound systems & lecterns.
We Design, Engineer & Manufacture - 6 Year Warranty - Superior Performance, Quality & Reliability

DIGITAL AUDIO TRAVEL PARTNER
SW915
with Remote Control Features:
250 Watts; Audience Size 14,000;
Room size 25,000 sq.ft; Use Indoors
and Outdoors!

ADJUSTABLE SOUND COLUMN
PRESIDENTIAL LECTERN
LECTERN S505A, SW505A
S450, SW450
Reach Crowds up to 1,500! Reach Crowds up to 1,500!
Elegant and stylish lectern made Two speakers, storage shelves
IURP ZRRG ÀQLVKHG LQ +LJK 3UHV- and rolls on 4 casters (2 lock)
sure Laminate. Adjust from 39-45
inches!

AUDIO PORTABLE BUDDY
S222, SW222
Reach Crowds up to 1,000!
Lightweight multimedia portable
sound system!

PREVIEW: Vision 2009 continued from page 25

United’s Furniture Program
Provides a Clear Channel to
New Sales and Profit Growth
In recent years, United Stationers has introduced some significant enhancements to its
furniture program. This year’s Vision conference will provide a showcase for United’s
latest offerings in what has become an increasingly important market for many dealers.
“The opportunities for dealers in the furniture business are substantial,” says Rich Aievoli,
vice president and general manager of United’s Furniture Category. “Our mission at
United is to provide them with the training, tools and resources required to maximize
those opportunities.”
United’s program, Aievoli contends, lowers the barriers to entry into the market for
dealers not presently focused on the office furniture business and provides an effective
upward path to the next level for dealers who are already engaged in it.
Melinda Myers, director, category programs for United, suggests that the opportunity in
the mid-market can be especially lucrative.
“A lot of our dealers are finding that the mid-market is underserved. Retailers often don’t
offer the quality of products or the expertise and services this segment requires, and the
furniture-only dealers may only want to focus on larger jobs. As a result, there’s a lot of
opportunity in the mid-market for a lot of dealers.”
Key resources currently available from United in the furniture area include:
Access to readily available inventory from more than 60 top quality
manufacturers that span the full spectrum of today’s office environment,
supported by a team of furniture sales and customer service specialists and a
marketing program that includes flyers, catalogs and a growing range of ecommerce tools.
Alera, United’s own private label furniture brand. Alera is a high quality, high
value line that brings a price advantage to the market of between 20-30%
while still providing some very attractive margin opportunities for dealers.
Furniture-related services such as bids and quotes for larger size jobs, and
delivery and set-up support that makes it possible for dealers to use United’s
resources to serve customers in both the small and mid-size markets.
An office furniture education and training program that covers everything
from the basics to more complex aspects of the design assessment process.
Direct Access, a program that offers a portfolio of 20 additional furniture
manufacturers in a separate catalog; turnkey marketing support that includes
resources to target vertical markets including healthcare and education; the
ability to consolidate orders from multiple manufacturer lines into one single
delivery and manage vendor relationships to expand dealer capabilities while
simplifying virtually every aspect of the furniture project.
Dealers at next month’s Vision conference will have plenty of opportunities
to learn more about these and other programs from United to help them
grow furniture sales and profits. Or, to get started right away, contact the
wholesaler’s furniture team at 1-800-424-4003.
OCTOBER 2008
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PREVIEW: Vision 2009 continued from page 27
Exhibitors

As of August 21, 2008

Accentra, Inc/Paper Pro
Acco Brands
Acme United Corp.
Acroprint Time Recorder Co.
Advantus Corp.
Ampad
Amplivox Sound Systems
Artistic LLC/Softalk Communications LLC
Aurora Corp. of America
Aurora Products
Avery Dennison
Balt/Best-Rite
Basyx
Belkin
BIC USA, Inc.
Blueline-Rediform
The Board Dudes
Boise
Brother International
Buddy Products
Burnes Home Accents (Dax)
Bush Business Furniture
C-Line Products, Inc.
Canon USA
Carl Manufacturing
Clover Technologies Group
Crayola
DMI Furniture
Deflecto
Dixon Ticonderoga
Domtar
Dri-Mark
Durable
Dymo
Elmers Products, Inc.
Energizer Battery Co.
Epson
Esselte
Falcon Safety Products, Inc.
Fellowes, Inc.
Fiskars Brand, Inc.
Five Star Distributors, Inc.
Fire King International
OCTOBER 2008

