


OCTOBER 2014 INDEPENDENT DEALER PAGE 2

Fifty Years and Counting for MD Independent  
Landis Office Center
At Landis Office Center in Cumberland, Maryland, the McKenzie family— Rich-
ard and Georgene and their sons, Jeff and Todd, have something special to cel-
ebrate this year, as they mark their dealership’s 50th year of continuous service 
to the local business community.

It all started in 1964, when Rich and Georgene purchased the dealership. Back 
then, it was a typewriter house with just two employees and annual sales of 
about $6,000!

Fast forward to today and Landis Office Center is a full-service, one-stop office 
resource with 26 employees, annual sales of $5 million and a product mix that 
includes supplies, furniture, jan-san products and office machines.

Ask the McKenzies just how they’ve been able to reach what is truly a special 
landmark for any business and they don’t need too much time to come up with 
the answer. 

“We have a very special group of employees here who are more like an extend-
ed family than anything else,” says Rich. “Many of them have been with us for 
many years—some as long as 30-35 years—and they’re the ones who really 
make the difference,” he says proudly.

“We describe ourselves as ‘The House That Service Built’ and we can do that 
mainly because of their commitment to outstanding service and their ability to 
build relationships that go beyond business with our customers.”

Congratulations to the McKenzies and their team who after 50 years, are still 
going out and proving every day there’s plenty of room in the office products 
world for well-run, service-oriented family businesses.

Illinois Dealer Earns ‘Lifetime Achievement’ Award 
In suburban Chicago, the folks at Des Plaines Office Equipment are walking 
around with just a little more bounce in their step after one of their own, vice 
president Victor Micelli, was honored with a Lifetime Achievement award by 
his local business publication as part of its annual Entrepreneurial Excellence 
Awards program.

The awards are intended to honor people who have successfully brought their 
business dream to reality in the suburban Chicago area. Award winners are 
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Industry Meetings Still Offer 
Unique Value
If you’re like me, chances are you’ve heard more 
than your share of complaints about the exces-
sive number of tradeshows and similar events in 
our industry. You may even have voiced some of 
those complaints yourself.

A quick look at the industry calendar (you can find 
one on our own website at www.idealercentral.
com/Home/Industry_Calendar) would certainly 
suggest plenty of opportunities for better sched-
uling. But that doesn’t mean the basic format it-
self is played out.

If you weren’t at last month’s EPIC event in Flor-
ida, you missed an outstanding chance to help 
your business, with a program that offered value 
on multiple levels.

There were plenty of dealers at last month’s event 
but there could—and should—have been more. 
Not because it’s important to support any effort to 
rationalize the industry calendar, though it is. But 
because so much of what was on offer at an event 
like EPIC simply isn’t available anywhere else. 

One of the biggest downsides of owning and/or 
operating a small business is that all too often, 
you operate in isolation and important decisions 
tend to be made on the basis of gut feel and lim-
ited information.

The dealers who attended EPIC not only came 
away with valuable insights on the forces at work 
in the industry today but they also had an oppor-
tunity to talk with their fellow dealers and busi-
ness partners and get fresh perspectives on some 
of the challenges they face closer to home.

Could they have been doing something else in 
the business if they had stayed home? Of course! 
But what they gained by attending made them 
far more able to work on the business and that’s 
hugely important.

So next time you get an invitation to an industry 
event, think about what you might be missing by 
not attending. Particularly in these times of dra-
matic and sudden change, most of us need all the 
help we can get. Industry meetings still represent 
one of the most effective sources of that help.

Simon De Groot
simon@idealercentral.com

EDITORIAL
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selected because they demonstrate the best traits of entrepre-
neurship, including willingness to take risk, drive, perseverance 
and business creativity, the publication said.

Vic and his brother Chip represent the second generation of his 
family to run the business, which was founded by his father Vince 
in 1955.

Vic himself started out at the ripe old age of 10, polishing desks 
and repairing typewriters at the dealership. He and Chip bought 
the business from their dad in 1986.

Today, the dealership is some 80 employees strong and covers 
most of northern Illinois from its suburban Chicago headquarters. 
It also operates branches in downtown Chicago and Rockford.

In his acceptance speech, Vic urged his fellow entrepreneurs to 
follow his lead in inspiring employees to become involved in re-
forming state government. He said he has offered his employees 
additional paid time off during the holidays if they vote this No-
vember.

“I told them ‘I don’t care who you vote for, just vote,’ and I want 
you to send me a picture with the ‘I Voted’ sticker,” he said. “If 
we can get the people who work for us to vote, we can move in 
the right direction.”

SD Independent Joel Vockrodt Earns Local 
‘Businessman of the Year’ Honors

Office Peeps president Joel Vockrodt accepts his 2014 ‘Businessman of the Year’ 
award from his local chamber of commerce. 

In Watertown, South Dakota, congratulations are also in order for 
Office Peeps president Joel Vockrodt, who last month was named 
“Businessman of the Year” by his local chamber of commerce.

Ten minutes on hold. Empty, prerecorded promises. Smooth 
jazz spiking your blood pressure. Is your call really important?

We hate call centers, too. When you call Phoenix, you speak 
directly to a live person. We know our products inside and 
out, so we’re ready to promptly solve an urgent issue or 
simply answer a question. You always receive the personal 
support we’d appreciate ourselves.

And we know you won’t find it  
with our competitors.

Call Phoenix and talk to a real person that will help.

WE KNOW AUTOMATED  
CALL CENTERS STINK.

SAFE INTERNATIONAL, LLC

(clockwise from top)
Jeff McQueen
Janet Pape
Penny Cooper
Sharon Maish

800.636.0778   |   www.phoenixsafeusa.com
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Joel received the most nominations from chamber members for 
the award this year, and, says chamber president and CEO Me-
gan Gruman, it was richly deserved.

“Joel is a past chairman of our board of directors and has been 
very involved in many chamber activities over the years,” says 
Gruman.

Currently, Joel chairs the chamber’s government affairs com-
mittee and, says Gruman, he plays a key role in representing 
members’ interests at the state and local government level and 
making sure they are kept informed about important trends and 
legislative initiatives in state politics.

Just as importantly, she adds, he encourages other Office Peeps 
team members to also get involved in the chamber and support 
their activities. 

Rebranding, HR Kudos for Eakes

Left to Right: Eakes’ Jeff Byrnes, Mark Miller, Kevin Fries, Dan Eakes, Ron Eakes and 
Mitch Bean receive their “HR Employer of the Year’ award.

It’s been an exciting few months for Mark Miller and his team at 
the dealership formerly known as Eakes Office Plus.

In addition to an ambitious rebranding effort for the Grand Is-
land, Nebraska-based independent, the company also picked up 
a prestigious “HR Employer of the Year” award from the Nebras-
ka State Council of SHRM, the national association for human 
resource management.

More on the rebranding in a moment, but first some details on 
the award.

With some 225 employees spread out across 12 different loca-
tions, HR is clearly a critical area for Eakes and Mark and his 
team treat it that way.

“We have made it a strategic goal of the company to identify and 

attract the new generation’s best while making sure we still keep 
the other generations happy,” Mark explains.

Cornerstone of that effort is Eakes’ Culture Club, a program set 
up about 18 months ago designed to do just that.

The club is made up mostly of volunteers drawn from throughout 
the organization to represent a broad cross section of geograph-
ical locations and functional departments.

“We gave them a budget, told them to come up with a plan to 
make changes in the company that would make us more attrac-
tive to millennials and other generations and they responded with 
some great ideas,” Mark explains.

Among the changes developed by the Culture Club: a more re-
laxed dress code, more opportunities to get involved in com-
munity support efforts and giving back and introduction of what 
Eakes calls “borrowed time off” to make for a more flexible work 
environment.

“We talk a lot about wanting to be a company where people like 
to work and where they feel valued and the Culture Club is one 
way of putting our money where our mouth is,” says Mark, who 
gives kudos both to HR manager Kevin Fries and benefits coor-
dinator Shannon Avila for their leadership in the HR area.

Meanwhile, in another part of the organization, marketing man-
ager Sandy Faber was doing a similar job spearheading a com-
prehensive re-branding effort for the dealership. 

“We felt our name and logo were a little dated but more impor-
tantly, they really didn’t represent who we are as a company to-
day,” Mark explains. “We’re not just about office products but 
about providing solutions for the full range of needs in today’s 
offices.”

The new name, Eakes Office Solutions, is designed to align more 
closely with the company’s mission of providing solutions which 
help customers work better. “The new, Eakes Office Solutions 
name best describes the business relationship we have with our 
customers who look to us to understand and care about the is-
sues they face,” Mark explains.

The rebranding officially rolled out at the beginning of this month 
and by the time Mark and his team are finished, it will have im-
pacted just about every aspect of the dealer’s operations—from 
letterhead and business cards to uniforms, truck wraps and sig-
nage, not to mention new name plates for some 5,000 copiers 
Eakes has placed out in the field.

“Rebranding is not an inexpensive venture,” says Mark. “But we 
are a different company today from what we used to be and our 
brand needs to reflect that.”

CONTINUED on page 8>>
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Merger Deal Boosts Jan-San 
Business at New England Office 
Supply
In Braintree, Massachusetts, Indira Patel 
and her team at New England Office Sup-
ply (NEOS) are looking forward to a major 
boost to their jan-san business following 
last month’s news of its merger with Uni-
versal Gold, a long-time supplier of janito-
rial, industrial, paper, rags, wipers, safety 
and packaging products located in East 
Providence, Rhode Island.

The move adds some $5 million in jan-san 
sales to the NEOS top line and also gives 
it a third location, in addition to the dealer-
ship’s Braintree and Auburn, Massachu-
setts operations.

“Like many OP dealers, we are looking to 
get into jan-san category in a serious way 
and the merger with Universal Gold gives 
us significant critical mass and expertise 
in the category,” commented NEOS vice 
president Dennis McCarthy. “We’re also 
looking forward to growing our overall 
business from our new Rhode Island lo-
cation.

Hummel’s Office Plus, NY 
Dealer, Expands into Office 
Machines
In Herkimer, New York, Harrison J. (Chip) 
Hummel and his team at Hummel’s Office 
Plus broadened their one-stop-shop val-
ue proposition in a big way recently, when 
Chip took a majority stake in Business 
Machines & Equipment (BME), a Canon 
office equipment dealer located in Marcy, 
New York, just outside of Utica.

