THE

WINNERS’ Circle
Storey Kenworthy,
Iowa Dealer, Celebrates 75th Anniversary

Time to Get Your Community
on the Buy Local Bandwagon

In Des Moines, Iowa, Dave and John Kenworthy and their team at Storey Kenworthy
are in the middle of what has become a
year-long celebration of their dealership.
And they’ve got plenty to celebrate!
The brothers’ grandfather, Arthur G. Kenworthy, and his business partner, Charles R.
Storey, founded the company in 1936 and
over the past seventy five years, three
generations of hard-charging entrepreneurs have grown it
into a thriving operation with nine locations throughout
Iowa, a payroll that’s 165 people strong and a product mix
that includes contract furniture, printing and promotional
products in addition to office supplies.
So far this year, reports John, anniversary celebration
events have included an ice cream social, car washes by
company executives to raise funds for deserving local
causes and a company-wide Office Olympics.
On the schedule for later this year: an Open House customer appreciation event and a company-wide anniversary
celebration that will bring employees and friends together
from across the state.
“We set up a special committee to plan for our anniversary
and decided we wanted to celebrate, share and contribute
back to the community to honor this special landmark,” explained John.
And even as the Storey Kenworthy team looks back on 75
special years, the fourth generation is starting to make its
presence felt. Dave’s daughter, Nicole Boyington, joined the
company back in 2008 and is working hard to continue the
proud traditions of service and value her great grandfather
and his team put in place 75 years ago.
Our congratulations to the entire Storey Kenworthy team
and here’s to the next 75 years!

Recycling Kudos for Keeney’s Office Supply,
Seattle Area Independent

In Enid, Oklahoma, Stan Merrifield and his team
at Merrifield’s Office Plus have been keeping the
city government supplied with the office products they need for many years, but that didn’t
stop the city from cutting a sweetheart deal with
Staples—to the tune of $400,000 in tax breaks
over the next ten years—when the Boston-based big box threatened
to leave town.
In Palm Beach County, Florida, Office Depot got a property tax break
that by some estimates is worth as much as $650,000 a year, but that
didn’t stop them from exporting 80 jobs in its finance and accounting
departments to India and Guatemala.
In Casper, Wyoming, the city gave OfficeMax a $1 million interest-free
loan to open up a call center, but they still closed it down and put 250
local employees out of a job when business turned sour.
Is stuff like this happening in your community? Are you and your employees picking up the tab to feather the nest of your local big box competition through the local taxes that you pay?
If you are, surely it’s long past time to provide a little education to the
folks in charge of the coffers on just what happens when they go courting national chains. Not much of it is any good.
One study that focused on Cape Cod found that if chain stores captured 50% of forecast retail demand growth in the region through 2014
it would mean the loss of over 9,000 jobs, $600 million per year in business output, over $200 million per year in household income and over
$10 million per year in local taxes. And that’s just one example of many
research projects that tell a similar story.
It’s a mystery why more local government decision makers don’t listen
to that story—particularly these days, when every local job and every
local tax dollar are precious.
But they don’t and chances are they won’t, unless more local small
business owners and their employees get in their faces.
That’s where you and other small business owners and operators like
you come in. If you’re not an active member of your own “Buy Local”
organization, now’s the time to get involved.
If you don’t have a “Buy Local” organization in your community, now’s
the time to buddy up with other small businesses and start one.
You’ll find plenty of ammunition and links to other useful resources in
the Buy Local section of the INDEPENDENT DEALER website.

In Redmond, Washington, just outside of Seattle, Lisa
Keeney and her team at Keeney’s Office Supply have
added one more item to what is already a long list of accolades for their commitment to the environment.

There’s a mountain of myths and misinformation out there about the
benefits of big box retailing to the communities they live off and it needs
to be cut down to size. If folks like you don’t do it, who will?
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Keeney’s was recently named to the list
of “Best Workplaces for Recycling and
Waste Reduction” by their local county
government.

Kramer & Leonard, Indiana
Dealer, Launches Innovative
New United Way Fundraiser

Take a look at how they run things at
Keeney’s and it’s not too hard to see why. In
any given week, the dealership will typically
recycle more than one cubic yard of plastic
wrap, 24 cubic yards of cardboard, a quarter
of a cubic yard of Styrofoam, one cubic yard
of packaging materials and more than 100
wooden pallets. And since the implementation of its recycling plan, Keeney’s Office
Supply has reduced waste by 85%.

In Chesterton, Indiana, Greg Fox and his
team at Kramer & Leonard have come up
with an innovative new program that promises to deliver big time for their dealership,
their customers and some deserving nonprofits in the community facing an ever
growing demand for services and ever
shrinking budgets.

“A commitment to protecting the environment is part of our DNA and we take it very
seriously,” says Keeney’s Steven Sterne
proudly. “And the good news is that increasingly, our customers are also taking it seriously. Once you convince people they can
save money by going green, there isn’t a
business out there that won’t be interested,”
he contends. “It’s not just the right thing to
do, it’s also the smart thing to do and more
and more people are realizing that.”