Georgia Pacific Corp.
Global Industries
Gojo Industries
Henkel
Hewlett-Packard
The Hon Co.
House of Doolittle
Iceberg Enterprises
Idea Stream Consumer Products, LLC
Identity Group
Imation
Infoprint Solutions
International Paper
Johnson Diversey Consumer Brands
Kimberly-Clark
Lathem Time
Lee Products Co.
Lexmark International.
Logitech
MMF Industries
Martin Yale Industries, Inc.
Master Caster Mfg Co.
Max USA Corp.
Maxon Furniture Inc.
Mayline Group
Maxell Corp. of America
MeadWestvaco (MWV)
Media Sciences
Millennium Mat
Mohawk Paper
Monarch Marking
NCR Corp.
Nekoosa Coated Products
Nestle
Nestle Waters
Nice Pak Commercial
Nudell
Okidata
PM Co.
Pacon Corp.
Panasonic Business Equipment
Pentel of America
Pilot Pen Corp. of America
INDEPENDENT DEALER

Plantronics, Inc.
Quality Park
Rolodex
Royal Consumer Products
Royal Sovereign International
Rubbermaid,
SJ Paper
SLI Lighting
Safco Products Co.
Samsill
Samsonite
Samsung Electronics of America
Sanford,
Saunders
Sealed Air
Seiko Instruments USA, Inc.
Seth Thomas
Shachihata, Inc.
Sharp Electronics Corp.
Smead
Solo Cups
Soporcel
Southworth
Sony
Staedtler
Stanley Bostitch
Tarifold, Inc.
Tennsco Corp.
3M Co.
Tombow
Tops Business Forms
United Receptacle
Velcro USA
Verbatim Americas LLC
Virco
Waterbury
Wausau Paper
Webster Industries
Zebra Pen Corp.
Xerox Supplies North America
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Breathe Life into your
Business with CPR!
by Krista Moore
As we enter into the fourth quarter of 2008, many businesses take a moment to reflect on
what they did or didn’t accomplish and what they should have done, or done differently.
As a sales leader in the industry for 20 years, I would always get a surge of energy on October
1 to execute aggressive sales strategies so that we would feel the positive effects of our efforts
in January. There would be a direct correlation between our Q4 proactive sales efforts and
activities, and whether the New Year would start off on the right track and with the right amount
of new, sustainable business.

Krista Moore is President
of K Coaching, LLC an
executive coaching and
consulting practice that
has helped literally
hundreds of independent
dealers maximize their full
potential through
enhancing their
management systems,
sales training, and
leadership development.
For more information, visit
the K Coaching web sites
at www.kcoaching.com,
for coaching and
consulting programs and
www.opwebinar.com for
the latest online training
courses.

At the same time, I would feel the pressure
of planning for next year’s sales strategy,
reflecting on past performance and
business trends, and establishing the “Go
Forward” plan. After all, we are starting
from ground zero again—right?
Next would be the dreaded quota-setting
process and aligning individual goals and
objectives to the company’s overall plan.

Are you feeling
overwhelmed yet?
This year, let’s take a deep breath and
understand and execute a simple, proven
method for business growth. Over the next
few months, we will challenge your thinking,
help prepare you for next year, and
ultimately create your “Go Forward” plan.

When I reflect on my experience over the past 20 years, coupled
with sales leadership within Boise and Corporate Express, I retreat
to the basics—the blocking and tackling, so to speak.
At K.Coaching, we coach, consult and train using the sales model
of CPR, and have helped hundreds of independents look at their
business model and their sales plans very differently. Not only does
the CPR model work, it is memorable and a proven method to have
sustainable profitable growth.
Ultimately, you want to have specific tactical plans in all areas of
CPR: Converting new business, Penetrating—selling more to your
existing customers and Retaining your current customer base.
OCTOBER 2008

With the right Conversion, Retention and Penetration activities
going on simultaneously, your business will grow! It is exciting to
engage the independent and build creativity around this sales
model and approach, but most rewarding when we see business
owners and sales leaders being more strategic in their approach to
growing their business and focused on the right activities that are
going to make them the most money!
The K.Coaching methodology begins with