Steve Mitchell, who has been leading the 
sales department at BME, has also taken 
an ownership position within the compa-
ny and has been named vice president.

While BME founders James and Georgi-
ann Lambert have retained an ownership 
stake in the company they will be retiring 
at the end of this year, Hummel’s said.

SC Dealer Herald Office 
Solutions Adds Two New 
Locations
In Dillon, South Carolina, Thomas Jordan 
and his team at Herald Office Solutions 
recently expanded their footprint in the 
state with the addition of two other South 
Carolina independents, Office Connec-
tions in Charleston and the Office Supply 
Center in Greenwood.

Herald now has ten locations (nine in 
South Carolina and one in Whiteville, 
North Carolina) and, reports Thomas, all 
current employees at the two new loca-
tions will be joining the Herald team.

The Office Connection deal gives Herald 
a second location in Charleston and the 
dealership will be moving its office sup-
plies and office furniture business there 
into separate buildings as a result, he 
adds.

These are good times for Herald, accord-
ing to Thomas. Business has been strong, 
with furniture and cleaning and breakroom 
leading the way, he reports.

Chicago Area Dealer Strengthens 
Office Expert Branding
In Itasca, Illinois, Diane Sanders and her 
team at Second Systems and Business 
Interior Solution got themselves some 
very nice media exposure recently when 
the local business publication ran an ar-
ticle from Diane on current office design 
and work style trends. 

In the article, Diane described how more 
and more offices are seeing what she 
called a “revolutionary change” to more 
open architecture, with meeting rooms 
and offices in the center core, greater use 
of natural lighting and more teaming and 
collaboration space.

She also talked about the use of bench-
ing and touch-down space and explained 
how they and similar concepts are being 
used by companies to reduce the footprint 
of individual work areas and overall space 

square footage needs by as much as 30%.

In addition to charting new design trends, 
Diane also offered the publication’s read-
ers advice on how they can best use them, 
suggesting a blended approach that en-
courages collaboration while still allowing 
opportunities for private space when pri-
vacy or lack of distraction is needed.

While the actual content of the article may 
not be new to too many dealers, it does 
show that you don’t need a hefty PR bud-
get to get good local exposure.

“We don’t advertise in the publication but 
we have made a point of keeping in touch 
with the folks over there and as a result, 
they reached out to us to help them with a 
feature they were putting together on the 
industry,” Diane explains.

“It took me about 30 minutes to put the 
article together—as a furniture dealer, it’s 
an area that we live and breathe every day 
and once I started, it really wasn’t that 
hard to write about what we’re seeing in 
the market.”

That 30 minutes’ worth of work put the 
Second Systems name in front of some 
30,000 commercial buyers and influenc-
ers in her local market at no additional 
cost and positioned Diane and her team 
as authentic office experts.

“We’ve gotten some very positive feed-
back, both from our existing clients and 
from potential new customers in the com-
mercial real estate and A&D communi-
ties,” she reports. “We also posted it on 
our Facebook and LinkedIn sites to fur-
ther leverage the exposure.”

And the moral of all this for other dealers? 
“Don’t be shy about looking for local cov-
erage and don’t underestimate what you 
know about the office and what’s import-
ant about what’s happening in it for your 
customers,” she advises. “The article has 
been a great way to put our name out there 
in the market and has really strengthened 
our branding as an office expert.”

Read Diane’s article for yourself.

http://dhbusinessledger.com/Content/Manufacturing/Manufacturing/Article/What-s-all-the-buzz-in-your-office-/29/95/12749
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At Smith Office in Lafayette, Indiana, Dan 
Smith and his team can look back on a 
tradition of service and value that extends 
some 60 years. But while they’re justly 
proud of their history, Dan and his team 
are also committed to taking the elements 
that made that history possible—out-
standing customer service and the abil-
ity to build strong, long-lasting business 
relationships—and combining them with 
21st century technology and marketing 
strategies.

Working with Tom Ketchum and his Sales- 
Tactix new business development orga-
nization and the Mikogo online meeting 
platform, Dan has developed an innova-
tive way to generate new customers that 
preserves personal contact and interac-
tion while replacing the traditional high-
cost sales model with a much less expen-
sive alternative.

Here’s how it works: Using prospect pa-
rameters provided by Smith Office, Sales- 
Tactix sets up a regular stream of ap-
pointments with potential new customers. 
But these are appointments with a differ-

ence. Dan never sees those prospects. 
The meetings are all online and they take 
place via Mikogo. 

“We find prospects are a whole lot more 
comfortable with a webinar format than 
the traditional face-to-face meeting since 
everything is so much more on their 
terms,” Dan reports. “I tell them there are 
only two rules: I’ll stay as long as you like 
and I’ll leave when you tell me to.”

Dan positions the webinar as an oppor-
tunity for prospects to access his dealer-
ship’s website and see for themselves the 
pricing he can offer and compare it what 
they’re getting from their current suppli-
ers. 

Most of the time, it’s a comparison that 
ends up very much in Dan’s favor, since 
the pricing those prospects see is cus-
tomized with the help of the MyAnalyst 
Pro pricing program from the dealership’s 
first call wholesaler S.P. Richards.

To provide a little more motivation, Dan 
signs them up during the session for 
Hewlett-Packard’s PurchaseEdge loyalty 

program and sends over their own pre-
set user name and password along with a 
coupon for use on their first order.

Results at Smith Office speak for them-
selves. “Since we put the new sales strat-
egy in place, we’ve added close to 300 
new accounts—all online only—and over 
60% of them are still doing business with 
us,” Dan reports.

And, he adds, the model not only takes 
cost out of the sales process but also 
makes it a whole lot easier to expand the 
dealership’s sales territory without adding 
any additional sales staff.

“Our new sales approach has been a 
game-changer for us,” says Dan. “It’s 
allowed us to present our message in a 
way that makes it clear we can be very 
competitive with the big boxes and any-
one else online, and it also positions us 
as a progressive, technology-savvy busi-
ness partner. It’s a high-return, low cost-
to-serve model that has kept us growing 
and profitable and you can’t ask for much 
more than that!”

Secrets 
Successof

Smith Office at a Glance

Key management team:  
Dan Smith, president 
Brad Harper, general manager 
Mike Clare, IT director 
Frank Donaldson 
Bill Ridgley, furniture managers

Products carried:  
Office supplies; office furniture, facility & breakroom

Year founded: 1954

Annual sales: $5 million

Number of employees: 23

Key business partners: S.P. Richards, TriMega, 
Kyocera, SalesTactix

% of online sales: 65%

Web: www.smithop.com

Pictured above, (l to r): Smith Office’s Brad Harper, Bill Ridgley, Mike Clare and Frank Donaldson. 

Dan Smith, pictured right.

Smith Office, Lafayette, IN

http://www.smithop.com
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Bottled water: The secret 
sauce of single source

The potential for new revenue was definitely appealing to 
Al Richter, owner of the Richter Drafting and Office Supply 
Company. He started his drafting and engineering supplies 
business back in 1985, and over the years has expanded 
his offering in the quest to become a true one-stop shop. 
He feels the level of service he provides—including the 
ability to deliver every day—gives him an advantage in the 
janitorial and breakroom market. Bottled water was  
a natural extension.

“We have a strong corporate base,” Richter explains. 
“They know us, they like us, and they would rather give us 
the business than someone they didn’t know as well. The 
Nestlé Waters name holds tremendous clout with regards 
to reputation and quality. We could incorporate this line 
without any hesitation, knowing that we could get business 
that otherwise would have gone elsewhere.” 

Richter Drafting and Office Supply Company
www.richteronline.com
Bottled water is a natural extension in their pursuit to be a 
one-stop shop for their clients.

The concept of being a single-source provider not only 
benefits the dealer, many customers also appreciate being 
able to reduce the number of suppliers they use. Juanita 
Strickland, CFO of Malone’s Office Environments, sees 
this as a critical part of their value-added service, as they 
work closely with clients to help them track usage and 
manage spend.

“Our existing customers love the fact that we now offer 
bottled water,” notes Strickland. It’s one less place they 
have to go, and one less vendor they need to deal with.”

Their top customers have been the first to sign on for 
water delivery. “It’s critical to keep the competition out,” 

Strickland adds. “If you’re going to be in the breakroom 
business, you have to sell water.”

The attractive pricing offered by Nestlé was a critical factor 
in their decision to focus on the bottled water opportunity. 
“We initially thought water was a bulky item for the price 
point,” Strickland recalls. “But really, it’s no different than 
copier paper. The difference is that paper and toner sales 
are down, while water sales are only growing.”

Malone’s Office Environments
www.maloneoffice.com
The expansion into bottled water helps ensure customers 
never need to call the competition. 

While a focus on bottled water is relatively new to Richter 
and Strickland, both are excited about the potential for 
growth in this category. The support, variety, flexibility, and 
brand recognition offered by Nestlé Waters has made a 
tremendous difference.

“Nestlé really makes it easy to be successful,” Strickland 
explains. “They provide great training, great sales 
incentives, and we receive new shipments automatically 
based on our volume needs. It’s so convenient, we have 
our schedule and Nestlé follows it to perfection.”

Richter agrees. “In our delivery vans, we now have  
molds that make it easy to store and transport water.  
Plus, Nestlé helped us acquire special hand trucks so 
when we get to our customer’s site, we look professional. 
Nestlé makes everything so easy, there’s only upside.  
It’s truly a no-lose proposition.”

Ask any office products dealer what they deal in, and you are  
likely to get a common reply: relationships.

In a business where competition is fierce and service is king, 
independent dealers are always looking for ways to increase loyalty, 
boost revenue and do more for existing customers. And every day, 
more discover that a bottled water program is necessary in order to 
capture their share of the rapidly growing breakroom category.

By Brian Masterson, Nestlé Waters

Nestlé Waters North America: To learn more about the number one 
selling water in America, contact Brian Masterson at 201.572.1048 or 
Brian.Masterson@waters.nestle.com.
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Brian.Masterson@waters.nestle.com.
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Contact Brian Masterson @ 201.572.1048  
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Break into the fastest growing 
item in breakroom sales.
Bottled water sales are rising—and your sales can too. 

Seize upon this recurring revenue stream with supplies  

that businesses re-order month after month. Sell the  

Nestlé Waters brands your clients know and trust. We 

make it easy to grow revenues with a program designed 

just for independent dealers like you. Our reliable service, 

smart pricing and end-to-end marketing support let you 

profit from this refreshing, sustainable source of business.