Working with the United Way of NW Indiana
and paper manufacturer Boise Cascade, Greg
and his team have put together an effort that
demonstrates once again that you really can
do good and do well at the same time.

good causes in the community and our new
program makes it easy. Everybody needs
copy paper and there are no forms to fill out
or coupons to clip. It’s just an outstanding
win-win for all concerned.”
Kramer & Leonard is also doing well by the
program, says Greg. “It’s still in its very
early days, but our fundraiser has already
opened doors for us that we’ve never seen
open before. It’s just a wonderful way to
give back at a time when non-profits are
having a hard time raising money. And best
of all, it all stays in the community.”

Starting last month, the dealers has been
selling copy paper that’s co-branded with
the United Way and for every carton sold,
a donation goes directly to the local United
Way chapter. It’s that simple.
“Our goal is to raise $50,000 for our local
United Way agencies and so far, we’re off
to a terrific start,” reports Greg happily.
“People are looking for a way to support

The packaging for Kramer & Leonard’s copy paper
shows its co-branding with the local United Way.
CONTINUED ON PAGE 6
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Latsch’s Helps Stuff a School Bus
with Supplies for Kids in Need

In Lincoln, Nebraska, last month, it was the
turn of Mike Decker and his team at Latsch’s
to show once again that when it comes to
doing good things in the community, few do
as much or as well as today’s independents.
Latsch’s partnered with the Raising Cane’s
restaurant chain and a local TV station to
“Stuff the Bus,” a campaign aimed at bringing in enough school supplies for needy
children literally to fill a school bus.
And how did it all come off?
“This was the first time we’d been involved
in a ‘Stuff the Bus’ effort but it was a huge
success,” Mike reported. “Our vendors responded very generously and we had over

SEPTEMBER 2011

150 clients participate as well.”
The campaign raised thousands of dollars
which were converted into enough school
supplies to fill a bus three-quarters full and
drew plenty of local media coverage for all
concerned.
As Mike told one of his local TV stations,
“You know it’s really important that we do
give back to the community. We’re locally
owned and all of our employees are here in
Lincoln which means most of the money
stays here in Lincoln so we believe in being
strong stewards and giving back to it.”

OP Companies in the Inc. 5000
Every year, Inc. Magazine publishes its Inc.
5000 list of the fastest growing privately
held companies in the U.S. to pay tribute to
successful entrepreneurs and highlight their
importance to the overall economy. The list
always contains a contingent of office products companies and we’re delighted to recognize this year’s class. Our congratulations
go to the following companies:
#184 Urban Office Products, Brooklyn, NY
#413 iBuyOfficeSupply.com, Plymouth, MN

#544 Cheap Ink, Bedford Park, IL
#722 Spacesaver Storage Solutions,
Ashland, VA
#804 DiscountOfficeItems.com,
Columbus, WI
#1362 Lonesource, Cary, NC
#1826 OfficeSource, San Antonio, TX
#1826 Sandia Office Supply,
Albuquerque, NM
#1860 Universal Business Solutions,
New York, NY
#2173 ReStockIt.com, Davie, FL
#2526 Supplies Now, Greenacres, FL
#2879 My1Stop.com, Fort Scott, KS
#2989 Porter's Office Products, Rexburg, ID
#3000 OfficeXpress, Canoga Park, CA
#3234 Intelligent Interiors, Addison, TX
#3681 Common Sense Office Furniture,
Orlando, FL
#3791 Image Business Interiors,
Virginia Beach, VA
#4681 Give Something Back, Oakland, CA
#4688 AAA Business Supplies & Interiors,
San Francisco, CA
#4697 Garvey's Office Products, Niles, IL
CONTINUED ON PAGE 8
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Vancouver-Based Mills Basics Rolls Out CarbonFree Delivery Program
In Vancouver, Canada, Brad Mills and his team at Mills Basics are
doing their part to help the environment with the launch of a fleet
of pedal-powered tricycles for downtown deliveries.
The heavy-duty cargo trikes can carry up to 600 lbs of goods and
unlike regular trucks they operate 100% emissions-free.
The dealership made about 700 deliveries with just one tricycle in its
first two weeks, and has already replaced one of its full-time trucks.

“My father used bicycles and street cars when he started the business 60 years ago,” said Brad “We’re going back to the basics.”
The trikes are just one element of Mills Basics’ carbon-free delivery
program. The dealership also uses electric delivery trucks that are
also 100% emissions-free. In addition, customers are asked to
commit to deliveries just once a week and goods come packaged
using reusable plastic totes which then serve as recycling bins.
On the next delivery, the dealership picks up the old tote plus any
paper, binders, markers, pens, toner and batteries collected and
at the same time delivers the next order with a new plastic tote.
“Over the last couple of years we have aggressively worked to reduce our carbon footprint,” Brad explains. “Our delivery fleet is
where Mills can have the greatest impact and this is why we have
developed a carbon-free delivery strategy.”

