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WINNERS’ Circle
Introducing 1in9, a Cancer Support
Organization with a Dealer Connection

Getting Your Community
on the Buy Local
Bandwagon (Cont’d)
Last month in this space, we wrote about the need
for independents to get proactive about educating
on the negative impact the sweetheart deals their
communities cut with big box chains have on local jobs and business
growth.
Now comes word from Stacy Mitchell, a senior researcher with the Institute for Local Self-Reliance, on just why such an effort is needed.

They were running for a good cause in Raleigh, NC, last month, as
the 1in9 breast cancer patient support group held its first Pink Shamrock 5K Walk/Run and Street Party.
When Stephanie Beguelin, wife of Raleigh, North Carolinabased Regency Office Products president Eric Beguelin,
was diagnosed with breast cancer a year ago, it came as a
huge shock.
“It hit us from out of nowhere,” Stephanie recalls. “We had
no family history and it was quite devastating for us.”
But as Stephanie began her treatment, the Beguelins soon
discovered they were not alone. They quickly seized on an
opportunity to help others facing a similar challenge.
The result: 1in9, a non-profit founded by Eric and Stephanie
to help patients struggling against the financial burden cancer treatment can impose on them.
The name refers to the staggering statistic that one in nine
women will be diagnosed with cancer during their lifetime.
“As I was going through early appointments, we kept hearing that 1 in 9 statistic, and as we learned about other
women and how they deal with breast cancer, we just felt
we needed to help,” Stephanie explains.
Over the past year, 1in9 has helped cancer patients not only
pay for prescriptions and medical supplies but also cover
other expenses the rest of us just take for granted.
“We’ve met women who literally had to choose between
buying baby diapers or buying pain medication and who
would sleep in their cars so that they could get treatment,”
says Stephanie. “They need our help.”

Writing for Business Week magazine last month, Mitchell spelled out
just what happens when local governments use public money to woo
national chains.
She cites research by Good Jobs First, a nonprofit research group that
tracks these deals, that estimates large retailers have received several
billion dollars in handouts of various kinds over the past 15 years.
And despite claims by recipients and local government officials that
these subsidies create jobs and promote economic growth, a recent
study of the St. Louis metro area paints a far different picture.
Even though St. Louis metro cities and counties diverted more than
$5.8 billion in public tax dollars to finance private development—with
more than 80% going to support new chain store and shopping center
construction—the region has seen virtually no economic growth.
In the time frame studied, the number of retail jobs increased only
slightly while more than 600 small retailers closed their doors–with job
losses that offset any gains from the new development.
You can find the details on the East-West Gateway Council of Governments website (www.ewgateway.org/DIRR/dirr.htm). And if you’d like
to see how your own state shapes up when it comes to big box tax
breaks and other handouts, check out the Good Jobs First Subsidy
Tracker at www.goodjobsfirst.org/subsidy-tracker.
So with no apologies for sounding like a broken record, we end this
month’s editorial just like last month’s:
If you don’t have a “Buy Local” organization in your community, buddy
up with other small businesses and start one. Educate yourself on the
issue. You’ll find plenty of ammunition and links to other useful resources in the “Buy Local” section of the INDEPENDENT DEALER
website.
And if folks like you don’t so something about exposing all the myths
and misinformation about the benefits of big box retailing to the communities they live off, who will?

CONTINUED ON PAGE 4
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In addition, 1in9 has an active community education program to
raise awareness of the importance of early detection with mammograms, self-exams and yearly physicals.
Last month, 1in9 held its first Pink Shamrock 5K Walk/Run and
Street Party, an event that drew over 650 participants and is expected to raise some $30,000 to support the organization’s mission
and planning is already well underway for a Pink Tie Gala Dinner and
Silent Auction next February.
“There are a lot of people who don’t have insurance to get the care
that they need or the resources that undergoing treatment for cancer demands,” Eric points out. “”This is our way of helping and of
spreading the word about that 1in9 statistic and we have been very
gratified by the response.”
Like to help, too? Just point your web browser to www.1in9.com
to find out how.

Office Solutions, CA Dealer, and The Hon Company
Come to the Aid of Kids in Need
In Santa Ana, California, The Wooden Floor, an organization with a
remarkable track record of helping for low-income, at-risk youth,
is finding its job just a little easier these days, thanks to the generous support of Yorba Linda-based independent Office Solutions
and office furniture manufacturer The HON Company.

Office Solutions’ Bob Mairena and some of the fine young students at The
Wooden Floor who will benefit from the generosity of his dealership and The
HON Company.
The two firms recently teamed up to donate to The Wooden Floor a
full conference room, including a conference table and chairs. Total
cash value of the gift: $18,352 but its impact will be worth far more
than that.
Since 1983, The Wooden Floor has provided an after-school home
for low-income youth, with dance education and performancebased programs that change the way they think about themselves
and help them move beyond the poverty cycle.
Academic programs, pre-collegiate mentoring and college scholarships are key components of the program and have led to some
remarkable results.
CONTINUED ON PAGE 6
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Since 2005, 100% of graduates from The Wooden Floor have enrolled in college, exceeding the national average for their peers
threefold.
Office Solutions president Bob Mairena learned of the organization
from former United Stationers CEO Dick Gochnauer and served on its
board of directors for four years.
“The Wooden Floor is a fabulous organization that provides tremendous mentoring services for kids who really need them,” Bob says.
“Budgets are extremely tight for every non-profit these days, but
thanks to the generosity of The HON Company, we were able to
significantly upgrade their work environment in a way that will allow
them to be an even more effective
force for good in the community.”

90
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Meehans’ Office Products,
Florida Dealer, Celebrates
90th Anniversary

In Melbourne, Florida, the folks at
Meehans’ Office Products are celebrating a special landmark this year, as they mark 90 years of continuous service to the local business community.
The Meehan family came to the dealership some 60 years ago, in
the form of brothers Ron, Dennis and Ken and while Ken retired
about 15 years ago, Ron and Dennis are still active in the business.

In addition to standard office supplies, the dealership also offers
stationery, art supplies and a growing new and used office furniture
business and despite all the big box competition, still operates a
5,300 sq. ft. retail store in downtown Melbourne.
Florida has not exactly been the easiest place to do business of
late, but the recent sharp downtown hasn’t stopped the Meehan
team from growing.
Earlier this year, the dealership added a local competitor that
brought about 100 new accounts to its book of business, along
with an experienced new sales rep, Dennis reports.
Like everyone else in Florida , the Meehan brothers and the rest of
their team at their dealership are looking for a return to better times
soon but meanwhile, they’re still out there aggressively looking for
new business.

WA Dealer Chuckals Office Products Hosts Second
Annual Charity Golf Tournament
The clubs were swinging for a good cause in Tacoma recently, as
Chuckals Office Products hosted its second annual Charity Golf
Tournament.
The event raised over $12,500, shared equally by the City of Hope
cancer research and treatment center and Friends of the Holiday,
a Tacoma-based organization which raises funds to provide HoliCONTINUED ON PAGE 8
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day meals to families in need at Christmas
time.
"As a locally owned and operated business,
Chuckals is proud of our longtime record of
service to Tacoma businesses of all types and
sizes, but we’re just as proud of our deep
roots in the community and of our record of
support for the local charities and non-profits
that make the South Sound so special,” commented Chuckals president Al Lynden.
“We very much appreciate the support of
our customers, business partners and
friends who helped make this year’s tournament so successful. Planning is already
underway for an even bigger event next
year!”

The Phillips Group, PA Dealer,
Donates $1,000 to Juvenile
Diabetes Research Foundation
Also lending its generous support to a worthy cause month was Middletown, Pennsylvania-based The Phillips Group, who
recently donated $1,000 to the Juvenile Diabetes Research Foundation’s “Walk to
Cure Diabetes” campaign.

Hats off to yet another independent with an
outstanding track record of showing how
easy it is to do good and do well at the
same time!

Leading Bay Area Newspaper
Group Puts Radstons Office
Supply, CA Dealer, in the Spotlight
Diane Griffin and her team at Hercules, California-based Radstons Office Supply had
bigger smiles than usual last month and no
wonder, after a front page story in the business section of one of the top local newspapers put the special services and value
independents like Radstons offer front and
center before a readership of some 2.5 million potential Bay Area customers!
Business writer David Miller told how Radstons has re-invented itself to compete
successful with the big boxes by developing a one-stop-shop product mix and aligning with a buying group to offer prices that
are competitive with the big-boxes.
"We are the grocery store for businesses,"
Diane told the newspaper’s readers. "If
there's something a business needs for its

office, they go to us for it."
The story also highlighted Radston’s superior customer service, with no minimum orders and service charges and the personal
touch the dealership brings to deliveries.
"My drivers are part of that experience of
ordering from my company," Diane said.
"The only way to control the customer service they receive is to do it ourselves. If I
used UPS, I would be no different than anyone else out there."
And to top it all off was a quote from a
happy Radston’s customer: "Every single
one of [Radstons’ team] will do whatever
they can to help me out and make sure I
understand what I'm getting," he said. "It's
nice to be able to call them and feel like
they want to help us."
And as for the impact of the story?
“The newspaper went out on a Saturday
and the phone started ringing bright and
early the following Monday,” Diane reports
with a smile. “We got a lift in business right
away and some nice new customers as a
result, along with some terrific comments
CONTINUED ON PAGE 9
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from existing accounts.”
Congratulations to Diane and her team and our thanks to the folks at
the Bay Area Newspaper Group who are helping spread the word that
when it comes to service, value and, yes, price, independents today
are more than a match for their big box competition!

Some 150 customers and prospects come for two hours of fun,
special prize drawings and Southern hospitality.
Best billed the event as “InFORM 2011” and it featured a strong
“green” theme and plenty of education on the latest products and
services from the dealership.

Georgia Dealer Best Office Solutions
Hosts ‘InFORM 2011’ New Products Show

Business has been really good of late, reports Robin, with some
strong growth in furniture and expansion into the Augusta market
helping to push things along.

In Waynesboro, Georgia, about 30 miles south of Augusta, co-owners Robin Baxley and Sandi Shields and their team at Best Office
Solutions hosted their second annual New Products Show last
month and, says Robin, it couldn’t have gone any better.

The show itself gave a nice boost to sales, she adds, and the Best
team is already putting plans in place for next year and also thinking
about holding smaller product expos and possibly “lunch ’n learn” type
events in outlying communities in the not too distant future.