Discover how to help sales flow—each and every month.

© 2014 Nestle Waters North America Inc.

Sell the best-selling brands in every region.
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It was time to think big, walk big and create big opportunities 
in Florida last month, as Independent Stationers and TriMega 
hosted EPIC 2015, the two dealer groups’ second annual joint 
convention and expo.

Show organizers reported the event drew over 1,200 people and 
there was a healthy buzz of activity on the show floor and plenty 
of opportunities to explore current industry trends, challenges 
and new growth avenues.

The convention opened with a panel of top executives and 
thought leaders from all segments of the supply chain who of-
fered their own particular opinions and perspectives on “Industry 
Insights, Ideas and Opportunities.”

While the panel’s agenda items were hardly new—technology, 
product diversification opportunities, industry consolidation, the 
need to take cost out of the supply chain and add value in an 
increasingly commoditized market—the session generated plen-
ty of food for thought and sparked an energetic discussion that 
continued throughout the event. Some of the key points that 
panelists offered:

•  Wayne Beacham, S.P. Richards CEO: The marketplace that 
we play in today is broader than we’ve ever known before and 
given the market share the dealer channel currently has—less 
than 20 percent—there are tremendous growth opportunities. 

But if dealers are going to grow, they need to take advantage 
of the tools available to them from their business partners 
more effectively.

•  Cody Phipps, United Stationers president and CEO: The 
most successful dealers today recognize that change is 
here to stay and they’re either leading change or accepting 
change. They’re strengthening their core business by working 
with their partners to take cost out of their business; they’re 
investing and innovating to make sure they win the shift to 
online, and they’re diversifying their product mix by adding 
new categories such as jan-san and breakroom.

•  Barry Lane, Avery VP of sales: There’s too much money just 
sitting in the channel that’s not working. We need more trans-
parency and candor in the industry so that we can reallocate 
funds currently within the channel that aren’t being well used 
today to pay for the tools and programs the independent 
dealer channel needs to compete.

•  Casey Avent, Smead Mfg. VP of sales: Office products has 
traditionally been a catalog-driven industry and manufactur-
ers have traditionally allocated a high percentage of funds to 
catalog development. One of the big questions we need to 
address collectively is, how do we allocate funds differently 
than we do today as the industry transitions to e-commerce?

CONTINUED on page 16>>
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If you have news to share - email it to  
Simon@IDealerCentral.com

At the opening session, Fellowes was honored by IS and 
TriMega members as this year’s Partner of the Year. Left 
to right: TriMega’s Michael Morris, Bill Slominski and Bill 
Clark of Fellowes and Charles Forman of IS.

IS, TriMega 
Make It Epic 

in Florida 

mailto:Simon@IDealerCentral.com
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•  Janet Collins, Ghent president: Dealers are competing 
against resellers like Amazon and Staples who bring a tremen-
dously broad assortment to the market and they’re limited by 
the content that’s available to them. That content needs to 
expand if they are going to be competitive going forward.

•  Anthony Trombetta, ISSA director of sales: It’s time to stop 
talking about products when you’re with customers and move 
the conversation from products to solutions-based systems 
and how we can help you as a customer with your business. 

•  Isaac de la Fuente, Mono Machines CEO: As an online re-
seller, I see technology as an equalizer against the online gi-
ants. If we can leverage the tools available to us, it can put 
us on a par with the bigger players.  And dealers should also 
leverage the tools that they have that Amazon and Staples do 
not have such as superior service, closeness to the customer 
and a strong community presence.

In addition to the industry panel, other highlights included:

•  A tradeshow with nearly 140 exhibitors highlighting the 
latest and greatest new products in office products, break-
room and facility solutions, office furniture, machines, 
healthcare and safety, along with the industry’s leading 

providers of technology and other support services to the 
dealer community. 

•  The EPIC 2014 Partner of the Year Award, selected by IS 
and TriMega members, which this year went to Fellowes. 
Other finalists for the award included 3M, Enterprise Group, 
Eurotech and Newell Rubbermaid. 

•  A comprehensive program of nearly 30 different seminars, 
workshops and roundtable discussions on key industry 
topics

•  An extensive offering of networking events with a mix of 
all-dealer and IS and Tri-Mega member-only get-togethers 
to foster idea and information exchange.

•  Separate membership and shareholder meetings for IS 
and TriMega, where the groups elected new officers, heard 
updates on group programs and recognized members for 
special achievements over the past year.

And to keep the spirit of collaboration going, the two groups said 
they would host another joint convention in 2015, to be held Oc-
tober 7-9 at the Cosmopolitan hotel and casino in Las Vegas.
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BATTERIES PROVIDE
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GET YOUR FREE DEVICE GUIDE:

Visit www.duracellpro.com/sell  
or call 877-277-6235 for your free guide 
matching Duracell’s trusted batteries with  
your customers’ most crucial devices. 

POWER Your Sales with Duracell Professional. 

More than 60% of all B2B battery purchases 
are made on a monthly basis.1 
Are you getting your share of the business?
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Power your sales with the  
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At the meeting, both IS and TriMega rec-
ognized several dealers for outstanding 
support of their respective organizations.

IS recognized several dealers for their 
support of the group’s federal sales, na-
tional accounts and RDC programs. 

For top performance in its federal sales 
program, IS presented the following 
awards:

•  Outstanding dealer of the year:  Busi-
ness Products Unusual

•  Regional top volume awards: Vision 
Business Products, Capstone Office 
Products, Guernsey, Inc., Benjamin 
Office Supply, Phoenix Office Prod-
ucts, Smart Business Products, Ad-
vantage Office Products, San Diego 
Office Supply, 360 Office Solutions 
and Blue Ribbon Business Products

National accounts program award winners 
were Friends Business Source (Outstand-
ing dealer of the year) and Guernsey, Inc., 
EVOS Office Products and Alabama Of-
fice Supply (all regional top volume award 
winners).

Awards were also given to the follow-
ing members for top performance in the 
group’s 2013 RDC Program:

•  Top shareholder, highest dollar in-
crease: Louisiana Office Supply

•  Top shareholder, highest percentage 
increase:  Mark IV Office Supply

•  Top shareholder, new member, high-
est dollar increase: Reparto

Also at the meeting, Steve Gordon of 
Independence Business Supply; Bill 
Schuette of Smart Business Products, 
and Joel Vockrodt of Office Peeps were 
each elected to a three-year term on the 
IS board of directors.

TriMega presented the following growth 
awards: 

•  Greatest percentage increase in 
total purchases (direct and whole-
sale): Wrigley’s Business Products & 
Services

•  Greatest dollar increase in total 
purchases (direct and wholesale): 
Barefield Workplace Solutions

•  Greatest percentage increase, direct 
purchases only: Gorilla Stationers

•  Greatest dollar increase  (direct 
purchases only): Reliable Office 
Solutions

In addition, TriMega presented a special 
Eagle Award, the group’s highest honor, 
to long-time member Dick Dodge of The 
Office City, Redwood City, California.

For a healthy, protein-packed pick me up, go nuts!  
To see all of our delicious snax, please visit us at www.officesnax.us.

Give it to us
straight, doc.

Well, you’re nuts.

OCTOBER 2014 INDEPENDENT DEALER PAGE 18

CONTINUED on page 20>>

IS, TriMega Recognize Outstanding Member Support 

http://www.officesnax.us


©2014 Georgia-Pacific Consumer Products LP. All rights reserved. Unless otherwise noted, all trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP. 
City of Hope and logo are trademarks of City of Hope non-profit benefit corporation.

In 2014, Georgia-Pacific will donate 
$125,000 to City of Hope for cancer 
research, treatment and education. 

For more information about City of Hope, 
please visit www.cityofhope.org

   You get essentials,
they get hope.

SofPull®  
Centerpull Towels PerfecTouch® Cups

Spectrum® Standard 92 
Multipurpose Paper

Angel Soft ps 
Ultra® Products

Dixie® Plates

http://www.cityofhope.org


INDUSTRY NEWS continued from page 18

Research Shows Paper and 
Printers Are Still Important for 
Office Workers
Despite all the talk about how cloud 
computing, tablets, mobile phones, flash 
drives and other new technology tools 
are transforming the nature of office work 
and finally ushering in the long-predicted 
paperless office, a study published earlier 
this year by researchers at the Economist 
magazine suggests office managers and 
workers continue to see an important role 
for more traditional, paper-based pro-
cesses.

In a survey of 300 senior corporate IT ex-
ecutives, fully 44% of respondents said 
printers and scanners are “very import-
ant” to their job, while another 37% de-
scribed them as “somewhat important.” 
Seventy percent of respondents also said 
paper is either very or somewhat import-
ant to their job.

When asked to rate printers and scanners 
and paper in terms of their importance to 
their employees’ jobs, 82% ranked print-
ers and scanners as either very or some-
what important, while paper was given 
a very or somewhat important rating by 
74% of respondents.

One researcher quoted in the survey of-
fered her perspective on the continuing 
value of paper for many of today’s infor-
mation workers.

“It’s a fair assessment to say that many, 
many former paper processes have been 
made electronic, in all sizes of busi-
ness,” noted Anne Valaitis, director of 
InfoTrends’s image scanning trends and 
professional and managed print services 
consulting practice. At the same time, 
though, paper can serve as a very effec-
tive way to counter the negative impact of 
different systems, she contended.

Valaitis cited healthcare as a typical ex-
ample of an area where paper continues 
to prove its worth. “Insurance companies, 
doctors, payers and payees are all using 
different systems and use paper to com-
municate. It’s often the easiest way for a 
consumer to communicate with a busi-
ness entity,” she said. 

Download the complete survey free.

(Thanks go to Brian Stevenson, TriMe-
ga’s director of managed print services, 
for highlighting the study at last month’s 
EPIC convention.)
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As part of City of Hope’s National Business Products Industry, these companies have committed 
to support City of Hope through a variety of product promotions, sponsorships and marketing 
partnerships. Here is a snapshot of companies and brands that are helping City of Hope transform 
the future of health, one product at a time.

3M

ACCO Brands Corporation 

Advantage Corporation/
Innovative Storage Designs

AOPD 

Georgia-Pacific

HP Everyday Papers

Newell Rubbermaid

PM Company

Purell/GOJO 

Quill Corporation

Staples, Inc. 