Kansas Dealer Navrat’s Purchases Local
Embroidery Business
In Emporia, Kansas, Richard Duncan and his team at Navrat’s Office Products took their one-stop shop approach to serving customers one step further last month, with the acquisition of The
Embroidery Machine, a local supplier of original and licensed designs on coats, shirts, caps and other garments.
The addition expands a product offering that already included office furniture and design, custom printing and ad specialties.
CONTINUED ON PAGE 9

Click Fold Name Badges
INTRODUCE YOURSELF WITH A CLICK
These ﬂattering, elegantly curved, convex-style badge holders open
and snap closed like a clam shell for easy insertion of a business
card or the available micro perforated printable insert sheets.
Click Fold is made of environmentally-safe, clear polypropylene
and comes in ﬁve attachment styles—slip-on clip, combi-clip,
strap clip, safety lanyard and new magnet clip. The entire Click
Fold line is wholesale-supported.
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Please email us for samples—
customerservice@durableofﬁceproducts.com.
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The embroidery operation will be housed in an old print shop
Navrat’s had shut down some time ago, so once the deal closed,
all it took was a morning spent moving the machines and inventory
into the new location.

the vast majority of those years. Even when we changed our name
from Office Equipment to Office Environment Company in 2003,
though the logo was changed somewhat, we retained the initials.
The new brand identity is truly transformational.”

Navrat’s is already licensed to use Emporia State University logos
and may add additional school team logos if demand warrants it.

Added president Tricia Burke, Kelly’s sister, “The new brand identity
really represents the consultative approach we take with our customers--by listening first, then offering solutions. We have always
understood the value of building client relationships and how important two-way conversations are in building trust and loyalty. The
bi-directional arrow in the logo graphic helps communicate that aspect,” she added.

Louisville Dealer Office Environment Company
Launches New Brand Identity
Louisville-based Office Environment Company last month announced a completely new brand identity that it said features the
same clean, contemporary look of its showroom and represents a
significant departure from its former brand.
“We’ve been in business for over a century,” said chairman Kelly
Burke, “and had used the initials ‘OEC’ to identify our company for

The new brand identity, six months in the making, was officially
rolled out August 1 and is not only showing up on new stationery,
marketing collateral and the company website, but also on a custom 50-foot building banner that turns the exterior of the showroom
into a permanent billboard.

The new Office Environment Company banner highlights its new logo and brand graphics.

CONTINUED ON PAGE 11
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Feller Business Solutions, Illinois
Dealer, in the Spotlight on Local
Marketing Blog
If you’re still wondering about the potential
for social media platforms like Facebook,
Twitter, LinkedIn, etc. to do your business
any real good, you might want to spend a
few minutes with Wendy Pike, president of
Feller Business Solutions in Bensenville,
Illinois.
Last month, Wendy was featured on a blog
hosted by a local marketing agency, in an
interview that highlighted how social media
has changed the way Feller’s goes to market and showcased Wendy’s own social
media expertise.
“Social media has added an extra layer to
our marketing initiatives in a few different
ways,” Wendy said in the interview. “As a
company, social media has given us more
exposure or presence in the marketplace,
especially with the use of Twitter. We are
able to get our name in front of a larger audience, and through the network, get exposure exponentially. By engaging our
followers, and then having a ‘conversation’
with them, not only are our followers seeing
us, but so are their followers. Even if it
doesn’t lead to a sale at that time, when
people hear of Feller Business Solutions,
they think ‘I’ve heard of them’ or ‘I’ve seen
them on Twitter.”
Wenday also highlighted the way Feller
uses social media to boost the impact of its
monthly flyers and other print efforts.
“Through social media, we are able to…
highlight different products or manufacturers on Twitter and Facebook to go along
with the pieces we are handing out. It might
be informational, a demo video, a fun snippet, or an offer for a free sample. I envision
this as the cherry on top of the sundae,”
she said.

ceed, so helping promote them via social
media is one aspect of this.”
For Wendy and her team, social media platforms also come in handy for new business
development. “By looking at connections,
whether through Facebook, Twitter or
LinkedIn, we can identify other companies
who are connections of current customers
who may be a great fit for us,” she said.
And, she added, social media has also
helped strengthen relationships with Feller’s
business partners and suppliers. “It has
given us many new contacts within each of
the different manufacturers that we work
with, which has led to some interesting promotions and enriched our relationships with
the manufacturers. We have also been able
to establish additional relationships
throughout the country with other independent office products dealers and share
ideas and strategies.”
And how did all this come about? “The person at the agency who hosts the blog found
me on Twitter and we just started talking,”
she reports. And not only did it lead to
some great online PR that positions Wendy
and her team as progressive, tech-savvy
entrepreneurs. Even better, the agency is
now one more happy Feller’s customer! Is
there a message here?
To see the whole interview, point your web
browser to:
http://blog.desertrose.net/2011/08/03/su
mmer-2011-interview-series-featuringfeller-business-solutions/.