Arkansas Office Products Hosts First End User Show
It was also show time in Sherwood, Arkansas, last month, as Steve
Pawloski and his team at Arkansas Office Products held their first
Office Products show for customers and prospects.
“We didn’t really know what to expect for our first show but we had
a great response,” Steve reports.
Sherwood is a small but growing community about 30,000 people
strong and a 15-minute drive north of Little Rock.

The Best Office Solutions team at their New Products show last month.

The event drew about 100 of the dealership’s best customers and
prospects for a show that featured 14 different exhibitors representing close to 50 manufacturers and plenty of special prize drawings and giveaways.
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“We had great support from our vendors and they pretty much all
said they were very pleased with traffic at the show,” said Steve,
who gave a special shout-out to first-call wholesaler United Stationers for their help.
With a theme of “Join the Movement to Independence,” the show also
provided a great opportunity for Steve and his team to tout the benefits
of buying from locally-owned and operated businesses.
“We’re finding more and more people responding to a strong ‘Buy
Local’ message,” says Steve. “They really like the idea of supporting someone who’s involved in the community and knowing their
money will stay here, where it can do some good.”

Faison Office Products, CO Dealer,
on the Acquisition Trail
Aurora, Colorado-based Faison Office Products went clean across
the country last month to build their business, with the acquisition
of Piedmont Office Suppliers in Greensboro, NC.
Said Faison CEO Jared Casey, “The acquisition of Piedmont Office
Suppliers is the continuation of our strategic plan to grow our business
both organically, with new customers, and through acquisitions. We
are pleased to have found a company as respected and established
as Piedmont with an experienced and talented team of individuals.”
Piedmont will continue to operate under the name Piedmont Office
Suppliers and former Piedmont vice president Christopher Sharpe
will remain on as sales manager.

OCTOBER 2011

ProSource Packaging, Houston Dealer, Secures a
Special Customer for Shredder Sale
Concerns about identity theft and security issues in general have
created plenty of opportunities for shredder business in recent
years, but not too many dealers have made the kind of sale posted
by Paul Baumgarten, sales manager of Houston-based ProSource
Packaging.
Paul already holds a Gold Leaf Certificate of Appreciation from the
director of the U.S. Secret Service so another recent order for a
high security paper shredder didn’t come as too great a surprise.
What made the deal special, though, was the customer: former
President George W. Bush. President Bush wanted the unit for his
private offices in Dallas and Paul and his team were more than
happy to oblige.
Paul dispatched Texas Tech mechanical engineer David King and
his own son Gilbert Baumgarten-Arias to handle the install and
once they received the necessary Secret Service clearances, the
two went into action.
Installation and training were completed in a flash with Secret Service by their side and even though they did not get a chance to see
the former President, David and Gilbert left with the satisfaction of
a job well done. They also know they will get to return later for routine maintenance on the unit, so maybe that photo opportunity with
the former President may yet await them.

INDEPENDENT DEALER
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Secrets of Success

A Family Business Reinvented:
Garrigans.com Prepares for Customers of the Future
By Jim Rapp
Joe Garrigan is the third generation of a
family business that has operated continuously in downtown Springfield, Ohio, for the
past 72 years. But it’s not your typical family dealership, where its long-term future will
depend on the next generation taking over.
“We want out children to make their own
decisions about joining the company,” says
Julie Garrigan. “It’s a mistake to put your
children in the position of thinking they have
to follow in their parents’ footsteps.”
When you talk with the Garrigans, you soon
learn that this business is atypical in many
other ways. “We recently changed our name
to ‘garrigans.com’ Julie explains,” because
that tells everyone where we do business.”
The company closed its retail store in 2009,
when they moved into a new, larger building in the re-developed area of downtown
Springfield.

Planning Far Ahead
The Garrigans have implemented a number
of programs they believe will prepare them
for a future quite different from what dealers
face today. They’re looking beyond the next
few years, studying what industries and
businesses will develop in their market
area, which includes the larger cities of
Dayton and Columbus.
“Education and health care will be major
OCTOBER 2011

players here,” Joe Garrigan says. “And we
are developing close relationships with our
local Wittenberg University, as well as with
Ohio State University.”
The company has had great success with
interns from local colleges that have come
in to work part time, calling on prospects,
making appointments for sales reps and
helping build their online business.
“We have hired several students upon
graduation, which has helped us get in
touch with the younger generation, the future buyers,” Julie reports.
“We just hired an inside rep to focus on
customer retention and also handle social
media. She is working with manufacturers
and other suppliers, finding coop moneys
and rebates that we can offer on Facebook,
along with our weekly specials.”

The People and the Process
Garrigans employs an outside consultant
and trainer to develop a standardized approach to operating the business, stressing
open communications among the staff and
with customers.
They were also the first office supply company in the country to go through Women’s
Certified Training and have received the
Women’s Choice Award, which is given to
businesses who meet a higher standard of
customer experience among women.
INDEPENDENT DEALER

The Garrigan name is synonymous with
charitable work in Springfield. They were
prime movers in the revitalization of downtown Springfield, giving up their old location
for hospital expansion, then purchasing an
abandoned auto showroom nearby, renovating the building and making it one of the
most attractive spots in the downtown area.
They’ve received both community and national beautification awards, as well as the
Business Improvement of the Year Award.
Were he alive today, Albert Garrigan, Joe’s
grandfather and the company’s founder,
would be very proud of what the next two
generations of Garrigans have accomplished.
And it all started in 1939 with him opening a
typewriter store, just down the street.

 Garrigans.com, Springfield, Ohio
 Julie Garrigan, President and CEO;
Joe Garrigan, Vice President and
COO
 Supplies, Furniture, Printing,
Jan/San and Breakroom
 Founded: 1939
 Sales: $2.1 million
 Employees: 13
 Partners: Independent Stationers,
United Stationers
 Online Sales: 70%
 www.garrigans.com
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and manufacturing processes.

To see more recycled calendar products
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If you have news to share - email it to
Simon@IDealerCentral.com

Industry Raises Record $9.3 Million in Support of City of Hope
The office products industry’s longstanding commitment to giving
back and supporting worthy causes was once again front and center last month, as this year’s fundraising for the City of Hope cancer
research and treatment center concluded at the annual Spirit of Life
Gala in Chicago with yet another record-setting campaign.
Over 700 attendees honored this year’s Spirit of Life award recipient, Staples’ Sr. VP Jay Mutschler, Sr., whose campaign raised a
record $9.3 million.
This year’s dinner had a special dimension, coming little more than
a week after the passing of industry veteran Mike Ferry. Wayne
Beacham, SP Richards chairman and CEO and chair of the City of
Hope’s National Office Products Council, paid tribute to Ferry’s contributions to the industry and recognized his daughter Danielle, who
was in attendance.
Next year’s campaign, which marks the 30th anniversary of dedicated fundraising by the office products industry for City of Hope,
officially gets underway February 28, with the annual City of Hope
Tour and Dinner Reception.
For more information, visit www.cityofhope.org/nopi.

Staples’ Jay Mutschler and the City of Hope’s Dr. Linda Malkas hold the
check for a record $9.3 million that was raised by the office products
industry during this year’s campaign.

OP Women in Leadership Group
Announces Board Formation

dustry and provide an environment to expand women leadership in the OP sector.

 Vicki Giefer, VP of marketing,
S&T Office Products

The Office Products Women in Leadership
group (OPWIL), an international community
for high-achieving professional women in the
office products industry, last month announced the formation of the OPWIL Board to
guide the organization and begin executing
growth plans.

In the past the organization was focused on
the independent channel, and now founder
Krista Moore wants to extend the reach of
the group internationally, to manufacturers,
buying groups, wholesalers and the big box
retailers. To achieve this ambition she has
formed a board comprising key female
leaders from the industry.

 Kathy Hoyle, president and CEO,
Hoyle Office Solutions

OPWIL was formed in 2009 to create a network of aspiring women in the OP industry
and to support their growth and development.
The aim is to attract more women to the in-

Founding board members are:
 Janet Bell, director, OPI
 Tricia Burke, president,
Office Environment Company
 Andrea Davis, president,
Fellowes Europe
 Ronda Dobbel, director of sales and
marketing, Office Value
 Laura Gale, vice president of marketing
and chair of the Corporate Diversity
Council, United Stationers

OCTOBER 2011

INDEPENDENT DEALER

 Debbie King, president,
Economy Office Supply Company
 Krista Moore, executive coach,
president, K.Coaching, Inc.
 Wendy Pike, president/owner,
Feller Business Solutions
 Sandra Williams, director of dealer
training and development, S.P.
Richards
 Beth Wright, VP, Bi-silque,
North America
The initial aim of the group is to create a
multilevel membership to offer networking
opportunities, educational seminars and
mentorship programs. For more information, visit the OPWIL LinkedIn Group.
CONTINUED ON PAGE 15
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BSA Task Group Meets to Consider Industry Content
Management Standards, Best Practices
As part of an effort to bring new efficiencies to the industry’s overall
supply chain, a special task group of the Business Solutions Association (BSA) met last month, to discuss the current situation
within the industry relative to content management and map out
plans for future activities to develop potential standards and industry best practices.
The goal of BSA’s Content Management Standards Task Group is
to define content management and relate it, along with the appropriate processes, to enhancing the information and data flow
amongst members in the channel, from the manufacturer/supplier
to the ultimate consumer.
Led by United Stationers’ Mark Evans, the task group discussed
content inconsistency of formats and delivery; change management/communication; standards for photographs, video, audio and
new media; product attributes and classification; presentation
models, and naming conventions.
The group also discussed the need to drive education and training
as a part of the adoption methodology. It was felt that the key impediment to the success of the task group is the overall lack of understanding of the content management arena by many parties
within the industry.
The task group plans to issue a preliminary white paper at the BSA
Forum in San Antonio, Texas in October.
Companies and organizations participating in the initial task group
meeting included United Stationers Supply Co., S.P. Richards Co.,
Supplies Network, Sanford Corporation, 3M, ACCO Brands, Esselte
Corporation, Fellowes, Avery Dennison, MWV, Midwest Representatives, Red Cheetah, ECI Solutions, Trade Services, Independent Stationers, TriMega Purchasing Association and NOPA.
For more information, contact BSA headquarters (PH: 410-931-8100).