To support City of Hope with your own product 
promotion, visit cityofhope.org/crm or contact  
Matt Dodd at 866-905-HOPE.
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Mobile Capability Now Available 
for BMI OP Revelation
Dealer technology provider BMI has in-
troduced a mobile version of its BMI OP 
Revelation software that is designed to 
run on iPhone/Android smartphones and 
tablet devices.

According to BMI, key features of the new 
software include:

•  Allows existing customers 
to login, shop and checkout 
securely with rules you have 
set up

•  Allows B2C type transactions 
for customers that don’t 
already have an account

•  Customers can search for 
product with dealer-controlled 
positioning (first in search)

• Browse categories
•  Choose items from any 

“Favorites” list
•  Supports “Quick Order” for 

rapid order entry of known 
products

•  View “Order History” with 
reorder functionality

• Ink and toner finder
• Approve orders
•  Runs on any mobile/

smartphone browser

“With the work force aging and being re-
plenished by millennials, it is more import-
ant than ever for independent office prod-
ucts dealers to enable customers to make 
purchases via mobile devices,” comment-
ed BMI president Larry Schiff.

To emphasize the importance of mobile, 
Schiff cited research published recently 
by Website Magazine indicating mobile 
commerce grew from $2.2 billion in 2010 
to $42.8 billion in 2013. Also, Goldman 
Sachs estimates that $626 billion in on-
line sales will come from mobile devices 
in 2018.

“With statistics like that, it’s no wonder 
our clients are demanding mobile capa-
bility for their e-commerce sites and we’re 
very pleased to be able to provide it to 
them,” Schiff added.

Commented S.P. Richards VP of e-com-
merce and marketing services Paul Gat-
ens, “With the growth in mobile com-
merce, those resellers who focus on 
keeping their customers’ omni-channel 
experience in mind will attract and retain 
more customers.”

For more information, visit www.bmiusa.
com/office-products-mobile or contact 
BMI at info@bmiusa.com or 888-580-
8382, ext. 206.

New Study Highlights Value of 
Promo Products
A new research study released last month 
by the Advertising Specialty Institute (ASI) 
indicates promotional products deliver 
commanding advertiser recall among the 
vast majority—85%—of consumers. 

For the study, ASI interviewed business-
people and students in key cities across 
North America, Canada, Europe and Aus-
tralia. 

Analysis of those interviews found that at 
about half a penny, promo products have 
a lower cost-per-impression (CPI) in the 
U.S. than prime-time TV, national mag-
azine and newspaper ads, and a similar 
CPI to spot radio and Internet advertising. 

Most people own about 10 items they 
generally keep for seven months, accord-
ing to the study.

Other study highlights include:

• Writing instruments were the most 
commonly cited item, with over half 
(56%) of recipients in the U.S. report-
ing getting at least one in the prior 
year, followed by shirts (48%) and bags 
(34%).

• In the U.S., 42% of polled consumers 
who keep promotional hats do so be-
cause they are attractive, second only 
to outerwear. 

• Midwesterners own the most prod-
ucts of any region surveyed.

For more information, click here to watch 
ASI’s YouTube video on study results and 
here to read the research and supporting 
graphics in its entirety. 

New Partner APPA Brings 
Credentialing Program to 
EDspaces
The Education Market Association (ED-
market) last month announced the addition 
of APPA, one of the leading associations 
for educational facilities professionals, as 
the latest Knowledge Partner for its ED-
spaces Conference & Expo event. 

As a Knowledge Partner, APPA is bringing 
its credentialing program to EDspaces. 
Participants will receive a $200 discount 
when they register for both EDspaces and 
the APPA Credentialing Course on Octo-
ber 29 and 30 in Tampa.

“We are excited to welcome APPA as a 
new strategic partner of EDspaces,” said 
Jim McGarry, president and CEO of ED-
market. “Participants will not only be able 
to earn the prestigious CEFP and EFP 
designations, but will be able to source 
products, network, and learn from the 
many decision makers gathered at ED-
spaces.”

The annual EDspaces event showcases 
the newest and most innovative products 
for educational facilities and includes a 
CEU-accredited (AIA, IDCEC, GCBI, TAS-
BO) education conference focused on sus-
tainable design and the changing impact 
of environments on learning. For more in-
formation, visit www.ed-spaces.com.

CONTINUED on page 24>>
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United Stationers Expands Breakroom Category
Wholesaler United Stationers has expanded the assortment of 
office-friendly products and brands in its breakroom program. 
The expansion, United said, is in response to the growing break-
room segment, which United currently estimates at a $4 billion 
market in the U.S.

The program now offers national brands for candy and snacks, 
creamers and sweeteners, hot and cold beverages, disposables 
and dinnerware, and furniture. 

Consumables are available in pack counts that work well in larg-
er corporate offices and acknowledge the higher-volume buying 
power of those environments, United said.

“By offering an ever evolving assortment of office-friendly break-
room products, dealers are able to capture additional revenue 
from current customers who already purchase traditional office 
products, yet turn to other outlets for office-friendly snack and 
coffee assortments,” said Jeff Bobroff, director of category man-
agement. 

“The wider selection of offerings not only represents a growth 
opportunity within the office products industry, but also signifies 
an important company trend that is emerging across corporate 
America.”

For more information, visit http://solutionscentral.ussco.com. 

AmpliVox Launches Online Video Playlist for Dealers 
Lectern, sound systems and megaphone manufacturer AmpliVox 
Sound Systems has released a new series of YouTube videos 
designed to introduce AmpliVox’s wide-ranging product line to 
dealers and consumers. 

The videos showcase the features of AmpliVox lecterns, sound 
systems and megaphones, with advice on choosing the best 
product for specific settings and applications. 

“Our videos are instructive and helpful for dealers and customers 
alike,” notes Don Roth, AmpliVox CEO. “They bring our products 
to life by placing them in real-world settings and by illustrating 
how our innovative features are put to use.” 

The playlist currently contains over 40 short videos, each high-
lighting a particular product or category. 

PapaNicholas Expands Single Cup Program
Earlier this month coffee brewer PapaNicholas expanded its sin-
gle cup program with the launch of 26 new single cup flavors, 
bringing the total flavor offering to 32.

The program is being marketed under two different brands, the 
PapaNicholas premium brand and a price fighter low cost cup 
brand under the Day To Day moniker.

All single cups are stocked by wholesaler Supplies Network and 
represents product that the big boxes and other mega players 
cannot sell, the company said.

“One of the hallmarks of the culture at PapaNicholas is a com-
mitment to listen to our customers and respond to their key prior-
ities and concerns,” commented Chris PapaNicholas, the com-
pany’s president. “Our program contains no monthly or yearly 
minimums to hit and requires no upfront investment on the ma-
chines. In addition, all our machines are 100% repairable and we 
are available to our dealers to help with installation, maintenance 
and repairs.”

Since launching the program, PapaNicholas has installed over 
100 plumbed-in machines nationwide to dealers at no cost to 
them, the company said.

One dealer who has seen solid success with the program is 
Office 360 in Indianapolis. “Papa Nicholas was instrumental in 
helping Office360 land a large breakroom opportunity with one of 
our largest customers,” VP of sales Larry Sexton reported. 

“By providing over 20 Bunn machines, Papa’s quality coffee and 
the necessary service to handle a multi-location corporation, Of-
fice360 not only enjoys $35,000 in annual coffee sales to this 
customer, but we’ve been able to capture another $50,000 in 
other breakroom supplies.”

For more information, visit www.papanicholas.com.

CONTINUED on page 25>>
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Saunders Launches US-Works Brand to Create New 
Opportunities for Americans Who Are Blind or Have Disabilities
Saunders Mfg. is creating new opportunities to provide jobs for people who are 
blind, visually impaired or have significant disabilities through the launch of a 
new brand of products under the US-Works label. 

Saunders is partnering with non-profit community-based organizations through-
out the U.S. to provide jobs to people who are blind or have significant disabil-
ities for the manufacture and assembly of a wide range of products, including 
office, janitorial, and safety supplies.

John Rosmarin, president and CEO of Saunders, said, “While the purpose of 
this initiative is first and foremost to provide employment opportunities to those 
who are blind, visually impaired or have disabilities, it is with great pride that 
Saunders will deliver a line of top-quality products made in America. The dedi-
cation and satisfaction displayed by these individuals is apparent in the quality 
of their workmanship.” 

The US-Works brand uses recycled and environmentally friendly materials and 
practices whenever possible. All products will be available online, in catalogs 
and in stores nationwide. 

For more information, visit www.saunders-usa.com.

Neutral Posture Acquires Equity 
Systems Line from Knoll
Following Neutral Posture’s announce-
ment earlier this year at the 2014 NeoCon 
show that it plans to expand into the sys-
tems furniture business, the company an-
nounced last month it is acquiring Knoll’s 
Equity systems line.

The Equity line, which was originally de-
signed and manufactured by Knoll, will 
transition to become a Neutral Posture- 
manufactured product, the company said.

According to Knoll, Equity is the indus-
try’s first panel-based system to feature 
centerline modularity and offers 90° and 
120° planning to provide added options 
for open plan layouts.

“This deal is a win for everyone involved,” 
commented Neutral Posture CEO Rebec-
ca Boenigk. “This acquisition is the per-
fect way for Neutral Posture to enter the 
systems furniture business and for the 
customers who have been buying Equi-
ty for decades to have an uninterrupted 
source of supply.” 

http://www.saunders-usa.com


NOPAnews
With knowledge comes power and that’s 
exactly what the results of NOPA’s State 
of the Office Products Dealer Industry 
Survey bring to the dealer community.

While the survey may be interesting to 
dealers because it provides benchmarks 
they can use to compare their business 
with their peers, for NOPA, the information 
provides compelling evidence of the size 
and strength of the independent dealer 
channel. 

Among findings of interest to dealers is 
that the average office products dealer-
ship: 
• Has one location
•  Brings in around $6.5 million in sales 

revenue per year
•  Is mostly stockless with a small ware-

house with less than 5,000 SKUs

•  Employs approximately 20 employees
•  Hires primarily experienced reps from 

within the industry
•  Has fewer than five sales reps
•  Interacts with customers who typically 

spend between $100-$250 per order

What NOPA takes away is that office prod-
ucts dealers employ more than 73,000  
people. That’s a huge number when talking 
to Congressmen and Senators about 
the effects that strategic sourcing and 
non-competitive practices in contracting 
can have on their local economies. 