Georgia Dealer VIP Office
Furniture and Supply Hosts
Customer Appreciation Expo
The sun shone bright in Hinesville, Georgia
last month, as Dianne Horton and her team

In addition, Wendy explained how her dealership uses social media to support customers. “We not only engage our current
and potential customers, we talk about
what they are doing and what is important
to them,” Wendy explained. “Our business
philosophy is helping our customers sucSEPTEMBER 2011

at VIP Office Furniture and Supply hosted
over 300 customers and prospects for their
first Customer Appreciation Expo.
With a generous assist from primary sponsor United Stationers and about a dozen
rep firms and vendors who participated in
the Expo, the event gave the VIP team a
chance to strut their stuff and present a
product mix that includes cleaning and
breakroom items, office furniture, school
furnishings and supplies, printing, copier
and print services and promotional products, as well as traditional office supplies.
Also on the agenda: a seminar on office ergonomics sponsored by ESI Ergonomic
Solutions, plenty of door prizes and giveaways and a sit down lunch.
“We were delighted with the customer response to the Expo,” reported VIP retail operations executive Cathy O’Hagan, who led
the charge on preparations for the event.
“Our own team, our vendors and the folks
at United worked really hard to make it all a
success. Sales have been awesome since
the event and we couldn’t have been more
pleased with how it all went.” So much so,
says Cathy, that planning is already underway for next year.

North Carolina Dealer Lonesource
on the Acquisition Trail
Cary, North Carolina-based Lonesource
has broadened out its footprint once again
with the acquisition last month of Office
Options, a dealership with operations in
Fuquay Varina, Holly Springs, Angier and
Lillington, North Carolina.
“This acquisition represents a wonderful
growth opportunity for Lonesource and will
serve as another stake in our Southeast
growth strategy,” said Lonesource CEO
Brad King. “Lonesource plans to continue
expansion into other markets through acquisitions and will continue to deploy all of
our capabilities to best serve the needs of
our expanding customer base.”
Scott Knight, former owner of Office Options, will assume the role of Lonesource
account manager and will continue to serve
Office Options’ territories.
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Secrets of Success

Concierge Service in an Online World
Technology When You Need It, Service When You Don’t
Urban Office Products has to be one of the
fastest growing independent office products dealer in the United States. While
many dealers have been struggling to
maintain sales levels during the past
several years, volume at Urban has been
surging. They recently made the Inc. 500 list
of the companies with the
fastest growth in
America, coming in
at Number 184.
This is a great honor,
considering that all
industries are
considered for
the awards.

Started four years ago by OFS Solutions, a
full service contract furniture dealer in Brooklyn, New York, the owners did considerable
research before opening the doors, not only
looking closely at competitors in the New York
city area, but also by talking with end users
and those individuals responsible for placing
orders.
“One important finding,” says vice president
Shlomo Birnbaum, “is that most office managers don’t get very excited about office products or the ordering process, and that also
applies to the vendors who supply them.”
“We felt that we could provide a more fun,
more vibrant buying experience, both
online and through traditional channels, so
we created a rather different process, one
that clients will enjoy, remember, and that
has set us apart from our competitors.”
They named the new business “epaperclips.com.”
Last year, they acquired Urban Office Products, an established dealership, to help
them grow faster.
Shlomo describes their growth strategy this way: “We decided to start
right off with the latest technology,
selling everything online as much as
possible—service built around a technical/digital base.”

 Urban Office Products
 Brooklyn, New York
Paterson, New Jersey

“We found we were really good with
the service aspect of the business and
we also found that there were more
than a few dealers struggling to transition to an online operation, with their
customers getting a bit impatient.”

 Shlomo Birnbaum, Vice President

“We also observed that some com Supplies, Furniture, Beverage Service petitors, particularly the larger ones,
were reducing their sales forces, and
 Founded: 2007
that personal relationships with cus Sales: $8 million
tomers were declining.”
 Employees: 15
Shlomo continues, “Our plan now is
 Partners: TriMega, S.P. Richards
to continue to make acquisitions and
 On-line Sales: 90%
keep all employees on board. We
were able to retain almost everyone
 www.urbanop.com
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when we bought Urban. We’re looking for
other companies with valuable assets that
have not been fully realized—years of experience, dedication and relationships that we
can leverage with our new technology and
service offering. That’s our model.”