TriMega members today
are generating some
$400 million in direct
purchase volume and
$1.6 billion in wholesaler
purchases, Cleary reported. He said the
group has paid out $32
million to members in rebates over the past
twelve months.

No wonder Herald Office Systems’ Thomas
Jordan was smiling in San Diego. He just won a
He contrasted the group’s brand new 2011 Ford Transit Connect courtesy of
current performance—up The HON Company.
2% year-to-date in purchasing volume—with Office Depot (down 3%)
and OfficeMax (down 2%) to show how independents are continuing
to gain market share from their big box competition.
New programs launched at the annual meeting included:
 Paper3, a joint program with wholesaler S.P. Richards that is designed to help position TriMega members more competitively by
comingling Business Source brand copy paper, Genuine Joe
towel & tissue products and Georgia Pacific Professional towel
and tissue items all on one truckload shipment.
 An agreement between TriMega and its wholly owned national
accounts subsidiary Point Nationwide with dealer EZ Print Supplies, by which TriMega’s dealer members, including Point Nationwide participants, can act as participating dealers on EZ
Print Supplies’ GSA Contract and Federal Strategic Sourcing
Initiative (FSSI) Blanket Purchase Agreement to sell office products to federal agencies.
 Furniture Forward 2012, an office furniture growth program offered exclusively for TriMega members by wholesaler United
Stationers.
At the meeting, TriMega recognized several manufacturers and
dealer members for their outstanding support of the group.

TriMega Convention Shows
Independents’ Growth
Continues Despite Tough
Economy

Shredder manufacturer HSM was honored as Emerging Supplier
of the Year, while West Point Products earned the Top Growth Manufacturer award and ACCO Brands was recognized as Top Marketer of the Year.

Even as the economy continues to struggle through a painfully slow recovery, independents continue to grow sales and
find new ways to innovate and succeed.

 Greatest dollar growth in direct purchases from TriMega’s Preferred Suppliers: VIP Office Furniture & Supply Hinesville, GA,
and Feller Business Solutions Bensenville, IL

That was the message from Charlie
Cleary, TriMega Purchasing Association
president, at the group’s 2011 National
TriMega president Charlie Convention last month.
Cleary reported the group
Nearly 1,000 TriMega dealers and their
paid out some $32 million in
rebates over the past year. business partners gathered in San Diego
for an event that saw the launch of several new programs from the group, plenty of education and networking and a tradeshow that TriMega reported saw dealers place
over $3 million in orders during the day.

Among the dealer awards presented at the convention were:

 Greatest percentage growth in direct purchases from TriMega’s
Preferred Suppliers: Clarion Office Supply Little Falls, NJ, and
Malone Office Environments Columbus, GA
 Greatest dollar growth in both direct and wholesale purchases
of TriMega’s Preferred Suppliers: Office Essentials St. Louis
 Greatest percentage growth in both direct and wholesale purchases of TriMega’s Preferred Suppliers: Bishop’s Office Needs
Houston, TX
Next year’s TriMega convention is scheduled for October 10-12 in
Orlando.

CONTINUED ON PAGE 17
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IT STARTED WITH
THE DURACLIP®
PREMIUM PRODUCTS MADE IN GERMANY
The DURABLE trademark has signiﬁed top-quality products.
Well-known for producing a diverse range of products, quality and design, DURABLE is one of Europe’s largest ofﬁce

SHERPA® MOTION

products manufacturers with a number of
production sites and subsidiaries across
the world.

INFO SIGN STAND

More than
2.000 products for:
1984: DURABLE appoints Globe Weiss as
import partner for its German made
DURACLIP in the US and Canada.
The DURACLIP penetrates the US
and Canadian market together with
Globe Weiss and its successors,
Atapco, Eagle and Cardinal Brands.
1996: DURABLE enters the US market
with its Catalog Racks/Reference
Systems with immediate distribution through S.P. Richards, United
Stationers, USOP and BT.
2001: DURABLE takes over the US
and Canadian distribution of the
DURACLIP from Cardinal Brands.
Even today, the DURACLIP is
still “Made in Germany”. Over the
years, DURABLE has expanded its

North American product line to include Function, Sherpa and Vario
Reference Systems, Card Files,
Key Cabinets, Indoor Signage, Sign
Stands, Badge Holders, Desk Pads
and ID Card Holders in addition to
its DURACLIP and Swingclip report
covers. DURABLE has been able to
penetrate the market thanks to innovative design, giving even traditional
products like card ﬁles and key cabinets a fresh and exciting new look.

The DURABLE ofﬁces are
now located in Addison, Ill and
Oshawa, Ont.

DURABLE supply a broad variety of
product ranges to the marketplace,
including Files & Folders, Name
Badges, Desk Accessories, Self Adhesive Products, Storage & Archive
Systems, Information & Presentation
Products, Cleaning Products, Waste
Management and Ofﬁce Furniture.

DURABLE won more than
20 design awards for different
products in the last 15 years and more
than 30 corporate supplier awards in
different categories in the last 12 years.
This also includes 5 OPI Awards in
various categories.

For more information visit:
www.durableofﬁceproducts.com
DURABLE · HUNKE & JOCHHEIM GMBH & CO. KG · WWW.DURABLE.EU
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Petition Effort Launched to Halt FSSI
As NOPA president Chris Bates notes on page 26 of this issue, a
large number of independents holding GSA Schedule 75 contracts
to sell office supplies to the federal government, as well as several
dealer groups, have raised serious concerns about the government’s Federal Strategic Sourcing Initiative (FSSI).

mit the program to review and that’s a small number compared with
all the people at small businesses that have been hurt by FSSI. It’s
time to make our voices heard and let the government know what’s
really happening!”
If you’d like to add your support to the petition effort, point your
web browser to

Now, an effort is underway to petition the Administration to halt the
FSSI through the White House’s “We the People” online petition
program.

https://wwws.whitehouse.gov/petitions#!/petition/halt-flawed-fssifederal-strategic-sourcing-initiative-costing-taxpayers-millionshigher-prices/Xx7pyfMJ.

Spearheaded by Adams Marketing’s Bonnie Whittaker, the petition
charges FSSI is costing taxpayers millions in higher prices and
killing jobs.

AOPD Adds Two New Dealer Members

It points out no small business impact study was conducted before
implementing FSSI, as required by law. It also contends that despite claims of 10% budget savings by government officials, analysis by independent experts show FSSI is costing taxpayers millions
and putting hundreds of tax-paying employees out of work.
“The only way FSSI will succeed,” the petition says, “is by killing all of
the small businesses, by making it a mandatory source for all federal
government agencies, restraining and restricting trade and diverting
business illegally from 530 small businesses.”
“At a time when every politician out there is talking about the importance of job creation, FSSI is a jobs killer and at the same time
forcing the government to pay more for its office supplies,” charges
Whittaker. “We need 5,000 signatures for the White House to sub-

The AOPD dealer national accounts network has announced the
addition of two new dealer members to the organization, J Thayer
Company in Lake Oswego, Oregon, and Petter Business Systems,
Paducah, Kentucky.
“We are very pleased to have J. Thayer Company and Petter Business Systems join the AOPD network,” stated Bud Mundt, AOPD
executive director. “Both companies will significantly help enhance
AOPD’s national reach by providing coverage to the Portland,
Western KY and Southern Illinois markets.”
These new dealers bring AOPD’s membership to 96 dealers and
affiliates with 184 locations throughout the United States, as well
as Canada, Europe and Australia.

CONTINUED ON PAGE 19

Magnuson Group
Offers Outstanding
Opportunities for
Add-On Sales

Includes slotted,
theft deterrent
hangers

Standards programs.
Project finishing touches.
Everyday needs.
OFFICE RAK ®
■ Distinctive in design, versatile in function
■ Available in 2, 3 and 4-foot lengths
■ Made in the USA
FOR MORE INFORMATION…T 1-800/342-5725 FAX: 1-888/329-4729 www.magnusongroup.com
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Show No Mercy, Slay the Competition with BMI’s OP Revelation™
At BMI, we have always taken care of the underdog, the independent office products dealer. This is why we
developed an e-commerce and back-office solution that arms independent office product dealers with the right
slingshot and ammunition needed to slay Goliath, or as you know them, the Power Channel.

Ready to Conquer The Power Channel?

Contact us today to get an in-depth look at
your battle strategies with BMI OP Revelation™
Call us at (888).580.8382 or visit www.bmiusa.com/conquer.

BMI’s OP Revelation™ E-commerce solution, powered
by Microsoft Technology, levels the online playing ﬁeld,
offering more than just an ordering platform, it also:
•

Drives Higher Margin Sales Through Dealer Preferred
Product Positioning.

•

Delivers Cross-Sell, Up-sell and Accessories Opportunities
Automatically.

•

Wholesaler Independent – Optimized For United and SPR.

•

Choice of Advanced Search Engine and Content.

Business Management International
529 West 42nd Street, Floor 4, Suite L, New York, NY 10036
www.bmiusa.com

Call us at (888).580.8382
www.bmiusa.com/conquer
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Independent Stationers Launches
2012 Marketing Program

“Our program combines a great web site, low cost centralized administration and ordering and local representation and ownership and we
are on target to sign up 40 new distributors this year,” says Young.

The Independent Stationers dealer group last month announced its enhanced M-Power Integrated Marketing Program for 2012.

For more information, visit www.simplyofficesupplies.com.

The M-Power program was first developed in 2005 and is intended
to enable independent dealers and manufacturers to realize the potential of the sales channel by utilizing a combination of different
marketing vehicles.
Independent Stationers members can take advantage of numerous
eMarketing, direct mail and training opportunities throughout the
year, all at no additional cost to them. Manufacturers benefit by exposing their premium brands to all Independent Stationers members and their customers.
Through the use of new electronic and printed monthly flyers, personalized video email campaigns and social media, Independent Stationers dealers can reinforce their RDC “stock what you sell and sell what
you stock” strategy through to their online marketing efforts, the group
said.
Janet Eshenour, Independent Stationers director of marketing,
said, “The M-Power program has something for everyone—members and manufacturers alike.”