We also see that office products dealers 
are responsible for more than $17 billion 
in sales—not exactly chump change when 
we’re talking to manufacturers about how 
they can better support the dealer com-
munity through the promotion of “buy lo-
cal” incentives.

And while dealers may see that 70% of 
new office products sales reps are ex-
perienced with nearly 50% having 10-25 
years of experience, NOPA sees the need 
both to develop the reputation and brand 
awareness of the channel and for more 
education and training opportunities for 
dealers to learn about ways to improve 
efficiencies and grow business.

Finally, thanks to the help of all the major 
industry wholesalers and buying groups, 
NOPA can say with confidence that there 
are more than 2,600 office products deal-
erships in the U.S., primarily small busi-
nesses who are optimistic about the fu-
ture, who expect sales to increase 6-10% 
in 2014 and who deserve recognition and 
respect.

www.iopfda.org  410.931.8100 

SESSIONS INCLUDE:  
 
 Digital Migration: Where We Are, Where We’re Heading 
 The Sales Process – The Ever-Changing Dynamic 
 How is Washington Impacting the Business Landscape and What is IOPFDA Doing? 
 Anatomy of a Lousy Pitch: The Six Worst Presentation Habits and How to Avoid Them 
 What is the Affordable Care Act & How To Administer Without an In-House HR Department? 
 Demystifying Social Media ROI 
 Four Generations Under One Roof - Recruiting and Retaining an Age Diverse Workforce 

OCTOBER 23-25, 2014     LOEWS CORONADO,  SAN DIEGO 

DON’T WAIT UNTIL A DISRUPTION MAKES YOUR COMPANY CHANGE… 
 

CHALLENGE THE STATUS-QUO NOW & THRIVE TOMORROW! 
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NOPA’s First State of the Office Products Dealer Survey Provides Insights into Channel

http://www.iopfda.org
http://iopfda.org/?page=Conference


NOPAnews

For the third straight election cycle Democrats have more seats up for re-election in the 
Senate than Republicans. If you believe the polling and so-called experts, it’s already a done 
deal. The Senate will flip and become Republican controlled and we will have Congress in 
the hands of the Republicans and a White House controlled by the Democrats. 

If Republicans do flip the Senate I am optimistic we will begin to see a breaking of the current 
legislative logjam. Why do I say this? Well, look at what has prevented so many issues from 
getting to the floor for votes since 2010. 

First, we had the creation of the Tea Party. I don’t want to give the impression the Tea Party 
is to blame for all the shortcomings of Congress because they’re not. There is more than 
enough blame to go around for that. 

But once some in the Republican Party saw how popular this grassroots movement was, 
they decided it was more beneficial to profit from this group than to try and make any real 
difference on the policy side.

They saw they could stop legislation they didn’t like by essentially holding members of their 
own party hostage and threatening them with Tea Party challengers if they didn’t go along. 
And up until fairly recently, that strategy worked quite well.

Since 2010, though, you can point to only one significant national Tea Party victory and that 
was in 2012 with the election of Sen. Ted Cruz from Texas. 

The Tea Party was unable to nominate a candidate for the White House in 2012; they were 
unable to elect any other candidates beyond Cruz to the Senate in 2012 and 2014, and they 
have been unable to knock-off incumbent Republicans in this year’s Senate races. 

CONTINUED on page 28>>

2015 May Mean  
a ‘Do Something’  
Congress
 By Paul Miller, NOPA Director of Legislative and Regulatory Affairs

Voters have long thought Congress was a  
“do nothing” body, but since 2010 that slogan 
has been tossed around more than ever before. 
With the upcoming mid-term elections, however, 
there is the possibility of a shift from “do nothing” 
to a Congress that actually accomplishes 
something.
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Instead, the Republicans have nominated candidates in key 
2014 Senate races who can actually win. 

Candidates like moderate Congresswoman Shelly Moore-Capito 
are poised to gain the open seat currently held by Democrats in 
West Virginia, while Democrats in Alaska, Arkansas, Louisiana, 
New Hampshire and North Carolina are all scrambling to hold 
onto their seats. 

There are other seats in Colorado, Oregon, Minnesota, and Vir-
ginia in the mix, but these are less likely to flip unless to have 
some kind of wave type of election.

There are also some other significant changes within the Repub-
lican leadership. Since 2010 Speaker of the House John Boehner 
has spent more time battling the Tea Party wing of his party than 
he has contending against the Democrats. 

There have been rumblings about challenges to his job and some 
key votes saw mass defections from his own party members. 
He frankly became a weakened Speaker and both sides knew it. 

Now, with the losses of Tea Party candidates in both the House 
and Senate, the Speaker seems to be more emboldened. 

For example, when the Tea Party was at its strongest, immigra-
tion reform was a pure pipe dream. It still may be, but as of a 
couple weeks ago the Speaker came out and said immigration 
reform is critical to growing the economy. He struck a far different 
tone than earlier in the year.

The Democrats have had their own internal problems. A large 
number of Democrats in Congress are unhappy with the Presi-
dent for what they see as his unwillingness to listen to them and 
for not staying true to the Democratic Party agenda. 

In his first term Democrats accused the President of spending 
more time negotiating with Republicans than he did talking to 
his own party. 

Today, Democrats are very concerned with what they see as a 
President who does not appear to have an overall agenda or if he 
does, it’s not being communicated to them.

If Republicans want to stay in power longer than two years, 
though, they will need to show immediate success and signifi-
cant victories. In 2016, Republicans will be on the short end of 
the stick and have more seats up for re-election than Democrats. 

If Republicans aren’t able to prove that they can govern in the 
majority, voters may simply decide they liked divided govern-
ment better and give power back to the Democrats. 

Even if Republicans take control of the Senate in 2014, Demo-
crats are not going to be lining up to help them. Instead, they 
will be looking to set-up roadblocks to help regain the majority 
in 2016.

However, that may not be so easy. In 2014 Democrats changed 
the Senate rules so that only a simple majority is needed to bring 
legislation to the floor for an up or down vote versus the 60-vote 
margin in the past. This change will make it very difficult for Dem-
ocrats to stop legislation from moving to the floor if they do find 
themselves in the minority.

If Republicans maneuver past Democrats in the Senate, they 
then set up a battle with the White House at a time when what 
the President needs most are victories. 

That means compromises will be inevitable. You can look back 
to 1992 and see how Bill Clinton made a similar situation work. 

There is a big difference, of course, between 1992 and today. 
Clinton understood he needed significant victories to secure his 
legacy and was willing to compromise to make that happen.

President Obama has shown some signs of a similar mindset, 
but he has also at times behaved like a man unwilling to compro-
mise. Only time will tell which Barack Obama we see in his final 
two years should Republicans take control of Congress.

Personally, I believe there is real opportunity ahead to break the 
logjam and that means it is going to be critical for NOPA to con-
tinue to be a leader in Washington. 

We are facing what promises to be a critical period for small busi-
nesses and working closely with NOPA will give us the bigger 
voice we will need on some critical issues. 

NOPA has made significant changes and those changes call for 
a stronger presence and voice in Washington as the association 
fights for independent dealers. Regardless of who controls Con-
gress, the stronger we are, the more effectively we will be able 
to advance a small business agenda. I hope you will join us in 
the effort!

As NOPA’s director of legislative and regulatory affairs, Paul Miller is the association’s 
government advocacy representative on Capitol Hill. Miller represents NOPA and 
dealer interests before the U.S. Government and key states; insisting on a level 
playing field in contracting for independents and protecting office products dealers’ 
business against misguided government proposals. For more information, visit www.
iopfda.org/?page=Advocacy.

http://www.iopfda.org/?page=Advocacy
http://www.iopfda.org/?page=Advocacy
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“A merchant who approaches business with the idea of serv-

ing the public well has nothing to fear from the competition.”—

James Cash Penney

When James Cash Penney opened the first J.C. Penney store in 

1902, his philosophy was to operate his business by the Golden 

Rule: Do unto others what you would have them do unto you. 

More than 100 years later the competitive landscape may look 

much different—with big boxes, online-only resellers and others 

offering new challenges—but independent office dealers have 

found that sticking to Penney’s philosophy still has the power to 

contribute to their survival and success.

We sat down with six dealers to find out how they handle compe-

tition. While everyone says customer service is paramount, how 

each one goes about it might surprise you.

Break Down the 
Contracts and Grow 
Your Product Mix
Clint Dittmar, vice president of sales for Mark IV Office Supply in 

Uniontown, Pennsylvania, says his company has seen increased 

competition from wholesale clubs, such as Sam’s Club and 

Costco, and other non-traditional office products dealers, but his 

biggest competitors are big box stores and online retailers with 

no brick and mortar store fronts.

How does he compete? “We have been successful partnering 

with our customers to offer them a full range of products at a 

fair everyday price,” he says. “Our customers know that when 

they contact us for a product, we will recommend the right one 
CONTINUED on page 30>>

Tackling the 
Competition 

  By Stephanie Vozza
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for their application—whether it’s a toner or a complete cubicle 

system.” 

Working as a partner, Dittmar says he can demonstrate to cus-

tomers why Mark IV Office Supply is their best choice for office 

supplies: 

“When you break down the big box contracts and show custom-

ers and prospects how they will pay much more for non-contract 

items, a customer or prospect will realize the overall deal is not 

as good as it looks.”

Mark IV has also stayed relevant to its customers by expanding 

its product mix to include technology products, furniture, print-

ing, cleaning and break room supplies, educational products, 

business machines and equipment, signs and banners, vehicle 

graphics and wall graphics.

“We heavily market technology, cleaning, break room, safety and 

industrial supplies,” says Dittmar. “And we implemented a new 

ecommerce system to enhance our online presence and shop-

ping experience for customers. Our new online store allows us 

to capture new business from a better exposure on the web from 

organizations and people who may not have found us otherwise.”

Dittmar says Mark IV Office Supply works with its vendors to 

maximize relationships: “This is important for every aspect of our 

business—from our backend and e-commerce system to our 

marketing programs,” he says. 

“We try to tie everything together so that our goals for operating 

at peak efficiency can translate into a better experience for our 

customers. For example, if a customer can wait an extra day or 

two for a large bulk purchase that we can channel through our 

buying group, we can pass along additional savings to the cus-

tomer and strengthen our company at the same time.”