A Little Different Take on Service
“Happy employees make for happy
customers” is an important theme at Urban.
“It was our idea from the beginning that
everyone should enjoy coming to work
every day and to have as much fun as
possible,” says Shlomo.
“We try very hard to create that culture
here, then share it with clients. We are not
like other e-commerce dealers. To start, we
are local and we offer concierge service,
which means that whatever the client wants
the client gets, but we’re driving it through
technology—that’s what’s different and
what sets us apart from old line dealers as
well as strictly online sellers. We’re automating the boring part while revitalizing
the human interaction. Right now we’re focusing on the social media, creating fun
and exciting programs for our customers.”
At Urban, there are lots of celebrations and
lots of surprises. It was a very hot summer
day when I called their office, and suddenly
work stopped and everyone had an ice
cream break.
Customers regularly receive treats on birthdays and special occasions. It may not be
quite as elaborate as Google, where employees get free food and back rubs, but
who knows, that may be in the works.
As this article was being prepared, the
company purchased a building in Paterson,
New Jersey, for their new expanded warehouse and office. They will still retain an office in Brooklyn, but clearly, Shlomo and his
team have ambitions that extend far beyond their current trading area. Hats off to
yet another example of a growing and
vibrant independent office products dealer.
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If you have news to share - email it to
Simon@IDealerCentral.com

Office Depot Overcharged Dallas County Close to $2 Million,
County Auditor Claims; Company Issues Desk Chair Product
Recall Due to Pinch Hazard
August was another one of those months
for Office Depot, as the Florida-based big
box got hit with yet another local government report alleging overcharges and other
irregularities on an office supply contract
and the Consumer Product Safety Commission (CPSC) announced a product recall
affecting close to 35,000 desk chairs it imported from China.
Adding more salt to the wound, last month
also saw Office Depot stock reach a new
low on Wall Street—just $2.10 a share and
far removed from happier days for the company only five years ago, when it was trading in the 40s.
The latest in a long list of reports from local
government officials and investigative journalists alleging contract irregularities by Office Depot on its office supply contracts
came last month from Dallas County, Texas,
where county auditor Virginia Porter issued
a report claiming the county is due close to
$2 million related to overcharges on its purchases during the January 2006-December
2009 time frame.
The audit showed that Dallas County paid
more than other cities and local government agencies, including the State of California and City of San Francisco, even
though it was guaranteed lowest-available
pricing under the terms of the contract.
In addition, the auditor’s report uncovered several instances where Office Depot failed to pay
rebates due to the county in a timely manner.
SEPTEMBER 2011

The rebate payment for the period ending
September 2009 was a year and five
months late, for example, while the annual
rebate for the October 2009-September
2010 period was not received until January
of this year.
For the past three years, Office Depot has
been the subject of numerous allegations
involving overcharges of state and local
government agencies in at least ten different states and has also come under investigation by federal government agencies.
For more details, see the Depot State Contract Watch section of the INDEPENDENT
DEALER website.

The chairs were manufactured in China and
sold exclusively at Office Depot retail stores
nationwide and online from May 2009
through June 2011.
Office Depot has set up a recall hotline and
a web address for consumers to call or
email to receive a free repair kit. Call ACS
(American Customer Service, LLC) at
855-259-5093 between 8 am and 8 pm
Eastern Time, Monday through Friday, or
go online to the following web address:
http://sheenmax.1800acs.com.
CONTINUED ON PAGE 15

Even before the Dallas County auditor’s report, Office Depot was facing more negative publicity on the product front,
after drawing the attention of the
U.S. Consumer Product Safety
Commission (CPSC) and Health
Canada, its sister organization in
Canada.
Last month, the CPSC announced in
cooperation with Health Canada and
Office Depot a voluntary recall of Office
Depot’s Realspace™ PRO 3000 Series
Desk Chairs.
The recall, which affects about 34,000
units in the U.S. and 425 in Canada, was
due to the possibility of a consumer's
finger getting caught in an opening
in the chair's tilt mechanism, posing
a pinch hazard.
INDEPENDENT DEALER
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Small size, big performance.

All accessories are 7-hole punched to ﬁt smaller binders and organizers.

5-1/2" x 8-1/2" Binders
offer innovative features.

Organize papers easily
with Binder Pockets.

• Stylish Comfort Touch View
• Protect & Store™ View with
clasped inside pocket
• Durable View for
frequent reference

• Choose single pockets, or
an innovative double pocket
that holds an 8-1/2"x 11"
page and folds to ﬁt in a
small binder or organizer

Organize work with these
stylish Dividers!
• New Studio Design,
traditional Write-On
Dividers, or insertables
• Filler paper that is
7-hole punched

Protect documents and
business cards.
• Heavyweight Diamond Clear
Sheet Protectors
• Durable Business Card Pages

Little things that work in a big way.™

Innovative Products

Easy-to-use Templates and Software

Service and Support

avery.com

© 2011 Avery Dennison Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of Avery Dennison Corporation. All other brands are trademarks
of their respective owners. Personal and company names and other information on samples depicted are ﬁctitious. Any resemblance to actual names and addresses is purely coincidental.