DISCOVERY:
Understanding your strengths as a company—so that you can
play BIG from a position of strength. A great exercise is a SWOT
analysis with your team, so you can identify Strengths,
Weaknesses, Opportunities and Threats.
What is happening in your market? What is the competition
doing?—not so you do what they are doing, but so you can
identify what you need to do better.
Where and how is your current business growing? Get the facts,
gather the trends and analyze the data so your strategy is built
from a position of fact, not opinion.
What are your ideal customers’ needs and circumstances —What
is changing and what are their requirements? After all, it is all about
them, not about you!
Whether you are creating your Q4 push, wondering how you are going
to grow your business in 2009, or wanting new creative ways to stay
focused on the ideal sales activities—the CPR model is for you.
Let’s commit to roll-up our sleeves and begin the planning and
preparation for sustainable and profitable business growth.
Phase 1 is Discovery: The homework is above. Only THEN can you
create a CPR Sales Strategy that will work for you.
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Whose Side Is HP On?
by Tom Buxton

A little over three years ago, when I was still a
member of the Corporate Express merchandising
and margin team, I attended a very interesting
meeting. The occasion was a discussion between the
head of Hewlett-Packard’s toner group and our vice
president of merchandising. It took place in a large
conference room at a table that was over 30 feet
long, so that the “minions” from each company could
sit and listen to the dialog.
Had either of the main participants known in advance
how confrontational the meeting would become, I am
confident they would have quickly uninvited all of us.
But once the two parties started talking, I was
wishing I had brought popcorn, because it was better
theater than most movies I have attended.
What topic, you may be wondering, could have
caused enough tension for this meeting to become
implanted so deeply within my middle-aged brain?

Tom Buxton is founder and
CEO of InterBiz Group,
a consulting firm that works
with independent office
products dealers to help
increase sales and profitability,
for more information,
visit www.interbizgroup.com.
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It all started out fairly innocuously, but then
discussion turned to who ultimately owned the
customer that bought Hewlett-Packard products
from Corporate Express.
CE’s vice president of merchandising was shocked
by a statement made by the HP representative, who
for the purposes of this column will remain nameless.
He said flat out that HP owned all their customers.
INDEPENDENT DEALER

In his view, Corporate Express and all the other
resellers in the office products channel were merely
resources that could be replaced whenever HP found
a method for distribution that it liked better.
Maybe it was the experience of that meeting that has
made me more cautious about Hewlett-Packard than
with other vendors in our industry.
Don’t get me wrong, they make incredible printers
and their marketing prowess is unsurpassed. But
they are also the “ten-ton gorilla” in our industry,
which may explain why I have never read an article in
our channel that directly criticizes them.

Well, there is
always a first time.
The way Hewlett-Packard treats the distribution
companies that provide its products to businesses
around the world leaves a bit to be desired in the view
of this writer. The following are examples of some of
HP’s practices:
I They raised prices September 1 on
virtually all of the products they sell without
giving official warning of at least three
continued on page 31
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Tom Buxton: continued from page 30
months. Even during these inflationary times, just about
every other vendor within our industry except for the paper
merchants (volatility can cause the RISI index to move
dramatically up or down within a very short period) is still
able to provide 3-6 months’ notice.
I Hewlett-Packard sells product directly through its own
web site by marketing to anyone that signs up for
“Purchase Edge.”
I They provide their resellers with margins that are among
the lowest of any product our channel sells, while its
profits from toner are so large that they have represented
more than 100% of the company’s overall profitability in
some quarters.
I The company has raised its prices to most of its
resellers while it has significantly lowered pricing to those
with print management capabilities who will sign their
customers up for multi-year contracts.
Certainly every business owner and manager has the right to do
what is best for his or her company. However, it seems that other
folks within our industry, like the wholesalers and most
manufacturers, seem to view their resellers in a more collegial way.

moment. Certainly, the abbreviated notice from HP about their
dramatic (5-12%) price increases was a major impetus.
However, I am also concerned that so many independent dealers
today rely too heavily on the toner and ink category for sales. For
some, it represents up to 30% of their total business and that’s not
a good thing in my view.
Dealers need to broaden their offerings more into the furniture, jansan, coffee, markets and target various verticals like legal and
engineering supplies. Make it your goal in 2009 to diversify your
business, so it won’t matter as much to you whether HP acts more
like a partner or an owner of your customers.
In the interest of full disclosure, I want to be sure the reader knows
that recently I became a consultant for a remanufactured toner
company and you should consequently evaluate what I have
written on that basis. But that relationship has nothing to do with
the fundamental facts of the current situation: the price hikes are
still in place, the aggressive web marketing continues, and margins
on HP products remain slim.