Simply Office Supplies, Montana Independent,
Launches National Distributorship Program

ECi Acquires Digital Gateway; Launches New
Customer Intelligence Solution for Acsellerate
Dealer technology provider eCommerce Industries (ECi) last month
announced it has acquired Digital Gateway, makers of e-automate
dealer management software, in a move it said was designed to
better serve the needs of dealers in the office equipment/managed
print services industry.
Digital Gateway will become part of ECi’s Office Equipment Division, which includes the e-automate, OMD and La Crosse dealer
management software products.
Digital Gateway CEO Jim Phillips will assume leadership of the Office Equipment Division working closely with Laryssa Alexander,
president of OMD and La Crosse.
“For years, Digital Gateway and ECi have been battling it out in the
office equipment industry,” said Phillips. “I’ve always felt that it
brought out the best efforts of both organizations on behalf of the
independent dealers we serve. But there are larger forces at work that
threaten our dealer community. We realized that we needed to stop
fighting each other and focus our attention on protecting our customers against the threat of encroachment on their businesses by IT
VARS and the organizations that are supporting that incursion.”
Also, ECi announced the launch of CXintelligence, a new on-demand
customer intelligence solution from its ECi Acsellerate business unit.
ECi said CXi is designed to help independent businesses effectively
compete and win new accounts by allowing specific end users to
access their purchase information through interactive dashboards
and detailed reports.

Simply Office Supplies, a Bozeman, Montana-based independent,
has launched a distributorship program and is looking to build a national network of independent entrepreneurs, according to owner
James Young. Features of the program, according to Young, include:
 An established dealership with a track record in the industry of
over 25 years
 Integrated website independent of all industry software available
in real time both for distributors and their customers
 Low overhead, no stock, centralized administration and customer support
 No additional monthly fees
 Regular monthly payments to distributors
 No commercial premises required for those in locations with
supplier distribution centers
 Locally owner operated with percentage split for distributors

“The competitive landscape is evolving and the market now requires access to innovative solutions in order to take business to
the next level,” stated Ron Books, president and CEO of ECi. “ECi’s
goal is to provide technology that gives independents a clear competitive advantage, and CXi will do just that.”
CXintelligence has already proven beneficial in competing against
the big box chains, by positioning the independent dealer as a
proactive partner with transparent access to purchase information.
“We were awarded a $500K annual supply contract for a large hospital,” commented Randy Mehling, sales analyst at Reporter Big
Sky Billings, Montana. “Our reporting capability through Acsellerate’s CXi was a pillar of our proposal process, and a deciding factor
in earning the business.”
“If other small businesses are looking to capture a larger share of their
market, Acsellerate CXi will help to accomplish that goal without additional personnel expense,” commented Robert Marchetti, director of
information systems at Sun Office Products. In Aurora, Colorado.
For more information,
(571) 266-6420.

visit

www.acsellerate.net

or

call

 Distributorships available in all of the contiguous United States
CONTINUED ON PAGE 20
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Fortune Web Marketing and BMI
Collaborate on E-Commerce
Websites
Dealer technology providers Fortune Web
Marketing and Business Management International Inc. (BMI) have announced a
new collaboration by which they will offer
custom-designed e-commerce websites.
The companies said the partnership is designed to create a service that will provide
dealers with a robust e-commerce system
and the strategic industry knowledge to
more effectively market their businesses
online.
By leveraging the BMI system, dealers will
now have the option to create a website
that is optimized for search engines, capable of running shopping engine feeds, deploying analytics and reporting tools as well
as paid search advertising campaign tactics such as tracking and landing page creation. The BMI system can accommodate
custom designs created by Fortune Web
Marketing, as well.
“As the need for office products dealers to

compete more in the B2C space increases,
BMI wants to make sure we stay ahead of
that trend by offering front and back-end
solutions that cater to both the B2B and
B2C markets and allow the dealer flexibility
for growth,” commented Craig Greitzer, VP
of sales at BMI. “Fortune Web has the OP
industry expertise to leverage both markets, utilize the technology we have in place
and develop custom online marketing
strategies for our customers”.
For more information contact Greitzer at
215-443-5877, ext. 206 or Fortune Web
Marketing’s Jennifer Schulman at
877-813-6390, ext. 4512.

GOPD Introduces Enhanced
Web Store
Dealer technology provider GOPD has introduced an enhanced version of its OP247 Web Store. The company says the new
platform features improved search functionality, a more contemporary look and feel
and greater range of choice and flexibility.

pany is our commitment to listening to customers and responding to their needs and
concerns,” commented GOPD president
Donna Snyder. “The new version of the
OP24-7 Web Store retains all the same
great options and flexibility of the previous
version, but it now comes with the addition
of features our dealers told us were their
top priorities.”
In addition to the OP24-7 Web Store,
GOPD offers a broad range of technology
resources for dealers including the 411
suite of Web tools for competitive office
products business intelligence, back end
systems and integration support and more.
“GOPD deserves Kudos on its new cart,”
commented Kurt Karr, “top banana” at independent dealer Monkeytown in Vinton,
Iowa. “Implementation was easy and our
customers have been giving us great feedback and reporting it makes finding products even easier than before.”
For more information, visit www.gopd.com.

“One of the hallmarks of GOPD as a comCONTINUED ON PAGE 21

Check-out what all the excitement is about.

GOPD is a company on the move, and our new, improved,
more intuitive Shopping Cart demonstrates the innovations
that we have planned for the future. “Check Out” the new
GOPD starting with our newly redesigned checkout system.
To learn more about how we can help your
business, please email sales@gopd.com or call 888-665-9593.
OCTOBER 2011
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Longbow Consulting Group
Recognized as SugarCRM Partner
Customer relationship management company, SugarCRM, has partnered with Longbow Consulting Group, providers of CRM
and sales and marketing automation solutions for the office products industry, by
which Longbow has added SugarCRM’s
commercial solutions to its products and
services for the industry.
By incorporating SugarCRM into its offerings, Longbow said it has a state of the art
CRM solution that can offer office products
dealers a marked competitive advantage.
“We’re excited to have SugarCRM in our solutions portfolio” said Neil Saviano, president
of Longbow Consulting Group. “Sugar not
only offers the latest in CRM and sales and
marketing automation, it’s totally social media
integrated and also drives inbound web
based marketing programs.”
The latest release of Sugar 6.2 is designed
to run on any cloud service platform or onpremise operating system and its products
are now delivering proven results for thousands of customers in over 80 languages,
Longbow said.
The company said its clients can now gain
all of the competitive advantages of Sugar
Professional, Corporate and Enterprise editions, including:
 Visibility into their sales pipelines, with
deep reporting and forecasting features
 A closed loop between sales and marketing teams with strong, yet simple to
use marketing automation tools
 The ability to increase customer satisfaction through industry-leading customer service and support tools
For more information, visit:
http://www.longbowcg.com/home/products/product_sugarcrm.asp.

New Coffee Services Program,
'Buy Local' White Paper, Dealer
Training from United Stationers
It’s been another busy month for wholesaler
United Stationers, with launch of several
new programs, including a new solutionselling program called “Office Coffee—Enriching Breakrooms to Boardrooms.”
Designed to help dealers take full advantage of the fast growing breakroom product
OCTOBER 2011

segment, the program rollout includes valuable category intelligence and marketing
and promotional tools to help drive incremental business.
According to the National Coffee Association, coffee and coffee-related products accounted for $4 billion in sales during 2010.
In addition, nearly 14% of all coffee consumed in offices and business settings is
purchased through the office products
channel.
“Based on this data,
opportunity for dealer
growth in the coffee
category is clear,”
said Mike Miller, VP
and general merchandising manager
for United Stationers
Supply JanSan and
Breakroom category.
”Our turnkey Office
Coffee program has
the potential to drive new revenue streams
for our dealers by expertly leveraging the
segment’s current sales trends.”
Separately, United announced the release
of a new white paper on the advantages of
“Buy Local.” The white paper details local
purchasing trends by businesses of various
sizes and explores how resellers can leverage these trends to their advantage. It is the
second in a series that explores extensive
consumer research recently conducted by
United to help resellers better understand
and respond to current market trends.
“Our research found that almost two-thirds
of consumers surveyed preferred to buy
from local resellers,” said Carol O’Hern,
United Stationers director of research, analytics and sustainability.
“From keeping money in the community to
working with local suppliers who understand their businesses, the reasons why
purchasers prefer to buy locally vary. Understanding the variance behind these decisions is critical in order to successfully
appeal to individual preferences and to
grow sales as a result.”
The white paper is available for immediate
download at www.ussco.com.
Also last month, United announced its
United Dealer Training’s (UDT) program has
an added dimension with the recent launch
INDEPENDENT DEALER

of the Advanced Boot Camp for Sales Success–Level II.
The Advanced Boot Camp is a four-day
workshop that focuses on presentation
skills, understanding buying and selling
styles and advanced tools for identifying
key decision-makers.
The new workshop will debut October 1720 at the Hard Rock Hotel and Casino in
Las Vegas.
Building on the success of UDT’s “Sales to
Success Boot Camp” seminars, the workshop will teach participants the finer points of
sales psychology, including analysis of customers’ (and their own) behavioral styles.
As part of the program, attendees will experience advanced, real-life presentation
simulations, have the opportunity to analyze video recordings of their presentations,
practice skills for growing sales with current
customers and learn strategies for securing
first appointments with large accounts.
The workshop will also introduce participants to soft-cost sales strategy and vendor consolidation value.
Registration for the inaugural Advanced
Boot Camp workshop is limited to the first
60 applicants. To register or learn more,
contact the UDT team at udt@ussco.com.
For more information on the Office Coffee
program, resellers can contact their United
Stationers account manager, or visit United
Stationers’ OfficeJan Resource Center at
www.officejan.com.

Smead President Sharon Hoffman
Avent Honored as Entrepreneurial
Woman of the Year
Our congratulations go to Sharon Hoffman
Avent, president and CEO of Smead Manufacturing Company, who last month was
honored by the Women's Business Development Center (WBDC) as its 25th Anniversary Entrepreneurial Woman of the Year.
The Women’s Business Development Center (WBDC) is the oldest and largest
women’s business assistance center in the
United States and has provided business
services and financial assistance to empower women towards entrepreneurship
CONTINUED ON PAGE 22
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multi-media presentation workstations.
The company has recorded sales increases
from $2.8 million in 2007 to $5.2 million in
2010 despite the national economic downturn, and said it is on pace to set another
new record in 2011.