Smaller binders and organizers offer innovative features
to keep you organized in the ofﬁce or on the go.
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Business
Solutions Assn to
Honor United
Stationers’ Joe
Templet with
2011 Leadership
Award
The Business Solutions Association (BSA)
will present Joseph R. Templet, senior vice
president, trade development, United Stationers Supply Company, with its 2011
Leadership Award, the association’s highest honor.
The award recognizes special individuals in
the industry who are or have been great
leaders, through their personal and business accomplishments.
“We’re pleased to have this opportunity to
recognize Joe Templet as the winner of the
Business Solutions Association 2011 Leadership Award. He has served the association and industry well for many years,” said
BSA vice president Mike Wilbur. “He truly
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deserves this recognition and more.
Throughout Joe’s distinguished career, he
has been a friend, mentor and leader with
the highest professional standards.”
Before being named to his current position
in October 2004, Templet was United’s senior vice president, field sales.
His previous positions with the company include senior vice president, field sales and
operations; senior vice president, South
Region, and vice president, South Region.
Before joining United Stationers in 1985,
Templet held senior sales and sales management positions with the Parker Pen
Company, Polaroid Corporation and Procter & Gamble.
This is the 15th consecutive year for this
prestigious industry award. To be considered, nominated individuals must display
dedication as well as longevity in the industry. They must also have business acumen,
be forthright and have the highest integrity
while having a cooperative spirit.

Templet will receive the award at a special
Awards Dinner on October 19 during the
2011 BSA Forum, which takes place October 17 - 21 at the Hyatt Regency Hill Country Resort in San Antonio.
For more information, contact Dawn
Wellein at BSA headquarters (PH: 410-9318100; E-mail: dawn@businesssolutionsassociation.com).

K.Coaching to Deliver Sales
Management Training to S.P.
Richards Co. Customers
The K.Coaching executive coaching and
sales training firm has announced it will
provide a six-session sales management
training program with live, interactive webinars to select dealers of wholesaler S.P.
Richards. The program is part of S.P.
Richards’ new dealer education initiative,
FUEL: Drive Your Business.
The sales management series launched last
month and includes topics such as creating
CONTINUED ON PAGE 17
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a company mission, vision and strategy;
selecting and retaining sales people; goals,
objectives and tactics; performance reviews
and feedback; coaching and motivating, and
leadership.
“Top sales managers don‘t plateau, they keep
reaching for more and they‘re typically the
best ‘students of their industry’ among their
peers,” says Rick Toppin, president and COO of S.P. Richards. “This
sales management training series supports their quest for knowledge
and skill development.”
Twenty independent dealers from different regions of the United
States and Canada will participate in the series. Krista Moore, president and CEO of K.Coaching and a regular INDEPENDENT
DEALER contributor, will facilitate each webinar.
Krista is a 25-year veteran of the office products industry and was
the first to kdevelop training webinars specific to the office products industry.
Since 2003, she and her firm have provided thousands of office products professionals with valuable strategies, tools and tactics for increasing their sales, growing their businesses and refining their
leadership skills.

United Stationers Adds Dealership Analysis to
Annual Training Program, Launches HQueue
Program Enhancement
Wholesaler United Stationers last month announced the addition
of a comprehensive sales force/dealership analysis service to its
United Dealer Training program (UDT).
The analysis is available as part of the “on-boarding” process for
dealers that subscribe to one of UDT’s 12-month bundled training
programs.
Through assessment interviews with owners and staff, the new valueadded service pinpoints a dealer’s strengths and opportunities.
Specific assessments include reviews of the dealer’s culture and
values, leadership and sales effectiveness, creativity and innovation, customer service commitment and skills, team building and
much more.
The analysis draws from these individual assessments to deliver a clear
outline and strategy for 12 months of highly-targeted training sessions
to improve the dealer’s business.
“We’re always working on new ways to make our training more
valuable for our resellers,” said UDT manager Phil Barnette. “This
new on-boarding service will be especially valuable to dealers who
are subscribing to UDT bundles for the first time, but it is also a
CONTINUED ON PAGE 19

Office Snax Rainforest Certified Coffee:
• Regular - (63) 1.5 oz pkts
• DECAF - (63) 1.5 oz pkts
Chock full o' Nuts Original Coffee:
• (6) 33.9 oz cans/cs
• (42) 1.5 oz pkts/cs
Hills Bros Coffee:
• (42) 1.5 oz pkts/cs (K)
• (6) 33.9 oz cans/cs (K)

EXACT Nutrasweet:
• Pink Sweetener - 2000 pcs/cs
• Blue Sweetener - 2000 pcs/cs
• Yellow Sweetener - 2000 pcs/cs
Packets:
• Equal - (12) 100 pc boxes/cs (K)
• Splenda - (12) 100 pc boxes/cs (K)
• Sweet ‘N Low - (4) 400 pc boxes/cs (K)
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Canisters:
• Sugar - (24) 20 oz can/cs (K)
• Non-Dairy Creamer - (24) 12 oz can/ cs (K)
Sugar:
• Packets - 1200 pcs/cs (K)
• Sugar in the Raw - (2) 200 pk boxes/cs (K)
• EXACT Natural Cane Sugar - 2000 pcs/cs
Coffee Stir Sticks 5":
• (10) 1K pc boxes/cs (K)

Royal Dansk:
• Danish Butter Cookies - (12) 12 oz tins/cs
• Chocolate Luxury Wafers - (12) 12.3 oz tins/cs
Walker's: (K)
• Shortbread Fingers 2 pk - (6) 24 pk bxs/cs
• Shortbread Highlanders 2 pk - (6) 24 pk bxs/cs
• Chocolate Chip Rounds 2 pk - (6) 24 pk bxs/cs
(K) denotes kosher
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Show No Mercy, Slay the Competition with BMI’s OP Revelation™
At BMI, we have always taken care of the underdog, the independent office products dealer. This is why we
developed an e-commerce and back-office solution that arms independent office product dealers with the right
slingshot and ammunition needed to slay Goliath, or as you know them, the Power Channel.