Treat each  
customer differently
Lynette Read, sales manager for Tejas Office Products in Hous-

ton, says she sees more retailers entering the office supply mar-

ket trying to take pieces of the business but her main competition 

is Staples, with the new Office Depot-OfficeMax combo close 

behind. To compete, Tejas models its business to the customer’s 

needs instead of the other way around. 

“We will meet with customers to find out their needs and dis-

cover what they expect from us,” says Read. “You have to treat 

every customer differently and tailor the experience to what they 

need. For example, some like to buy products online and some 

need steady pricing and an ability to buy in bulk. Great service is 

treating each of those customers differently. Our challenge as a 

smaller independent dealer is to manpower each type.” 

To compete for business, Tejas Office Products customizes its 

processes for each type of customer. “There’s a lot of communi-

cation between IT, sales reps and the sales manager,” she says. 

“To make everything happen, you have to set it up properly in the 

back-end.”

Tejas Office Products prides itself in being a one-stop vendor for 

their customers’ needs. For example, one client wanted a spe-

cific color of flatware to match their company branding for their 

board meetings. 

“Our wholesalers didn’t have the color they wanted so we went 

to large wholesale party supplier to source that product,” she 

recalls. “We bought it in bulk and created a part number to al-

low the customer to order it online. These are steps we will go 

through where a large big box would say, “We have black and 

white, and that’s all we sell.’”

Read admits she was a little afraid of Amazon entering the mar-

ket at first until she heard the feedback from customers on ship-

ping and returns. “Every now and then, a customer will say, ‘Hey, 

I can get this from Amazon at this price.’ I tell them, ‘Great, go 

ahead. If it shows up damaged, call me back and let me know 

how that return experience was.’” 

“Dealer relationships are an important part of how we compete,” 

Read says. “When we started our coffee service, I was able to 

get information from other dealers who had added coffee to their 

product mix. We get calls from dealers who need advice. Dealers 

helping dealers is a powerful asset.” 

Read says her company’s biggest strength is its relationships 

with customers. In fact, sales reps bring their client list as well 

as letters of recommendation when they bid on new accounts. 

“Relationships come first, then customer service that is uniquely 

tailored for customer and an ability to speak to all their needs,” 

she says. “Because of our strong relationships, our customers 

want to help us gain business as well.” 

CONTINUED on page 31>>
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Be in the  
‘We’ll-get-it-for-you’ 
business
Ben Stinson, president of Stinson Stationers in Bakersfield, Cali-

fornia, says competit;ion in the office supply market has become 

spread out among many different channels. “Previously,” he 

says, “we knew who the competitor was: Staples, Office Depot 

and OfficeMax. Today, it’s not so clear.”

Adds Stinson, “My father founded the business in 1947 and he 

taught me there were three points to the business triangle: qual-

ity service, quality product and a good price. He said you can’t 

win on all three points. I apologize for saying this, but that advice 

is wrong in this day and age. You have to be first and foremost 

on all three. You have to offer a high level of service, competitive 

pricing and quality products.” 

To compete, Stinson’s made a commitment to save clients their 

most valuable asset: time. They do that by streamlining process-

es and constantly improving and broadening the product mix. 

“We’re in the ‘We’ll-get-it-for-you’ business,” he says. “If you 

need a TV and you don’t have a purchase order agreement with 

Best Buy, we will figure out a way to get it for you.”

Those end users who will drive halfway across town to Costco to 

pick up supplies aren’t potential clients, says Stinson. “This per-

son doesn’t value time,” he says. “I’d rather spend my free time 

on the golf course, with my kids or riding my bike, not at Costco. 

We make sure we communicate to clients that their time is very 

valuable and we want to save it for them.” 

While some customers think they’ll save time by shopping online, 

Stinson says the reality is the opposite. To test online efficiency, 

he ordered 10 different items – all commodities—from Amazon, 

Shoplet, Office Depot and Staples on the same day within 15 to 

20 minutes of each other. 

The Amazon order came in six different boxes from four differ-

ent distribution centers and the paper was damaged. Staples 

shipped in three boxes from multiple distribution centers. And 

the others came in more than one box and over the course of 

three different days. 

The conclusion: The soft costs associated with online shopping 

can be more expensive than the price of product. 

“Most large organizations have a purchase order system that 

takes time,” he says. “The ordering process takes time. Receiv-

ing all of those deliveries takes time. Distributing the products 

takes time. And paying the invoices takes time. In most busi-

nesses, the biggest expense is labor—about 70%. Consumable 

office products are often less than 1% of the overall budget. If 

you’re spending a lot of labor to save on an area that is a 1% 

cost, you’re wasting money. Our job is to articulate that to our 

clients. 

“We’re looking for customers who value relationships and ser-

vice above anything else,” he says. “Some customers think De-

pot or Staples will always be cheaper, but when we’re given an 

opportunity to bid, we rarely lose on price and we almost always 

win. Staples’ Easy Button campaign was brilliant, but the truth is, 

Stinson Stationers makes it easier.”

Know your 
competition and 
play the local angle
Steve Nahmias, principal of Office360 in Indianapolis, says his 

company has always been competing against the big boxes, and 

while Internet companies are pulling away small customers, his 

focus is to win against Office Depot/OfficeMax and Staples. 

“We distribute flawlessly and our competition doesn’t,” he says. 

“We offer local custom service, and we’re flexible, creative and 

responsive. The big guys aren’t any of those things.” 

Companies in central Indiana want to buy locally if they can do it 

competitively, says Nahmias. “We support our customers’ caus-

es in our community,” he says. “For example, our largest cus-

tomer has a foundation and part of our contract says a certain 

percentage of sales goes to their foundation. If a company is 

sponsoring a cancer walk, we give them money and help them 

facilitate the event.” 

Nahmias worked for Boise Cascade/OfficeMax for five years and 

understands how the big boxes differ from independent dealers. 

“When I’m on a sales call, I know exactly what the competition 

is doing, and that makes it easy to talk to a prospect,” he points 

out. 

CONTINUED on page 32>>



Cover Story continued from page 31

OCTOBER 2014 INDEPENDENT DEALER PAGE 32

“I tell them that they probably place an order and some of it comes 

on Monday, part of it comes Tuesday and part Wednesday. Then, 

when they call customer service to find the missing items, they 

get another delivery Thursday. The big guys are busy doing other 

things. They’ll fix it, but they don’t execute that well. And at the 

end of the day, we execute much better—it’s the difference be-

tween having local customer service and going through a large 

customer service center.”

Office360 has invested in a proprietary back-end and online or-

dering system that he says gives his company a huge advantage 

over the competition because it’s flexible and accommodating. 

Suppliers help keep Office360 competitive, and Nahmias says 

he is confident his company can compete. 

“You have to be smart and not just throw out prices without un-

derstanding how they should be evaluated,” he says. “Our sup-

pliers help us stay competitive. Our biggest customer is a na-

tional account based in Indianapolis with 1,000 retail locations 

across the country. Our wholesale partner allows us to deliver 

next day flawlessly; we rely on them when it comes to national 

accounts.”

Nahmias cites customer complacency as his company’s biggest 

disadvantage. “Office supplies are not a priority and the big com-

panies do a good job of making it appear difficult to make a 

change,” he says. “When we’re given a fair look, 99% of time we 

win that business.”

At the end of the day, Nahmias says competition is a numbers 

game. “Once we have the business, we keep it,” he says. “We’re 

a throwback dealer,” he says with a smile. “We know relation-

ships grow business.”

Create customer 
advocates
Shannon Evans, chief operating officer for Apex Office Products 

in Tampa, says there are fewer competitors in his market than 

there used to be due to acquisitions, but those that are left are 

competing heavily on price. 

“Depot/Max and Staples continue to have a large market share 

in each of our locations so they remain our main competitors, 

and this has caused us to become much more aggressive from a 

pricing standpoint,” he says. “However, we will not alter our sales 

process and we still make a point of identifying challenges, pain 

points, gaps and advantages prior to a price quote. We’ve also 

become more focused on selling other verticals such as facility, 

printing and furniture.” 

Evans says his biggest hurdle is overcoming the perception that 

an independent dealer can’t measure up to a big box vendor: 

“Building up trust takes time,” he says. “Unfortunately, it’s not 

uncommon for sales reps to quit after a few unsuccessful at-

tempts. We help by providing ongoing training and marketing.”

Evidently, that extra effort is paying off.  Apex recently won over 

a 100-facility healthcare company that had been buying from 

Staples. “We were successful because several of their facilities 

were purchasing from us on a limited basis and we had created 

internal advocates based on our service level,” he says. “When 

the RFP came out, we created a solid program around areas that 

weren’t being met by Staples, offered aggressive pricing on core 

items and provided a long list of individuals at the company who 

already preferred to use Apex.”

Evans also points to his dealership’s various partners as critical 

resources in the battle for business. “Our wholesaler has been 

a great partner in providing resources with training, trends and 

competitive pricing,” says Evans. “Our sales analytics program 

allows us to stay on top of key trends with our clients and gaps 

that need reviewed while our buying groups keep us competitive 

on key products. And our technology partner has revised their 

web platform giving us a much more aesthetic website for our 

clients.”

Evans says their ability to answer the question, “Why should I 

do business with Apex?” represents one of their most important 

tools for competing. 

“Our response is always the same: ’Let’s spend a few minutes so 

I can understand your current processes, objectives and what is 

most important to you. Once we do this I will be able to properly 

recommend if in fact a partnership with Apex makes sense or 

not,’” he says. “Once we know their expectation we can create a 

program that exceeds it.” 

CONTINUED on page 33 >>
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Dispel the  
‘ghost stories’
Vicki Giefer, director of sales for S&T Office Products in St Paul, 

Minnesota, says her company got a handle on battling the big 

boxes, and then competitors such as Amazon, Sam’s Club and 

Costco popped up. But S&T isn’t afraid of friendly competition, 

she says.

“We were competing non-stop against the big boxes and their 

myths of incredibly lower pricing and great service—we call them 

‘ghost stories!’” she says. “For example, one of the big boxes in 

our market is offering paper at $25.95 per carton, but it’s eight 

reams and not a 10-ream carton. We defend with the justification 

of $25.95 divided by 8 and multiplied by 10 would make your 

pricing higher than what you are paying from us. Now our cus-

tomers have gotten smarter and they can see through the smoke 

and mirrors.”

“I think our competitive experience has made the difference,” 

says Giefer. “Relationship most definitely matters, and some of 

these accounts take years to convert.”