Would a genuine business partner conduct itself in
this manner? I don’t think so. What about you?

There are many reasons I decided to write this column at this
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What Does The
Wall Street
Bailout Mean for
Healthcare Reform?
by Paul A. Miller
Earlier this month, the country hit the financial wall when Wall Street
collapsed and forced the largest federal bailout in history. This article isn’t
about whether the bailout was the right thing or wrong thing to do. Instead,
our focus is on what the bailout now means for healthcare reform.
If you’ve been among the supporters of Universal Healthcare, I’ve got
some bad news: You can basically forget about this becoming a reality
next year or any time in the near future.
The only way to pay for such a program is to raise taxes
and both Senator McCain and Senator Obama have
promised to cut taxes. It’s that simple.
While some will say healthcare in general is now off the
table due to the bailout, I don’t believe that and the talk
on Capitol Hill doesn’t support that view. I do believe
that the momentum gained by approaches to something
like a universal healthcare style system has lost steam.
What does all this mean for small businesses? The
good news is that there is still an opportunity for reform
that can help small businesses.
For several years independent dealers have supported
Association Health Plans and legislation that would
allow your national association to create a healthcare
plan they could then offer to you.
Paul Miller is a founding partner in Miller/Wenhold Capitol
Strategies, LLC, providers of
direct and grassroots lobbying, legislative and regulatory
tracking, advocacy planning
and implementation and related services. Before setting
up Miller/Wenhold, Miller
served as government affairs
director for the National Office
Products Alliance and the Office Furniture Dealers Alliance
(NOPA/OFDA). In addition to
his lobbying and regulatory
monitoring activities, Paul
also provides consulting services to businesses on selling
to the federal, state and local
government markets. For
more information, visit
www.mwcapitol.com.
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Supporters argued Association Health Plans could
reduce annual healthcare costs for small businesses by
as much as 20% and enable them to receive the same
type of benefits currently received by large corporations
and labor unions.
AHPs aren’t the total solution to healthcare needs for
small business, but they do represent a big step in the
right direction.
Small businesses have been left out of major policy
discussions when it comes to healthcare for far too
long. AHPs provide immediate relief for independent
dealers who see skyrocketing healthcare premiums
every year.
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When times were good small businesses couldn’t
possibly think about cutting healthcare for their
employees. If they did, they would lose top employees
to their competitors. Right now I don’t think this is
necessarily the case. Those working for small
businesses are more worried that they won’t even have
a job, much less healthcare.
This is why Congress has to act on healthcare reform
and why the bailout may be a blessing in disguise in
that it increases pressure for action. The question for
independents is, Are you prepared to tell Congress that
they have to act?
AHPs represent real relief for small businesses during
this downturn. They make it possible for small
businesses to offer quality healthcare to their
employees using an approach that has helped large
corporations and labor unions for years.
Why, especially now, shouldn’t small businesses enjoy
the same type of relief being provided to Wall Street?
Independents have a voice in Washington on issues like
healthcare. Use it! The time is now to be heard. A lot of
industries will be lining up for help next year, so now is
the time for independents to make sure they are being
heard. A silver lining may have presented itself for
healthcare reform. The question to you is, What will you
do with it?
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enlightenedLeadership
by Bill Kuhn

Bill Kuhn, principal of William E.
Kuhn & Associates, is a noted industry consultant, writer, and
speaker with over 35 years of
industry experience. He consults
with dealer principals and their
management teams in areas of
strategic planning, leadership
and organizational development,
marketing, financial management, valuation and merger/acquisition. For more information,
contact Bill by phone 303-3228233, fax 303-331-9032, or email: BillKuhn1@cs.com.
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In my last column, Making the Most of What You Have, I discussed the
outstanding leadership of Bob, the president and part-owner of a mediumsized firm. Based on my observation of Bob’s leadership and managerial
success, along with that of other successful dealer principals and owners, I
emphasize four critical leadership activities, particularly in these economic
times and with challenging workforce issues.