Awards dinner, co-hosted by Georgia Trend
magazine and sponsored by J. Smith
Lanier & Co. in November.

New Line of SOHO Organizers
from MMF

At the same time, Roth has created a national presence for himself and his company through his charitable efforts on
behalf of breast cancer advocacy groups.
President Sharon Hoffman Avent (left) receives
the 25th Anniversary Entrepreneurial Woman of
the Year Award from the Women's Business Development Center.
and economic self-sufficiency since its
founding in 1986.
Avent has long enjoyed a distinguished career as an entrepreneur and industry leader.
She joined the family-owned firm in 1965
and held a wide variety of roles before becoming president and CEO in 1998, succeeding her mother as the third generation
of the Hoffman family to lead the company.
She was the first woman to receive the
prestigious “Spirit of Life Award” from the
National Office Products Industry Council
for her support of the City of Hope. She
was also named one of the “Top Women
Business Owners” by Pink Magazine and is
a former National Association of Women
Business Owners’ (NAWBO) “Business
Owner of the Year.”

AmpliVox CEO Don Roth Honored
with Lifetime Entrepreneurial
Excellence Award
AmpliVox Sound Systems president and
CEO Don Roth was recently honored with
a Lifetime Achievement Award by a local
business publication in conjunction with its
annual Entrepreneurial Excellence Awards.
Roth is due to receive the award later this
month at a special awards dinner sponsored by the Daily Herald Business Ledger,
which covers suburban Chicago.

The company’s Pink Podium Promise program has donated over 100 specially-designed pink lecterns to breast cancer
organizations across the country for use at
races, fundraisers and educational events.
“I am very grateful to the Daily Herald Business Ledger for this recognition,” commented Roth. “Our primary goal at AmpliVox
is to anticipate our customers’ needs and
provide innovative products to support
changing technology. That’s the essence of
entrepreneurial spirit, in my view.”

Baumgartens Selected as Finalist
for the 2011 Georgia Small Family
Business-of-the-Year Award
Atlanta-based manufacturer Baumgartens
was recently selected as a finalist for this
year’s Georgia Family Business of the Year
Award for the small business category.
The award, given by The Cox Family Enterprise Center at Kennesaw State University’s
Coles College of Business, is dedicated to
recognizing outstanding family firms that
promote family involvement in the business, innovative business practices or
strategies, contributions to the community
and business success.
Baumgartens was started back in Austria in
the 1800s, four generations ago. Today, Jean
Baumgarten, president and chair of the board,
leads the company. Jean is the wife of Hans
Baumgarten, the current treasurer and son of
company founder Fred Baumgarten. Their
son, David, is vice president.

Roth purchased AmpliVox in 1995 and
reenergized the 30-year-old company with
an emphasis on new products, cuttingedge technology and customer relations.

Headquartered in Atlanta, Georgia, Baumgartens began by importing high quality
German pencil sharpeners. The company
today employs 16 people as well as over 40
reps around the country.

The AmpliVox product line includes a variety of wired and non-wired lecterns, megaphones, portable PA systems, and

Baumgartens, along with the other finalists,
will be honored at the 20th anniversary
Georgia Family Business of the Year
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MMF Industries has introduced a new line
of organizers, the STEELMASTER Soho
Collection, focusing on small office/home
organization.
The new line, designed to appeal to consumers at home or work, comes in vibrant
red, cobalt blue and stainless-look colors
that can be seamlessly incorporated into
kitchens or offices to organize with style,
says MMF.
The Soho products are constructed of heavy
gauge steel and are made in the USA with
50% recycled content. Contact your MMF Industries rep or visit the MMF Industries website (www.mmfind.com) for more information.

New N. Texas Account Manager
for the Highlands Group
The Highlands Group rep organization has
announced that Sheila Koski has joined the
company as account manager in the North
Texas market. Sheila and her twin girls reside in Coppell TX, a suburb of Dallas.
Most recently Sheila was the territory manager for Audio Visual Aids, headquartered
in San Antonio.
Prior to Audio Visual Aids, she was with
School Specialty for 10 years where she won
numerous awards, including selection to the
President’s Club each of her last four years.
Sheila will be joining Chris Thorson in the
Dallas market to provide sales coverage in
the North Texas and Oklahoma region.
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Join Us In
Advancing
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When you purchase qualifying Scotch®
or Post-it® Brand Products, 3M will make
a donation* for each product sold to City
of Hope™ for Breast Cancer Research,
Treatment and Education.

50¢

donation*

NEW Scotch® Pink Easy-Grip
Packaging Tape Dispenser
Small, lightweight, and easy-to-use!

Item No.
MMM DP1000PC

Description
Includes Starter Roll,
1.88" x 600"

Qty
EA

Suggested List
$13.47

25¢

25¢

donation*

donation*

NEW Scotch® by Karim Pink
Tape Dispenser

NEW Scotch® Pink Restickable Shapes

Stylish, one-handed dispensing!

Reuse again and again!

Item No.
MMM C36BCA

Description
Includes Scotch® Magic™
Tape, ¾" x 300"

Qty
EA

Suggested List
$8.75

25¢

Item No.
MMM R100PNK

FPO

donation*

Description
Restickable Shapes

Qty
18/PK

50¢

donation*

NEW Scotch® Heavy Duty Packaging
Tape on Pink Refillable Dispenser

Post-it® Super Sticky Notes for
Breast Cancer Awareness

One strip and it’s ready to ship!

Holds stronger and longer!

Item No.
MMM 142P

Description
Clear, 2" x 22.2 yds.

Qty
EA

Suggested List
$4.20

Item No.
MMM 6333SSBCA3

50¢

Suggested List
$4.25

Description
White, 3" x 3" Notes,
75 Sheets/Pad

Qty
3/PK

Suggested List
$8.03

$4

donation*

donation*

NEW Post-it® Heart Pop-up
Note Dispenser

Post-it® Pink Ribbon Easel Pads

Convenient, one-handed dispensing!

Simplify note-taking at your next meeting!

Item No.
MMM HD330

Item No.
MMM 5592PKBCA

Description
Includes one 50-sheet pad
of Neon Pink 3" x 3" Notes

Qty
EA

Suggested List
$12.48

Description
White, 25" x 30",
30 Sheets/Pad

Qty
2/PK

Suggested List
$82.96

*3M will donate a portion of the proceeds from this product to City of Hope™ for breast cancer research, treatment and education. 3M's donation from the sale
of specially marked Scotch® Brand products will be up to a maximum of $100,000; 3M's donation on specially marked Post-it® Brand products is unlimited.

TM

3M, Post-it, Scotch, Magic and the Plaid Design are trademarks of 3M. © 3M 2011. All rights reserved.
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NOPAnews
Office of Management and Budget Issues New Government-Wide Guidance on Procurement Methods
Since last winter NOPA has been pushing the White House—and
the Office of Federal Procurement Policy (OFPP)/Office of Management and Budget (OMB) in particular—to issue a Statement of Administration Policy to clarify that its Federal Strategic Sourcing
Initiative (FSSI) is a “non-mandatory” procurement tool for acquisition of office products.

gram—within the hierarchy of federal purchasing initiatives.

To varying degrees, most major federal departments and agencies
have pushed their employees to use the FSSI procurement program, whose dollar volume and share of the total government market continue to grow quarter-by-quarter. The program has now
entered its second year.

In response to concerns raised about the impact of FSSI by a large
number of GSA-Schedule 75 holders—principally independent
dealers and some dealer groups, House and Senate committees
with jurisdiction over small business and procurement issues have
asked the General Accountability Office (GAO), Congress’s investigatory arm, to review the impact of federal strategic sourcing on
our industry and other affected sectors.

In an apparent effort to reinforce its 18-month push for FSSI use
on a government-wide basis, OFPP administrator Daniel Gordon
last month issued a memorandum to all chief acquisition officers
that outlines new requirements for development, review and approval of business cases for interagency and agency-specific
acquisitions.
In plain language, administrator Gordon believes the government
needs to further “leverage its buying power…to achieve administrative efficiencies and cost savings.”
The new OFPP/OMB guidance applies to acquisitions that enter
the solicitation phase after December 31, 2011. It applies to all
Government Wide Acquisition Contracts (GWACs), all multi-agency
contracts—including Blanket Purchase Agreements (BPAs)—and
agency-specific contracts and BPAs.
While noting that “competition” among procurement vehicles can
have benefits, in a footnote the memo nonetheless states that the
objective is to avoid “significant overlap” between procurements.
The memo defines “overlap” as situations in which the anticipated
scope of a proposed acquisition for supplies or services would
constitute 25% or more of the total volume under agency or multiagency procurement for those products or services through existing contracts established under FSSI, SmartBUY or an existing
GWAC program.
This memo follows related action the General Services Administration (GSA) took this summer when it issued a proposed Federal
Acquisition Regulation (FAR) rule amendment that would give the
FSSI program permanent special status—after the AbilityOne proOCTOBER 2011

NOPA was joined by AOPD, Office Partners and the TriMega Purchasing Association in filing a joint comment in August that opposes the proposed GSA rule. A number of individual independent
dealers also have filed comments voicing concerns about the
proposal.