To win accounts, Giefer says her company must fully understand 

the key differentiators between them and their competition and 

in that respect, Giefer says S&T’s most valuable resource is its 

people. 

“We spend a lot of time up front fully understanding our custom-

er’s needs,” she says. “We can boast all we want about customer 

service but in reality, it’s what is important to the customers. We 

make sure to dig in and find out what they need from a supplier 

and adapt to their needs. Being a trusted supplier is important.” 

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

Join our conversation on Facebook and LinkedIn for more information.

http://www.facebook.com/pages/OPWIL/377890001787?ref=ts
http://www.linkedin.com/groups?gid=3210649&mostPopular=&trk=tyah


Your catalog needs updating. Your website 
requires a complete overhaul. You need 
product videos for an e-commerce customer. 
You want to explore social media but haven’t 
the faintest clue where to begin or how to 
maintain it.  

You call around. Scour the Internet. One 
place offers this service but not the other. 
Another specializes in photography, which you 
desperately need, but nothing else. Before you 
know it, you’re outsourcing to four different 
companies—three in different time zones.     

It can be slightly maddening.

Which is why OPMA, a full-service marketing 
and advertising agency, and Incomar Services, 
an integrated content marketing firm, have 
partnered to meet all multi-platform needs 
of their clients. In addition to traditional print 
marketing services, this collaborative initiative 
delivers the following image series: in-use, 
product attributes, parts and out of box, and 
multi-angle/360 images. Our video services 
include product and company videos, scripted 
content, green screen technology, and motion 
graphics. With regard to social media, the 
talents behind OPMA and Incomar Services 
not only help you get started, they also offer 
post management, social media strategy and 
management, and blogger outreach.  

So stop stressing. Because, thankfully, 
you no longer have to. 

To learn more, contact OPMA Account 
Executive Andrea Stone at (616) 785-6061/
astone@opma.com (or visit  
www.opma.com), or Incomar Services 
Managing Director Dawn Austin at  
(847) 541-4626/dawna@incomarservices.com 
(or visit www.incomarservices.com). 

Outsourcing.

It’s enough to 
drive you crazy.
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astone@opma.com (or visit  
www.opma.com), or Incomar Services 
Managing Director Dawn Austin at  
(847) 541-4626/dawna@incomarservices.com 
(or visit www.incomarservices.com). 

Outsourcing.

It’s enough to 
drive you crazy.

mailto:astone@opma.com
http://www.opma.com
mailto:dawna@incomarservices.com
http://www.incomarservices.com
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The growth of the janitorial and sanitation 
category is one that has been receiving 
a significant amount of attention late-
ly—and for good reason. The category 
is predicted to continue with impressive 
growth in coming years and that means 
an increased opportunity for resellers to 
capture sales and expand profits. 

A recent United Stationers study of inde-
pendent resellers reveals that the cleaning 
category is currently a fragmented market . 

There is no overwhelming frontrunner in 
the category and because the category 
represents such a large revenue opportu-
nity, resellers are faced with a significant 
opportunity to consolidate sales and in-
crease profits. 

Identify the customer

In order to take advantage of this key rev-
enue opportunity, resellers must first iden-
tify the customer they are trying to reach. 

Forty-six percent of participants reported 
their facilities manager or custodian is pri-
marily responsible for janitorial and sanita-
tion purchases, with a manager or super-
visor being the next most utilized at 17%.

Seventy-six percent make purchasing 
decisions for at least one facility and 
purchase products as needed or on a 
monthly basis, though the exact frequen-
cy depended on the particular item being 
purchased. 

Approximately 90% of respondents spend 
about $0-499 in a given month, an ex-
pense that is not a striking statistic on its 
own, but one that has a potential to make 
a significant impact on a reseller’s bottom 
line over time. 

Recognize the customer’s 
decision-making behavior

To learn about facility and cleaning prod-
ucts, customers turn to web searches 
(49%), stores (29%), manufacturers’ web-
sites (25%) and customer service repre-
sentatives (24%). 

Web searches serve as the leading infor-
mation source, a reflection of the growing 
influence of digital resources and a fac-
tor resellers must take into account when 
planning for success.  

Further illustrating the customer’s affinity 
for online purchasing options is the grow-
ing influence of online ordering options on 
determining where to purchase products 
for the workplace. 

The following factors were deemed most 
influential in purchasing decisions: order 
accuracy, pricing, return policies, account 
support and customer service and online 
ordering options. 

While it is not surprising that customers 
carefully evaluate order accuracy and 
pricing when choosing a supplier, it is 
important to note that online ordering op-

tions play a significant role in impacting 
purchasing decisions.  

Ways to Win

•  Expand your market. Evidence from 
this study reveals that the majority of 
customers are not purchasing clean-
ing products from a single source. As 
a result, resellers should embrace the 
opportunity to capture sales in this cat-
egory from both existing and prospec-
tive customers. A bigger window of 
opportunity, however, lies with resellers 
extending the categories they sell to 
existing customers as a great way to 
get better acquainted in the products 
and move forward in the market. 

•  Target your campaigns. When plan-
ning upcoming marketing campaigns, 
suppliers should gather information on 
end-users to center these campaigns 
on customers’ needs and priorities. 
This information includes gaining 
insight from customers, then using this 
insight to develop precise tactics to 
address gaps between the customer’s 
expectations and the reseller’s current 
performance.   

•  Transform your online experience. 
Research reveals consumers view a us-
er-friendly, feature-rich website as a top 
priority. Improvements to functionality, 
the customization of online content for 
customers seeking product information, 
specs and pricing, and the use of digi-
tal communication like email blasts are 
ways for a reseller to ensure customers 
see the company as a credible provider 
of cleaning supplies. 

Although the cleaning category is not 
necessarily new to many resellers, it is 
one that poses a significant opportunity 
to increase revenue through expansion of 
this category to existing customers and 
through the acquisition of additional, pro-
spective customers.

Michael T. Bohannon is VP of Merchandising, JanSan/
Foodservice, at United Stationers.

New Study Highlights Revenue Opportunity in Cleaning Category
By Michael T. Bohannon
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If you’re an independent office products dealer today, chances 
are you hear at least once a month from someone trying to push 
you to grow your Jan/San business and with good reason. But 
even though it’s a market that offers some fabulous opportuni-
ties, it’s also one that comes with its own very unique challenges 
and demands. 

After 12 years of experience in the Jan/San market on all lev-
els—from distribution to redistribution and manufacturing—I’m 
here to tell you it’s a completely different animal than what you 
are used to and if you don’t treat it that way, you’ll never tap into 
its full potential.

Here are some pointers to help you barrel through the rigors of 
opening up a new channel in your sales department.

#1 Inventory
In the OP world, you can count on your wholesaler partner to 
have the product you need in stock and delivered the next day. 
Jan/San does not work like that. It may be days before you see 
your delivery and up to three weeks if buying direct from a man-
ufacturer. 

You had better be prepared to stock $50,000-$100,000 of Jan/
San inventory or else you’re wasting your time. If you win some 
school board bids, bring in the inventory immediately because 
you never know how fast you will get an order for product.

#2 Branding
As a dealer, you certainly have plenty of brands to choose from, 
but so does each and every one of your competitors in the Jan/
San world. We private label many products, including chemicals, 
floor pads, scrub pads and LED Lighting, just to name a few. The 
lesson we learned: Develop your brand and it will pay off big!

#3 Redistribution
How many redistribution partners do you have? 1? 2? 3? That 
isn’t near enough. You should look at adding another three re-
distributors that are specifically designed to cater to Jan/San. 
We even have one that we signed up for just one specific item. It 
happens to be a specific niche item but we buy enough to meet 
their minimums and one day we will grow more products with 
them. 

#4 Chemicals
Choosing the right chemical partner to private label with is a 
huge key to your success. If it’s YOUR brand of chemicals, no 
one else can get it! This also helps protect your profit margins! 
My boss still wonders in amazement how I can get 55%-65% 
profit margin in my chemical sales!

When you have the right chemical partner, you can stand toe to 
toe with the giants of the chemicals world and not only be com-
petitive on price, but make bigger margins. Make sure, though, 
that you don’t partner with a fly by night bathtub blender. You 
need products that work!

#5 Buying Direct
If you aren’t buying direct as much as possible, you don’t stand a 
snowball’s chance of being able to massively grow your business 
and outperform your competition. Start with chemicals and the 
ancillary items that go along with chemicals—floor pads, mops, 
brooms, mop heads, etc.—then move into other line items as this 
grows for you.

#6 “Apples to Apples”
Your sales staff will find themselves doing comparisons on a wide 
range of items and when they do, make sure they are compar-
ing apples with apples. Your case might be more expensive than 
your competitors, for example, because yours has 12 rolls and 
theirs only has eight. Or the competitor’s price on tissue might be 
lower than yours because they aren’t selling a true 1,000 foot roll. 

In closing, this industry is going to be a very challenging but 
also a very rewarding addition to your business. It does require 
a learning curve and a desire to want to learn; not only from you, 
but also from your sales force.

Good Luck and Good Selling!

Nolan Hodges is a senior account manager/product line development manager for 
Louisiana Office Supply in Baton Rouge.

Jan/San Perspectives II
Making Jan/San Work in the OPI Channel
By Nolan Hodges
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Have you noticed? We seem to be in the 
midst of an age of confusion. Many dealers 
are scrambling these days, trying to figure 
out their next best move. They’re trying to 
understand where they should concen-
trate their investments and their attention 
to generate business growth and realize 
long-term success. 

Should they focus on marketing? A new 
backend system? New sales reps? A dif-
ferent product or service offering?

Wholesalers, buying groups, manufac-
turers, service providers and consultants 
currently offer you a variety of services and 
programs that they “think” you need and 
should be using—and all of it is very well 
intended. Still, determining which areas of 
your business most need your best effort 
and attention can be confusing.

A month ago here at K.Coaching we met 
with our own business coach to help us 
with our three-year business planning. The 
coach asked me, “Do you understand what 
the dealers need?” I said, “Yes, of course 
we know what they need. I’ve been in this 
industry for 30 years and K.Coaching’s 
been working with hundreds of dealers over 
the past 11 years.” To which he responded, 
“Do you really know what they need?”

I told him, again, that “Yes, I’m sure I know 
what they need.” It wasn’t until a week lat-
er, after hearing that question in my head 
over and over, that I realized I needed to 
ask dealers, to better understand their 
goals and challenges and truly listen to 
their answers.