Ready to Conquer The Power Channel?

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

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

Drives Higher Margin Sales Through Dealer Preferred
Product Positioning.

•

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

•

Wholesaler Independent – Optimized For United and SPR.

•

Choice of Advanced Search Engine and Content.

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

Call us at (888).580.8382
www.bmiusa.com/conquer
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great resource for longtime UDT subscribers as they plan and update their annual training programs.”
Separately, United last month announced the release of HQueue
Basic as a supplement to its HQueue managed print service (MPS)
portfolio.
United said HQueue Basic is designed as a simple print monitoring
solution that enables resellers to fulfill imaging supplies orders and
receive automated service alerts that they can manage as desired.
In contrast to United’s fully automated MPS solutions, which provide automated toner and service fulfillment on behalf of the reseller, HQueue Basic sends the reseller emails that alert them when
and where supplies and service is needed for printers, MFP’s, and
copiers.
HQueue Basic can support products from most major manufacturers and any size consumer print environment, United said.
Reseller support for HQueue Basic includes proprietary online reporting
and analysis which provide real-time visibility into the print fleet. In addition, live tech support and a broad range of marketing tools are available to help resellers be successful. End consumer support includes
live tech support during set-up as well as real-time online reporting.

ECi Announces
eProcurement/ECinteractive Integration
Dealer technology provider eCommerce Industries, Inc. (ECi) last
month announced the integration of the eProcurement online purchasing interface with its ECinteractive e-commerce solution.
Previously, eProcurement had been available to ECi customers
through Dealer Station and is.D-Force2. ECI said eProcurement
has also undergone significant development and is now even easier
to use and provides more functionality than before.
“The real value in a product like eProcurement is the ability for all
dealers at all levels to compete and win the businesses of large national accounts or any business that requires interfacing with procurement software,” commented Stacy Heemsbergen, vice
president of ECi DDMS.
ECI said that while only large entities such as government agencies, universities and Fortune 500 companies initially used procurement integration, the technology is becoming more prevalent in
mid-size businesses.
Integration with ECinteractive, the company said, will allow independently owned businesses to level the playing field and offer full
service and integration to their client base.
In addition to allowing the acquisition of larger accounts, ECi’s
eProcurement allows dealers to deploy electronic purchasing cat-
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alogs across their organizations and automate purchase order receipt and fulfillment functions, the company said.
“We are so excited about this development,” said Becky Manion,
senior product manager for ECi ECinteractive. “eProcurement is a
great tool our dealers can take to market that raises their customer
experience from using just a website to using an integrated solution. eProcurement integrated with ECinteractive creates an
affordable option for our dealers so they can be competitive in winning large accounts.”

New COO at MBS Dev
Dealer technology provider MBS Dev
(Mountain Business Systems Development) last month announced the appointment of Paul Hesser as chief operating
officer. Hesser will be responsible for sales,
marketing and delivery of the company’s
distribution technology suite
“Paul’s rich background in traditional onpremise software and Software-as-a-Service cloud-based solutions
will be a strong asset to ongoing business growth,” said Dave Bent,
MBS Dev president and United Stationers senior vice president, eBusiness Services and Corporate CIO.
“MBS Dev has been growing rapidly, driven by customer acceptance
of MBS Dev’s rich functionality in a scalable platform. Paul will be central in helping expand customer market share and the introduction of
additional high demand capabilities across various industries and levels
of technology sophistication.”
Hesser is a seasoned distribution technology sector veteran with
a long history of developing and delivering solutions that help companies expand their business and operate more efficiently.
He joins MBS Dev from travel distribution technology company
Travelport, where he was vice president, programs and services,
and led programs to help suppliers better market their products
through agencies.
Hesser has also held leadership positions at IBM, SPSS Corporation, G2 SwitchWorks, and Lakeview Technology. He holds a BS in
marketing from Illinois State University and an MBA in finance from
the University of Minnesota’s Carlson School of Management.