The GAO’s study will include an assessment of the degree to which
FSSI is producing genuine cost savings for participating agencies,
as well as an examination of the circumstances under which strategic sourcing is and is not effective in achieving the government’s
procurement goals—including promotion of various forms of small
business participation in federal purchasing initiatives.
NOPA is continuing to monitor closely the impact of FSSI on the
office products sector. To date, NOPA’s surveys indicate that more
dealer members attribute sales and employment losses to FSSI
than those who have experienced sales and job gains due to this
program over the last several quarters.
The association continues to advocate before the Administration
and Congress for a balanced policy that allows all GSA Schedule
holders to compete for federal business, using either their GSA
Schedule 75 contracts or their FSSI BPA.
In the Administration’s efforts to avoid “overlap.” it is increasingly
apparently that competition is being limited in ways that are not in
the long-term interest of either federal customers or independent
dealers collectively.
NOPA encourages all members to share their FSSI experiences
with their elected officials as a means to encourage the Administration to restore broad competition in the office products market.
For more information, visit www.nopanet.org or contact Chris
Bates, NOPA president (cbates@nopanet.org).
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Competing against the

Big
Boxes

Build a Winning Hand

By Scott Cullen
If you’re going to battle the Big Boxes you need to think out of the
box. We spoke with six successful dealers who are winning and
winning big against some of the most formidable competition in
the industry. We had a seventh that we spoke with off the record
who did not want to be quoted because of some legal issues in
their market. What she said bears repeating in this cutthroat business environment, “I can’t talk but I’m trying to cause as much
damage as possible.”
Fortunately we found a few dealers who were willing to go on the
record and talk about the damage they’re inflicting on the big boys.
Although we’re talking big boxes, some of these folks are also inflicting a fair amount of damage on their competitors from within
the independent dealer community, too. But that’s another story.
Bulldog Office Products in Pittsburgh lives up to its name, taking a
bite here and a bite there out of their well-heeled competitors.
“They’re still the biggest competition we have,” says Bulldog’s
Frank Fera, Jr. “Staples in particular has been very aggressive.”
But even in these tough times, down and dirty pricing isn’t always
the answer by any means, Frank contends.
“If you have a strong enough relationship, price isn’t going to stand
in the way,” he says. “I’m confident that over the years the pricing
we get from any of the buying groups is enough to keep us competitive with any of the big boxes. But if I don’t have a strong relationship and someone wants you to go away, that’s one of the ways
they’re going to tell you to go away, ‘Your price is too high.’”
The majority of the battles dealerships like Bulldog find themselves
facing involve defending the business they have. “We just took a
hospital away from OfficeMax. Again, that was a strong relationship, but our pricing was good to begin with and our membership
in AOPD helped with the things we needed to adjust.”

Yes, it’s something that dealers may emphasize over and over
again, but it’s still what makes the successful independent dealer
a pillar of strength against much more formidable competition.
“Every day, customers of ours are called on by the big boxes and
sometimes they take those calls and more often than not they
come back to our reps and say, ‘Someone quoted me this price,
can you match it?’” says Frank.
What then?
“We match it,” he responds. “You know you have a good relationship with a customer who lets you match it.”
Bulldog’s biggest wins of late have been two hospitals that purchase off the Premier healthcare Group Purchasing Organization
contract. The main competition for one of those hospitals was Staples and the other was OfficeMax.
Frank offers a word of caution that all independents should heed.
“The worst thing to do is assume because you have a good relationship with a customer there’s no way someone is going to take
them from you,” he says. “You need to make sure your customer
is educated and knows how these people do business. You want
to tell them, if they call on you, let me know. For most of them, they
realize you need to make a certain profit. You just need to make
sure you communicate with them.”
He’s seeing some serious competition of late from Quill.
“They have a real aggressive core of young kids in our market who
seem to have been told, ‘Don’t go away until you get an order or
get thrown out.’ I’m sure they pick up a lot of business that way.
You hear it, ‘These people were in and they’re not professional and
I told them don’t ever stop back, and they say, ‘Tell me what Bulldog’s paying, we’ll beat it.’ To me it’s something you periodically
have to bring up and remind your customers, ‘We’re part of a
group, we get the best costs, we’re working on real aggressive

The key, says Frank, remains a good relationship with the customer.
OCTOBER 2011
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margins for you and if someone is selling below cost or there’s
something I need to deal with, let me know.’ That’s the way I think
it should be done.”
Can an office products dealership with just a half dozen people
successfully compete against the Big Box stores? Race Office Products in Oshkosh, Wisconsin, can. But they’re not doing it alone.
“We belong to Office Partners which gives us buying power,” says
Howard Hoppe, chairman of the board and former president of the
company. “Secondly, we call on customers, we service them, we
don’t have minimum order requirements, and we give free delivery—it’s just a matter of service.”
That ‘matter of service’ is something that Howard has found to be
a key differentiator in his 51 years in the office products business.
What does he get from Office Partners that allows Race to compete
on a more level playing field?
“Better pricing, rebates on the back end, and an annual meeting in
Tampa that allows us to sit down with 40-50 vendors and talk about
pricing and what they can do to help dealers get better service and
provide better prices for their customers,” he responds.
When push comes to shove, the reason customers choose a small
independent like Race over a larger competitor extends beyond
service and competitive prices. They’re also problem solvers on a
level the big boxes couldn’t and wouldn’t dream of matching.
“We’re in their office every week making sales calls and putting out
fires, and taking care of their problems,” states Howard.
He hasn’t found there’s any one type of customer or vertical that’s
more likely to recognize the value his dealership brings to the table
versus those that take the big box route.
“It’s big and small,” he says. “We might run into a small law office
where they think it’s more profitable to send their secretary to
OfficeMax to pick up a case of paper but we try to talk them out of
it. We focus on what the liabilities are and let them know we’re there
to help them.”
He admits he’s smarter about competing with the big boxes now
than when they first emerged on the scene mainly because of the
networking opportunities he has had with other dealers.

credit. That’s how we gain their business.”
Some days you eat the bear and some days the bear eats you. At
least that’s what Melissa Ball, owner of TriMega dealer Ball Office
Products in Richmond, Virginia, is finding when battling the big
boxes.
“When things go well it’s because you found the right customer,”
she says. “It’s a customer who appreciates service, as well as the
value and the price. When they consider value, they’re considering
more than just the price. Usually it’s a customer who realizes there
is a financial impact on their organization when they receive poor
service.”
Another asset that sets Ball Office Products apart from their competitors is the flexibility they can offer customers when it comes to
providing reports.
“You’ve got to bend or tweak a little so that it fits them and what
their organization requires of them,” says Melissa. “That means you
have to have a sales rep or customer service rep they can speak
to who cares about their questions whereas if we were a big box,
it’s more a matter of, ‘Here’s your report, this is what we’ve got,
this is what we do for you.’ There’s not as much flexibility. Being
flexible is helpful and that’s won us a lot of points.”
Case in point: Recently one of Ball’s drivers was making a delivery
to a customer who often cherry picks business between them and
the big boxes.
“We’re not always going to be the cheapest guy in town, we know
that and don’t go out and say that we are,” says Melissa. “We say
we’re aggressively and fairly priced but there’s always somebody
somewhere who will sell it for less even if they have to go below
their costs to do it.”
“Anyway, the driver was asked if they would bring a box of copy
paper upstairs. The driver said ‘Of course,’ because that’s standard
practice for Ball Office Products’ drivers. There was no elevator so
he had to carry it upstairs. When he came back down, the customer asked if he’d take a second box of paper upstairs. It was a
box of copy paper from Staples. He did, but as he was walking up
the steps he turned around and said, ‘Do you realize this is a Staples box?’ They both got a good laugh out of it.”

“We find out what they’re doing and not doing and that’s
been a great asset for us,” he reports.

CONTINUED ON PAGE 30

Even as competition remains intense, there’s no killing
Howard’s confidence. “It’s just a matter of talking to
the customer. Whether it’s a small office or a large
corporation, office products are a necessity. We
try to help them get the right product for the
right application. In a lot of cases we do their
inventory, look at their stock room, their
purchases, run reports, and if it’s a product that they’ve had on the shelves for
a couple of months and don’t need,
we take it back and give them
OCTOBER 2011
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Melissa says a Staples driver would not carry that box upstairs, instead they’d just leave it in the lobby.
“We had something interesting happen with another account we
recently won back,” she recalls. “After making our presentation we
were standing in their lobby and there was a fire safe by the receptionist desk that had been delivered by Office Depot the week before but the customer hadn’t been able to find anybody to move it
to where it needed to be. That’s something we would never do.”
The big boxes do the same thing with furniture. That customer with
the fire safe told Melissa they had some recent complaints with the
way one of the big boxes handles furniture deliveries. If a furniture
order was placed, they’d send the furniture out and leave it on the
sidewalk until the installer got there which might be much later that
day.
“We’re not ever going to do that,” states Melissa. “So it really boils
down to service.”
TriMega dealer Feller Business Solutions competes with the big
boxes in the Chicago market by leveraging the fact that Feller is a
women-owned business. Even though the primary supplier to
some of the big universities in their market is OfficeMax, Feller has
been fortunate to win departments here and there within those universities. They get their foot in the door because those universities
promote minority vendors and Feller is a steady presence at
minority events.

“Each individual department is not necessarily happy with OfficeMax,” reports Wendy Pike, president. “We’re hearing it takes too
long to get their orders, they don’t get them next day, the orders
are mis-picked, they don’t get what they order, and their [product]
offerings are very limited because OfficeMax directs you to the
products they have where they make the most money.”
All of that helps Feller Business Solutions compete more effectively.
“They like it that we have a broader array of product available to
them and it gets to them the next day and is delivered by our drivers to where they want it and how they want it,” says Wendy.
That degree in service is one of the main reasons Feller was able
to get into the University of Illinois.
“That was a big win,” she exclaims.
Currently Feller Business Solutions is in contention for a large university in Chicago.
“We went to the initial meeting for the bid, there were about 25 vendors, including all of the big boxes, and we are now one of three in
contention for that bid,” Wendy reports.
Does it surprise her that she’s able to compete against these formidable competitors?
“No, I like to tell customers it’s kind of like Vegas,” she responds
with a smile. “The big boxes spend a lot of money to give the imCONTINUED ON PAGE 31
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pression that they are always the lowest, but just like Vegas, their
big offices aren’t built on everybody winning. They have to pay for
it somehow but we don’t have the big fancy headquarters or stadiums named after us or the CEO salaries they have to pass along.”
Feller has also been successful matching the big box sales flyer
with the marketing program they get from their wholesaler.
“We can show them item by item where their sales price is higher
than our everyday street price,” she notes.
And are customers surprised that an independent like Feller can
do a better job? “Initially, but then it hits them and it makes a lot of
sense,” says Wendy.

once people figure out they can buy locally and can actually save
money and get a better service offering, it’s pretty easy to win their
business.”
Case in point is a Triplett’s customer who was contacted recently
by Office Depot. When the customer asked the Depot rep if they
could have someone come in and inventory her supplies for her,
the response was, “Someone does that for you?”
Asked if they do same-day delivery, the answer was, “No, but we
have 7-cent paper clips.”
And when asked if they support local charities and donate time and
money, the response was, “We probably don’t do that.”

And even though she was nervous when the big boxes first
emerged years ago, those nerves are long gone today.

Tim has also found the support of Independent Stationers helpful,
particularly its RDC program.