As a result, we created a survey called 
“Your Voice Matters,” and sent it to inde-
pendent dealers throughout the U.S. 

We wanted the voice of the independent 
dealer community to be heard and we 
wanted to hear for ourselves—and truly lis-
ten—so we could continue to offer the best 
Independent Dealer Growth Solutions.

Our survey posed five simple questions 
with the intent of gaining an understanding 
of the hearts and minds of the dealer com-
munity: What actions have you taken in 
order to continue growing? What are your 
goals? Your plans? And what, if anything, 
do you believe is holding you back?

As I write this article, 145 dealers have al-
ready responded to the survey in the very 
first week. The survey will remain free and 
open to all dealers and we encourage you 
to visit www.IDGrowth.com to give us your 
feedback and voice your opinions.

All participants will receive a free report on 
survey results. In the meantime, here are 
some highlights and trends from our first 
week of survey results.

Greatest Successes  
of 2014
We asked independent dealers about their 
greatest successes over the past year and 
offered them a choice from a variety of ar-
eas, leaving them plenty of room for edi-
torial comments and other successes. Not 
surprisingly, “Growing Product Catego-
ries” ranked the highest among combined 

dealers—almost 40%—as the Number 
One area of success. 

More surprising was learning that “Im-
proved Margins” ranked second overall. 
We had to wonder about the possible cor-
relation between the two.

Are additional product categories improv-
ing margins or are dealers focusing more 
these days on margin management? 

A deeper dive reveals that it’s a combina-
tion of the two, though some might point 
out that there is a higher operating cost 
associated with product category expan-
sions. 

We found it interesting to see the break-
down between large and small dealers 
and what they consider their greatest 2014 
successes. Fifty-six percent of the larger 
dealers ($10 million or more in annual reve-
nues) ranked “Improved Web Presence” as 
their second greatest success, compared 
to only 30% of smaller dealers.

Next Year’s Focus
The question about dealers’ focus for next 
year had eight possible areas from which 
to choose, along with space for identifying 
“Other” areas. Forty-nine percent of deal-
ers chose “Leading and Managing Better” 
or “Customer Retention” as their first prior-
ity for the coming year. 

Larger dealers did not even consider cer-
tain focus areas—“Retiring,” and “Work-

CONTINUED on page 39>>
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Life Balance,” while 20% of small dealers 
identified these as their future short-term 
focus.

Biggest Obstacles  
to Growth
We asked dealers to rank from highest to 
lowest what they considered their seven 
biggest obstacles to growth over the next 
three years. The Number One obstacle on 
average was “Sales Reps.” 

Further elaboration revealed that this rank-
ing included existing sales reps and the 
need to hire and train new sales reps, as 
well as retrain and develop existing sales 
forces to adapt to industry changes. 

While we included a number of competing 
obstacles such as “Pricing” and “Technol-
ogy,” a number of small dealers (9%) were 
quite candid about choosing “Myself” as 
an obstacle. 

This, combined with “Sales Reps,” formed 
a direct correlation to the future focus goal 
of “Leading and Managing Better.” Dealers 
plainly realize the importance of their roles 
with regard to leadership and management 
when it comes to business growth.

We also asked some open-ended ques-
tions such as “If you were given $250,000, 
where would you invest it and why?” and 
“What is the one thing you would do to-
morrow if you weren’t worried or afraid?” 

And the survey included a section that al-
lowed dealers to add thoughts, questions 
or concerns. It was great that so many 
dealers were willing to open up and share 
what is foremost on their minds. 

It certainly provided us with particular in-
sights into what the dealers seem to need 
these days and what directions they’re tak-
ing to continue to grow.

We also found it refreshing to hear an equal 
number of positive, optimistic comments 
about the future of the industry and deal-
ers’ intent to direct their focus and their in-
vestments on people and technology. 

I encourage all of you to take the survey. 
Let us hear your voice and learn more 
about what other dealers are doing today 
to continue to thrive. You’ll also receive a 
copy of our full report, along with more de-
tailed feedback, about our collective sur-
vey results.

Go to www.IDGrowth.com today and click 
on the survey link. Help us help you sort 
out the important things and cut through 
all that confusion.

Krista Moore is president of K.Coaching, Inc, an 
executive coaching and consulting practice that has 
helped literally hundreds of independent dealers 
maximize their full potential through enhancing 
their sales strategies, sales training and leadership 
development. For more information, visit K.Coaching’s 
web site at www.kcoaching.com.

K.COACHING, INC.
ignite your potential

At K.Coaching, we created ID Growth Solutions so we could give you—the office products independent 
dealer—timely solutions, actionable ideas, leading-edge data, and a forum where your voice is heard.

Empowering you through successful sales strategies, processes, and leadership

If you’re a business owner or sales manager, go to www.idgrowth.com today and answer 5 simple questions. 

Visit www.idgrowth.com now!

TAKE OUR SURVEY NOW!
WE WANT TO HEAR WHAT YOU HAVE TO SAY

www.idgrowth.com

ID Growth Solutions
powered by

Want to know what’s most important to the
independent dealer community?
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What’s your most precious asset as a salesperson? Most people would suggest it’s their traits, their skills, their experience, their 
relationships, their customer base or something else along those lines. Some might even list their products or their company. And all 
of those salespeople would be wrong!

Your most precious asset as a salesperson is your time. More specifically, your most precious 
asset is that time window during the week when you are able to call on your cus-

tomers either face-to-face or voice-to-voice. 

Hours wasted or simply spent inappropriately aren’t hours that are 
turning into revenue, profits or commissions for you or your com-

pany. The problem is that salespeople do things every day 
that waste their time, and today, we’ll discuss the three 

most common.

1.  Working junk  
business. 

This is the most common time-waster for sales-
people. Recently, I visited a client whose sales 
calls were inappropriately slanted toward tiny, 
marginally profitable accounts while his sales-
people were driving by accounts that were 
bigger and nicely profitable. 

For any company, there’s a “sweet spot” of 
accounts that have stability, profitability and 
“sell-ability”. If these accounts represent the 

top of the bell curve, there are accounts smaller 
than your sweet spot and bigger than your sweet 

spot that represent the unprofitable zone.

In this case, not only were the salespeople calling 
on tiny business, they were chasing the tiny business, 

sometimes making five, six, or even seven calls to win 
business that barely justified one call. 

Chasing business too far above the sweet spot can be just as 
bad, however. Increased competition and price pressure can make 

the largest accounts in your territory unprofitable and (if the pay pack-
age is constructed correctly) low commissioned for you. Yet the effort you’ll 

put into trying to sell these accounts is a major drain on your time.

CONTINUED on page 41 >>
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Working junk business typically has two causes: fear and 
emotional involvement. Salespeople sometimes work small 
business because they have a fear of working larger ac-
counts. That’s bad. Worse can be the emotional involve-
ment that says, “I have to win all the business in my territory 
because I hate seeing my competitor there.” Get over it. You’ll 
never get 100% market share. In most cases you don’t even 
want 100% market share. It’s always OK with me if my com-
petitors are selling the bad business.

2.  Artificially extending  
the sales cycle. 

Too many salespeople unwittingly extend the sales cycle 
themselves. They do so through fear, lack of training, and a 
lack of preparation.

Fear comes into play because salespeople are scared to 
close business. Many salespeople believe that if they ask 
closing questions, or even ask questions that set a closing 
arena, the customer will be put off and they will miss opportu-
nities. Don’t be that guy or gal. 

If you’re unsure of where you stand with the customer, ask. 
And never be afraid to ask a closing question. Sometimes the 
time you waste is your own.

Lack of training also impacts the sales process because 
salespeople don’t know or understand how to expedite the 
process. 

For instance, every appointment should end with a firm 
commitment for the next appointment or activity, with times 
and places. It’s never easier to set the next appointment than 
when you’re on the current appointment. 

Use that opportunity wisely. The ‘chase cycle’ happens when 
you have to call the customer back to set the next action.

Lack of preparation is tied to lack of training, but occurs when 
salespeople simply don’t take the tools of the sale in with 
them. 

Salespeople should always be prepared to take the call as 
far as it can possibly be taken. If you have the tools to quote 
price on the spot, bring them into the call. Same with order 
forms, credit applications and other tools. 

When you have to go back to the “bat cave”, you become 
the obstacle. Always let the customer be the one putting the 
brakes on—not you.

3.  Chasing customers  
who opt out. 

Here’s the hardest thing for salespeople to realize: Customers 
can and will opt out of your sales process. From the time that 
they do, any time you spend on them is time wasted. 

Here’s a perfect example: Recently, a prospect didn’t keep a 
phone appointment with me. We had a prescheduled ap-
pointment, it was on both of our calendars with a specific 
time, I called, and she didn’t answer. Nor did she return a call 
or an e-mail. This is a rare occurrence; in fact, the last time 
it happened to me was nearly three years ago. Once upon a 
time, I would have gotten very upset (I did get a little upset; 
not keeping an appointment is very disrespectful) and I’d 
have worn out her phone and email until she spoke to me.

No more. I called and emailed once, so in case there was a 
misunderstanding, we could reschedule. With no response, I 
simply moved on. 

There are too many prospects out there, and particularly with 
my limited selling time these days, I don’t have the time to 
chase. She opted out of my sales process. Why? Who knows. 
Maybe it wasn’t a priority. Maybe the funding wasn’t there 
and she was embarrassed. 

Regardless, there are too many other prospects out there 
to wear her out for a response. Too many salespeople treat 
situations like this like a dog treats a bone. Don’t. There are 
other prospects out there who will want to talk to you and 
work with you.

All of these problems are characterized by an emotional re-
sponse rather than an intellectual one. Back in the days when 
I did chase and chase and chase customers, I knew, intellec-
tually, that they had opted out. However, my pride wouldn’t let 
me admit that, so I told myself that the sale was just around the 
corner.

When you’re up against any of these situations, respond intel-
lectually rather than emotionally, and you’ll be more successful. 
I promise.

Troy Harrison is the author of “Sell Like You Mean It!” and a speaker, consultant, and 
sales navigator who helps companies build more profitable and productive sales 
forces. For information on booking speaking/training engagements, consulting, or to 
sign up for his weekly E-zine, call 913-645-3603, e-mail Troy@TroyHarrison.com, or 
visit www.TroyHarrison.com. 
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