Begin with a well-designed vision
My experience has shown that far less than ten percent of dealers—and I’m talking
about hundreds of dealers—have a clear sense of company purpose and direction.
A mission statement and a business plan help, but they’re not the complete answer.
Furthermore, I find most mission statements vague, using clichés such as “to be the
best.” Sound familiar?
Today’s workforce wants to know where your business is going, yet if asked, their
common reply is “I really don’t know,” or, “It’s just business as usual around here.”
continued on page 34
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Bill Kuhn: continued from page 33
Jack and Suzy Welch recently said it so well: “Real passion is sparked by purpose, by people knowing why the
organization is taking a certain path and what that journey will mean to them.”
In my last column about Bob’s enlightened leadership, his managers and his workforce knew where the company
was headed and what was expected of each of them.
A well-defined vision will lead to a strong corporate culture, company-wide employee engagement, and high
performance. If owners and managers want “earned” respect and low turnover, that vision is essential.
Ask yourself: Are you in that 10% with a truly well-designed vision, or are you in the bottom 90%?

Know your people
How well do you really know your staff? Generations X and Y (the millennials), even baby boomers, often respond
that their managers really don’t know much about them or the talent they possess.
Strengths and talent are not always on display. Effective managers must understand the skills and behaviors that
can affect the performance of each of their direct reports. It goes beyond what people are currently doing; it’s
capitalizing on what is often a huge reservoir of potential talent that exists among many within your workforce.
How would you rate yourself on bringing out the talent of your people? One-on-one, open dialog will help identify
your employee’s skills, talent, and potential.

Coach, develop, and support your staff
Coaching focuses on personal development and feedback. Generations X and Y place a high priority on learning
and development. Learning must be an ongoing process that includes education, training, and coaching—with
real-life exposure to the variety of situations that can occur within your company.
Managers must help and support their people to meet challenges and attain the levels of achievement desired.
Coaching is about helping people change to perform better. Everyone can benefit from learning and from effective
coaching.
Most dealer managers need to enhance their coaching and managerial skills. I’ve found dealerships typically
invest most of their training dollars in sales training. Investing in programs to enhance coaching and managerial
skills are equally, if not more, important. Research shows that most employees leave a company because of
lack of respect for their manager.
It’s back to Bob’s philosophy: Give your staff responsibility, support them, challenge them, and see what they
do. Tell them they’re the best, and they’ll come to believe that and act accordingly.

Inspire, motivate, energize, challenge,
empower, and engage
That’s a handful of words, but to retain talent, these words must become embedded in your culture. And making
that happen is not only the responsibility of the dealer principal or president.
Integrating these ideas into the company culture is a shared responsibility that involves not only the top person
but his or her entire management team. This includes being a good communicator—the link between what you
say and how your staff reacts to these six words.
Delegate authority—including areas of decision-making—to the front lines and lowest appropriate level. With
delegation and empowerment comes accountability; hold your people accountable for their performance to
achieve the expected results.
Stretch your workforce by giving your staff challenging assignments, broader responsibilities handling a variety
of roles, setting high expectations, or as Bob puts it, “stretch” goals.
Your payoff that will enable you to be a highly successful dealer is when the entire staff, not just managers, is
engaged with everyone taking a leadership role.
OCTOBER 2008
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THE

Other
Side:

David
Branch
of Facilities
Connection

Turning Workstations into Profits
and Wood into Works of
Breathtaking Artistry
As president of Facilities Connection in El
Paso, David Branch has played a key role in
growing sales at the Haworth dealership he
co-owns with his wife Patricia Holland Branch
from just $250,000 when it opened back in
1987 to a run rate of over $10 million today.
Business this year has been “awesome,” he
says happily. The El Paso market is booming,
with a $2.6 billion expansion program at
nearby Fort Bliss, construction of a brand new
medical school and research park and an
aggressive downtown redevelopment effort
leading the charge.
“We’re seeing more growth in El Paso today
than at any other time in our history,” Branch
reports. “It’s a very good time to be doing
business here.”
But even as Branch rides the
wave of a surging local economy,
he’s got at least one eye fixed
on what he only half-jokingly
calls his real obsession.
Dave Branch is a wood turner.
As a boy growing up in Illinois,
he watched his father build
his own house and spent
many hours learning from
him the finer points of
working with lathes, routers
and the other tools of the
craft. And the more Branch
worked with wood, the
more what started out as
just a hobby became a
passion. And that passion
has resulted in works of
breathtaking artistry.