“Today the tide has turned,” she says. “People are tired of the big
stores and how they have to buy and what they have to buy. They
want to be known by their name as opposed to an account
number.”

“It really fits our size and model,” he says. “And we also like the
other dealer resources they offer, like the catalogs and the Google
Groups bulletin board that allows dealers to share [information].”

In Des Moines, Iowa, the folks at local independent Triplett’s believe
their secret to successfully battling the big box stores is providing
customers with a better online experience.

Chip Jones, president of TriMega dealer Minton Jones in Atlanta,
is seeing the dynamics change with Staples and Office Depot, noting that Staples is a whole lot stronger in the Atlanta market than
Depot of late. That’s been helpful.

“Initially, it’s a little trickier to convince a customer that we would
have a better online store than a Wall Street conglomerate,” notes
Tim Triplett, vice president of sales. “Most of the big box sites are
pretty complicated. They might have great search engines, but
aren’t designed for business-to-business midsize accounts and
suppliers.”

“Depot has had big cutbacks and we’ve found fewer Depot people
on the streets and their accounts are a lot easier to get into now,”
he reports.

The Triplett’s sales team pushes online ordering, showing customers how they can create custom lists and favorites for them
based on their history.

“Smaller customers with five or less in an office are more difficult
because they’re not really very loyal,” he laments. Where Minton
Jones does see success, though, is with the traditional SMB customer as well as various verticals.

“We make their logins easy for them to use and take all measures to
make sure their online experience is fruitful,” says Tim. “By setting up
those favorites lists and giving customers a tutorial on the phone or in
person, we hit their sweet spot and make our site better.”
Another way Triplett’s differentiates itself from the big boxes is
through their involvement in the local communities they service.
The Triplett’s team is involved with various charitable events
and supports worthy causes that are meaningful to their
customers while making sure the community knows that
Triplett’s is a part of those events.

That doesn’t necessarily mean it’s easier to win the business, although Chip says a lot of that has to do with the size of the
customer.

Chip has no other secrets to successfully battling the big boxes
that most other independents aren’t already aware of, but those
strategies are worth noting once again.
“It takes a lot of customer education,” he explains. “If you can get
in front of them then you can educate them about what’s going on
CONTINUED ON PAGE 32

“We’ve increased our visibility and that makes a difference,” states Tim.
It may sound overly confident, but Tim feels the
big boxes are easy to win business from.
“For most people, it’s a safe choice—almost
a default decision,” he points out. “No one
ever got in trouble from buying from a
national chain unless they have a ‘Buy
Local’ culture in their business. But
OCTOBER 2011
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and how you differ and what you have to offer that the big boxes
don’t. That’s basically how we market against them.”

One asset that Minton Jones is leveraging successfully is GOPD’s
Match or Beat system.

And what are the compelling arguments in Minton Jones’ favor?

“We’ve been targeting customers with that and have had tremendous success,” says Chip. “It’s automatic, the customers pull it up
and see what Depot would have charged them and see that we’re
less. That’s been working very well.”

“We ask each prospective customer who they’re buying from,”
Chip explains. “If they’re buying from a big box we find out which
one it is and we tell them who we are, what we’ve been doing, that
we’re a local business, and we’d like to review their pricing on what
they’re buying and see if we can help them save some money.”
Sometimes, timing is everything. There’s nothing like calling on a
customer who has experienced poor service, can’t get something
returned, can’t get something repaired, can’t get something replaced, or can’t get something picked up.
“That’s what we generally look for when we go in,” says Chip. “It’s
getting to be a larger problem for many customers. People are
more demanding now. They’re operating with smaller staffs that
are tasked out and don’t have a lot of time to spend ordering office
supplies. When they order they want it right away. They don’t have
layers of management like they had before. Their need is pretty
immediate.”

How challenging is it to keep up the level of service that has historically set Minton Jones apart from the big boxes?
“It’s been fairly easy for us because it fits with what we’re doing
and we’ve been used to it for so long,” he responds. “Every customer means something to us and a lot of customers are finding
out it’s not the same with the big box. Once they find out they’re
nothing more than a number to them, it’s easier to pry them away.
If you can make them feel important they’ll buy from you, or at least
seriously consider you.”

Scott Cullen has been writing about the office products industry since 1986.
In addition to writing for numerous industry publications, he is currently editor
and publisher of The Week in Imaging.
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Change Hiring

Woes

into Hiring

by John Chappelear

Wows

We all have employees who perform at different levels of productivity, positive energy,
team skills and leadership. Why? Aren’t we
trying to place top-level people every time
we go through the process of hiring? Were
we shooting for average or below average
performers?

keep the person hired in stress and fear.
People want to succeed. Help them by hiring the right ones.

Of course not, so why are our organizations
filled with them? If we use the same old skills
that got us here, they will keep you here; so to
get new high performance results you need
new high performance skills.

With today’s exceptional array of testing
tools, the mistakes we made in the past can
stay in the past.

To get consistently high performing people,
move to a process that leans heavily on an
objective and predictive screening and
hiring process.

Interviews—Statistics

These tests are based on solid scientific research that will objectively predict the right
applicant and tell you how they will perform
on the job.

References—First, most references are

To be effective, this testing must focus on
the ABC’s of skills and traits. The ABC’s are
relatively simple:

What are you doing now to select new people?
show that interviewers don’t really do any better than flipping a coin.

never checked. Secondly, there is so much
potential disaster for the person providing
the reference that most of the time they
don’t tell you what you need to hear and
many times they don’t even tell you the
truth.

Tell them—When you open up and tell the
prospect what you are looking for, guess
what happens? They magically become
just the right person for the job—sometimes right before your eyes.

Sell them—This is common with people
who are excited about their business. They
sell the prospect rather than the other way
around. It’s hard to learn about a prospect
when you do all the talking.

Gut instinct—Unless you are looking for

I Abilities, such as problem solving, vocabulary, math, grammar and attention
to detail
I Behavior, demonstrated by a person’s
emotional capacity, interpersonal skills,
personality and motivators
I Character, embodied by qualities such as
work ethic, honesty, impulsiveness,
emotional and work/life balance
Where it gets complicated, though, is by
the need to recognize that preferred abilities
will vary dramatically, depending on the requirements of both the job and the position.
The skills needed for sales are completely different than the ones needed for customer
service, IT or accounting, for example.

mini-me, this subjective process is going to
get you in trouble almost every time. With
gut-instinct you have about a 75% chance
of making a mistake.

There are also varying levels of responsibilities within these positions. The sales manager needs significantly different skill sets
than a front line sales person.

Subjective mistakes like these will keep you
struggling with a constant parade of hiring
mistakes that cost you time and money and

Even positions as close as inside and outside
sales require remarkably different skills.
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different skills and tactics than even a very
senior staff accountant.

Fortunately, you already have a great resource to draw on to build an effective selection process: your existing team
members.
Let’s say you want to hire profitable, productive sales reps. Start by testing some of
your current sales reps. Make sure that you
statistically pinpoint the results from your
sales superstars and pay close attention to
their typical test scores across the board.
Then, as you test applicants, you will
quickly see if the applicants’ scores are
similar to or different from your sales superstars.
Job-by-job and position-by-position, you
can create a viable and consistent tool that
will allow you to minimize hiring errors and
benefit from increased productivity.
As you hire applicants whose test scores
are similar to each of your departments’ superstars, you will benefit from increases in
productivity and profit as well as in motivation and morale that come when you hire
only the best.
Next month, we’ll take a closer look at how
to do just that, starting with the sales department. Stay tuned!
John Chappelear grew up in the office
products industry, working in his father’s
business until starting his own business in
1979, at the age of 30. He is an author,
speaker, and trainer and internationally
recognized as an expert on organizational
culture, leadership and communication.
John’s book The Daily Six won the best
book award from USA Book News. For more
information, visit John’s website or email
him directly at john@johnchappelear.com.
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Sometimes

LOCAL

may not
MATTER
ENOUGH

By Tom Buxton

“We are so thankful for your service
to our company and will retain you as
our supplier for another 18 months,
after which we will be switching to
someone who can service us effectively
on a national basis.”
Yes, someone actually said this to a dealer a few weeks ago.
How do I know? I was there.
Our goal for the meeting was to provide an account review,
notify the customer about price increases and find out more
about how they perceived the dealer by asking some probing
questions.
Obviously we were successful. However, what we heard was
not entirely what we had hoped to learn.
This customer loved the company’s rep, Internet site, customer
service and delivery. Their representatives even mentioned that
they used us in spite of what they perceived to be pricing that
seemed significantly higher than the vendor that services their
other major location (The words that form the name of the other
vendor begin with O and D).
Do you have accounts like this? Do you have customers that
are in your top ten and vital to the continued viability of your
company, but have locations elsewhere that you either don’t
connect with regularly or may not even serve?
Based on my experience working with over 150 dealers during
the past few years, my educated guess is that each owner or
rep has at least a few of these customers.
Guess what? If you have this type of regional or national account and you have not yet found out what their goals are with
respect to vendor consolidation or discovered which locations
make or influence buying decisions, you are in grave danger of
losing your biggest and best accounts.
Now that I have your attention, let me suggest a solution to this
challenge. However, in the interest of full disclosure, I will also
inform you that my opinion could be biased to some degree,
because of my role as national sales manager for one of the entities that helps independents retain the type of accounts described above (AOPD).
So, you be the judge as to the validity of the rest of this column
and if you feel that my views are too tainted to be trusted,
please read no further.
What the customer’s representative was expressing in her own
way was that “local” is good for local accounts, but bigger entities cannot be serviced properly except by someone with a
national footprint.
Please understand me, I am not saying she was correct in her
assertion, but trying to argue with someone who holds this belief won’t necessarily end well for your company.
CONTINUED ON PAGE 35
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This is why I have always urged the AOPD
dealers to introduce themselves to regional and national buyers as being from
AOPD and its local affiliate, “Tom’s Office
Supply.”

the other locations for you in a personal
and profitable manner.

Generally speaking, purchasing folks are
not risk takers. Consequently, a large
company may often choose a national
supplier rather than a local partner just
because it is a safer choice.

If you don’t know anyone who serves the
locations that you are trying to serve,
there are at least four options for you to
consider.

If you don’t believe me, ask a friend that
works in purchasing for a regional or national company and see what they say.
So, what am I recommending you do?
First, evaluate your accounts to determine if any of them are part of regional or
national entities.
If they don’t have a significant presence
outside of your home area, feel free to use
the “buy local” mantra to anyone who will
listen.
On the other hand, if you do have accounts that could be in danger, contact
someone that may be able to help service
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This someone could be a non-competing
dealer within your network of friends or a
fellow buying group member.

I. Check with your buying group. IS has a
very large national accounts team and
TriMega has a group of dealers serving
national accounts called “Point Nationwide.”
II. Check with your first call wholesaler to
explore how to connect with other
local dealers within the area that you
are trying to serve.
III. Consider hiring couriers and possibly
sales representation for large out of
town locations.
IV. Contact AOPD.

in grave danger of losing their largest accounts if they don’t continually evaluate
the threat of vendor consolidation and the
fact that “buying local” isn’t always a positive for purchasing departments.
To some extent, folks like AOPD, IS and
Point Nationwide compete for some of
the same accounts, but I know I speak for
all of them when I say they all want to
beat the “big guys” more than they want
to compete with each other.
Please find someone you can trust and
discuss the possibilities of out-sourcing
your out-of-town relationships. The business you save might just be your own!
Tom Buxton, founder and CEO of the
InterBizGroup consulting organization,
works with independent office products
dealers to help increase sales and
profitability. For more information, visit
www.interbizgroup.com.

Let me end with an explanation of why I
wrote this article. Independent dealers are
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“Focus on

Conversion,
Penetration
& Retention
to Fuel Sales
Success,”

Says K.Coaching’s

Krista Moore

Understand your strengths, build your sales
strategies around those strengths and focus
on customer conversion, penetration and retention (CPR) in an intentional, disciplined
way and business success will follow.
That was the message from K.Coaching’s
Krista Moore at a workshop she presented in
Beltsville, Maryland, recently as part of S.P.
Richards’ FUEL™ dealer training program.
Independents today who come to market
with a solid system in place and a strong
sales force are growing and growing profitably, Moore told the group.
They have a clear sense of the strengths
that set them apart in the marketplace, they
know where and how their business is
growing and they track what’s happening
among their competitors and in the market
in general, she said.
And, she stressed, they make sure their
customers appreciate the strengths that set
them apart. “Do your customers really feel
and see the strengths that make your dealership different?” she challenged. “Are you
able to tell a story that shows your
strengths in concrete ways instead of just
talking about them in vague generalities?”
To gain a clear understanding of how your
business stands in the marketplace, Moore
recommended dealers conduct a SWOT
analysis to explore the company’s
Strengths, Weaknesses, Opportunities and
Threats and she urged them to seek input
for the analysis from throughout the organization.
“Don’t just limit the exercise to key management,” she suggested. “Get cross-functional
teams together and get input from your sales
force, customer service reps, drivers and others to get the real picture.”

Successful independents understand the strengths that
set them apart in the marketplace, they know where
and how their business is growing and they track
what’s happening among their competitors and in the
market in general, consultant Krista Moore told dealers
at a recent S.P. Richards training program.

“Independents need to be more aggressive
and think more strategically and go after
the big box stores’ weaknesses,” she argued.
The big box players may still be trying to
figure out how to sell to the mid-market that
is the independent’s traditional sweet spot,
but they continue to pursue it aggressively
and you need a strong retention strategy to
counter the threat, Moore warned.
“Where and how is your current business
growing?” she asked. “You won’t know
where to spend your time unless you have
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detailed information on what’s happening
among your customers.”
The recession has driven overall retention
rates down significantly among dealers in
recent years, she warned, with the average
currently running around 68%, compared
to the mid to high 70s in previous years.
“There’s a big difference between a customer being satisfied and a customer being
loyal and we have to find a way to bridge
that gap,” Moore said.
She highlighted quarterly business reviews
as the most effective retention resource.
She said it enabled dealers to reach the
higher levels of their customers’ organization beyond purchasing, gain a better understanding of their key needs and
priorities and strengthen the relationship in
general.
“Don’t lose sight of your job as an account
manager,” she urged. “Continually look for
ways to establish higher level relationships,
create value and build customer loyalty.”
Be proactive about customer retention,
Moore told the group. Monitor accounts to
identify any drop in sales activity early, so
you can find out why before it’s too late.
Make a list of your top ten at-risk accounts
and implement a plan to exceed their
expectations.
Retention strategies she suggested included:
 A customer quality council made up
of key purchasing contacts from
different accounts to provide networking and idea exchange opportunities for them.
 Scholarships and similar sponsorship type programs, based on a
percentage of sales donated, for
education market customers.
 Lunches, golf outings, customer appreciation days and similar events.
 Sell online ordering as a way to get
customers locked in to doing business with you.
Turning to new customer conversion,
Moore challenged dealers to find ways to
go beyond what she called a “Quote and
Hope” approach.
“Progressive dealers use a sustainable, repeatable process for their prospecting,”
CONTINUED ON PAGE 37
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she explained. “They are able to draw on prospecting tools, job
aids, conversation guides and targeted marketing pieces to create
a consistent approach when it comes to generating new business.”
The sales process is complex and every sales professional requires a sales plan and approach, she contended.
Moore broke the sales process down into five different phases:
 Prequalifying–determining if they fit your “ideal” profile
 Uncovering needs–asking questions, listening and understanding current needs and circumstances
 Presenting the proposal–a professional price and service
offering to meet their needs)
 Closing–the formal process to ensure you are the primary
OP supplier
 Retention–making them lifelong customers
She said each phase calls for careful planning and execution, with
a goal, well-defined activities and job aids.
“What are you going to do different to better define your sales
process and help make your sales reps more efficient, productive
and more professional?” she asked.
The final element of Moore’s sales strategy model, penetration, is,
she suggested, in many ways the easiest.

gories,” she contended. But again, a carefully planned, intentional
effort is required.
“Sell deep and wide into your accounts and build relationships
that go beyond just the purchasing department,” she urged. Be
proactive with new products to find opportunities beyond the current mix that you’re selling. Don’t rely on passive penetration tools
like box stuffers and broad mailing or e-marketing campaigns but
take a focused, strategic approach to selling multiple lines of business, Moore suggested.
Above all, Moore told the group, recognize that you as an individual are responsible for bringing improvement to your own sales
performance and success as an individual and she encouraged
attendees to use CPR techniques not only for their dealership as
a whole, but also to help drive their individual success.
The workshop was one of 14 sessions scheduled throughout the
country for this year. The ten held thus far have drawn nearly 400
attendees. Additional workshops are scheduled for Charlotte,
North Carolina, New York, San Antonio and San Francisco. For
more information, contact your SPR rep.
For information on coaching, consulting and training programs
available from K.Coaching, e-mail info@kcoaching.com
or call 919-554-4505.

“If we’re doing our job right, our customers know us and trust us
and they should be open to new products and new product cate-
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If You
Want to
Change Things,

$ell $omething!
By Troy Harrison
As salespeople, we are many things. We
are generators of growth, we are rainmakers, we should be profit centers, we are relationship builders, we are the company’s
most valuable human asset. But did you
ever think of us as agents of change?
Most of the time, that label goes on CEOs
and other senior managers, but it fits us,
too. I’ll give you some perfect examples.
Recently, I was in a sales meeting with a group
of salespeople who had been tasked with a
heavier prospecting duty than in the past.
These salespeople digested their new duties,
and then started worrying about the “hill beyond the hill,” i.e., what would happen
AFTER they were successful in generating
new prospects? This is a common stumbling
block for too many businesses, and ultimately it is always handled the same way.
You see, the salespeople were already worried about who was going to take care of
the admin work for their current customers,
who would help them generate all the new
proposals, what new marketing resources
could be brought to bear, etc.
Part of this was probably because they
were trying to find reasons NOT to
prospect, but part of it was the common
stumbling block.
I told them what I always tell sales teams
that get bogged down in this kind of concern: “Look, there’s only one way that these
resources will become available to you, and
that’s to give this company the actual problem–rather than the hypothetical problem–
that you’re discussing. Go sell something!
OCTOBER 2011

The ownership will make the resources
available to you.”
The salespeople, of course, protested that
good management would worry about the
things ahead and clear the decks in advance of actual sales achievement.
We could debate that, I suppose, but it
wasn’t helpful. See, here’s something I have
discovered: To business owners and managers, sales achievement only becomes
real AFTER it happens, or at the soonest,
WHEN it is happening.
There’s a good reason for this. Salespeople
tend to be eternal optimists, and if management spent money on resources every time
a salesperson told them he was GOING to
sell something, there would be a lot of
broke companies in the world.
If you want management to solve problems
that are barriers to increased selling, nothing works like increasing sales.
My first real experience with this as a manager
was in the late 1990s when I was a first-time
sales manager for a uniform rental company.
I took the first 3-4 months to get the right people in place and doing the right things, and I
could see where sales were going to go.
The trouble was that our service/delivery
department was horrendous. I liked the
service manager and had a good relationship with him—I thought so, anyway—and
so I took him out to lunch one day and said,
“Al, the sales are starting to come together,
and when they do, your department is going
to be the biggest problem at this company.
Frankly, you’re on the verge of holding me
back already. I need some change.”
INDEPENDENT DEALER

Al agreed, in principle, that there were a
number of moves he could make, people
he should replace, and so forth.
So I offered to help him. I offered my time
and even some of my budget to help fix his
problems, and he politely refused. He said,
“Look, Troy, lots of sales managers have
promised sales and not delivered. I’m going
to stand pat for now.”
I responded that, although I liked him, in the
end I would do whatever was needed to make
sure that my department—and our new customers—got the service they needed.
While my hope was that he would be part
of that, the right stuff was going to happen
regardless. One year later, I was a witness
(for HR purposes) to his termination. You
see, for Al, sales growth wasn’t real yet—
even though he could see the green shoots.
We were able to effect a lot of positive
change in that company, both at our branch
and nationwide—but it only happened
AFTER we were selling our guts out.
So if you’re thinking that your company has
issues or problems, the best way to fix
those is to sell MORE, not less, and let the
chips fall where they may.
Nothing produces positive change like
more sales—and that is something that is
completely within our control.
Troy Harrison is a sales consultant, trainer,
and the author of “Sell Like You Mean It!”
Learn more and subscribe to his weekly
E-Zine, the HotSheet, at
www.SalesForceSolutions.net.
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