It took Branch 12 years to complete the
project, during which he had to figure out the
complex math involved in creating the
spheres and build his own woodworking
equipment.
“I really wanted to do something no one else
had ever done,” he says. “I have an obsession
with shapes and forms and the spheres offer a
combination of symmetry and complexity that
satisfies the eye while challenging the mind.”
Branch’s spheres have also garnered special
recognition, earning awards at national and
international wood turning competitions and
comparisons from his peers with the artistry and
elegance of the world-famous Fabergé eggs.
Currently, Branch is working on a chess set,
carving the pieces and board from the ivory of
a woolly mammoth tusk. That project has
already taken seven years, but he’s in no rush.
His craft has taught him patience and with the
local business boom demanding more and
more of his time, he’s more than ready to make
it another twelve-year project if he has to.

One of Branch’s most
spectacular works is a series of
spheres, each one just 2-1/2 inches in
diameter, into which are carved still smaller
geometrical forms of remarkable complexity,
the so-called Platonic solids that the ancient
Greeks believed represented the building
blocks of the physical universe.
OCTOBER 2008

INDEPENDENT DEALER

PAGE 35

TheLASTword
on Technology

Technology Today Really IS
More Important Than Ever!
by Ron Books
COO of ECi
How many times have you heard, “In
today’s industry, technology is more
important than ever?” You may have heard
it from consultants, industry pundits,
technology companies (especially from the
technology companies), or even from other
dealers. But it’s true; with independent
dealers facing increased competition along
with the same macro-economic problems
affecting other industries, technology really
is more important than ever.
Ten years ago, many dealers still didn’t see
a need for anything beyond basic invoicing
software, if that. Most thought the Internet
was still just a fad. Electronic purchasing
meant batch-transmitting P/Os through
dial-up modems and no one was even
thinking about things like business
intelligence or really managing deliveries.
Today, Internet Retailer says office
products is the No. 1 online marketplace,
one that will continue growing as dealers
move more and more business to the web.
And e-commerce is no longer just about
reducing transaction costs; dealers are
leveraging increasingly advanced web
storefronts to move customer service
online and help to lock in accounts with a
personalized experience and customer
loyalty programs.
At the other end of the supply chain,
dealers are also using the Internet to cut
purchasing costs. They aren’t just sending
OCTOBER 2008

orders; thanks to real-time communication
with wholesalers and other suppliers,
dealers are confirming product pricing and
availability to better manage customer
expectations and downloading electronic
acknowledgements and invoices to speed
up order fulfillment, simplify receiving and
reduce A/P labor costs.
In response to competitive pressures,
dealers are turning to tools like Acsellerate™
to analyze profitabilty at every level of their
operation. And as more customers order
online, product delivery is becoming the
consistent human touchpoint between
dealers and customers.
Dealers are responding with technology to
manage this touchpoint more efficiently,
reducing their own costs while improving
the delivery experience for their
customers. They are saving fuel through
route optimization and using signature
capture and delivery confirmation to
eliminate time-consuming paperwork and
speed up collections.
The only reason independent dealers can
take advantage of these tools today, when
there is a widely-recognized need for them,
is that some of the industry’s technology
providers began developing them years
ago. So when your customers are ready to
place their orders online, the software is
there. Or when you need an efficient way to
manage delivery routes to cut labor and
fuel costs, a solution is ready for you.
As I talk with dealers, I get questions about
the direction of technology and the new
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software providers trying to penetrate our
marketplace. My answer is simple:
Competition is good and dealers should
have options. However, a singular
technology focus on one area of a dealer’s
business is a product, not a solution.
The technology providers who are truly
looking out for independent dealers’ longterm success are the ones considering all
areas of dealer operations. They are
offering solutions that accommodate
multiple industries, help dealers sell on the
web and connect them to their suppliers
in new, more efficient ways, as well as
providing things like delivery applications,
sales analytics, punchout integration and
so on. Plus, these solutions have to take
into account the uniqueness of the
industry as well as the unique needs of
individual dealers.
This expansion of technology at all levels
of the industry will continue as dealers
look for more ways to preserve margins
and balance labor savings and customer
service. The most important advice I can
offer is to consider your long term needs
in every area of your operation.
Position yourself for growth now, so you
will be ready to respond as your business
needs change—and they will change.
Don’t wait until your customer puts out an
RFP for punchout integration, for example,
to find out whether your techology partner
can handle punchouts. Ask the right
questions in advance. In the long run,
you’ll be glad you did.
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