Red Cheetah Relocates to Larger Office Space
In response to what it described as “a recent growth spurt” and its
projections for continued expansion, dealer technology provider
Red Cheetah has relocated from the downtown Austin headquarters it occupied for the past eight years to a new facility in Austin’s
“Silicon Hills” Arboretum area.
At 9,000 square feet, the new offices are double the size currently
occupied and will accommodate recent and near future hires, the
company said. Red Cheetah also has first right of refusal to expand
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to occupy an additional 6,000 square feet.
“We have forecasted and are budgeting for significant growth over
the course of the remainder of 2011 and throughout 2012,” said
Aldo Waker, Red Cheetah CFO. “Obviously this equates to an imminent need for more office space to maintain both operational efficiency and the high quality of service our customers have grown
accustomed to."
Red Cheetah’s new address is:
9442 Capital of Texas Hwy North,
Suite 900
Austin, TX 78759
Toll free numbers will remain the same, but local numbers will
change. New local numbers will be posted on RedCheetah.com.

Clover Acquires European
Remanufacturer TRS Group
Clover Holdings, Inc., parent company of Clover Technologies
Group, announced last month the acquisition of TRS Group, a European remanufacturer of imaging products.
The addition of TRS AG, with facilities in Switzerland and Germany;
TRS Swiss, with manufacturing in Serbia, and Sakaar Printing Design and Engineering, located in India, will greatly enhance the
manufacturing and sales capabilities of the Clover Technologies
Group in Europe, while also providing additional resources to continue the company’s expansion into Eastern Europe, Clover said in
a statement.

In Memoriam: Mike Ferry of B3W
Mike Ferry, president of the B3W manufacturers’ rep organization,
died September 4 of complications from lymphoma. He was 65.
An office products and office furniture veteran with more than 35
years’ industry experience, Ferry built his organization into one of
the leading rep groups in the country, representing some of the industry’s top brands and covering a territory that included California
and the Pacific Northwest, Arizona, New Mexico, Nevada and
Hawaii.
In addition to many years of service on numerous manufacturer rep
councils, Ferry was an active member of several industry associations. In addition to serving as chairman of the Office Products
Representatives Association (OPRA), Ferry held the unique distinction of being the only independent rep to serve as chairman of the
Business Products Industry Association (BPIA), now known as
NOPA and OFDA.
Ferry is survived by his wife Michelle, a son, Mike, Jr., and two
daughters, Megan and Danielle, both of whom are involved in B3W.
In lieu of flowers, the family has requested that memorial contributions in his honor be made to the City of Hope’s National Office
Products Council.
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Local Service, Nationwide and Beyond

AOPD’s only purpose—
to develop national programs
with consistent,
competitive pricing, and
dedicated local service

AOPD customers enjoy the benefits of a national
purchasing program including competitive pricing,
extensive product selection, and accurate summary
invoicing and reporting. In addition, they enjoy the
advantages of working with a local committed distributor
including unparalleled levels of customer service, order
fulfillment, and problem resolution. All of AOPD’s locally
owned and operated dealers take an active role in their
business communities. When a customer purchases
their office products from an AOPD dealer, they know
that their dollars will stay local and help finance the
infrastructure of their community!

That’s us.
That’s AOPD.
AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com
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NOPAnews
NOPA Advocacy in Full Swing
during August Congressional
Recess and Fall Session

The second-generation FSSI program entered
in second year in June. Annual extensions up
to a total of five years are contemplated.

federal sales grew by more than 25% during the first half of FY 2011 as a result of the
FSSI program.

Last month NOPA and independent dealers
stepped up their level of advocacy aimed
at elected officials in the U.S. House of
Representatives and Senate during their
month-long recess and return to their districts and states to face voters.

NOPA Survey Monitors Impact of
FSSI Program on Independent
Dealers

Approximately 48% of the 111 survey respondents reported that they experienced
federal sales losses of 25% or more between the two periods.

NOPA and a broad cross section of its
membership remain focused on reversing
the administration’s policy of mandatory
implementation of the Federal Strategic
Sourcing Initiative (FSSI) on office products
at major departments and agencies, including the Department of Defense.
Advocacy initiatives in the past few months
have included the extensive outreach to
both Congressional offices and the Administration, broad-based dealer participation
in a NOPA survey on the industry sales and
employment impacts of the FSSI and a
recent joint dealer group filing of comments
in opposition to a GSA/OFPP proposed
amendment to the Federal Acquisition Regulation (FAR) that is intended to give permanent priority-use status to the
government-wide FSSI program.
With Congress returning to Washington
after Labor Day, another wave of independent dealer contacts with elected officials is
anticipated to further increase Congressional awareness of the impacts of the FSSI
program on our industry.
In June and July, the General Services
Administration (GSA) and the Office of
Federal Procurement Policy (OFPP)—the two
federal agencies steering the FSSI
program—denied industry rumors they were
actively considering the addition or deletion
of office products vendors participating in
this government-wide blanket purchase
agreement (BPA) procurement program.
SEPTEMBER 2011

In August, NOPA launched its third quarterly monitoring survey to assess the net
impact of the FSSI program on association
dealer members.
A total of 117 independent dealers of all
sizes with combined federal sales of approximately $125-150 million—including
those with FSSI BPA contracts and those
without them—responded to some or all
questions on NOPA’s last FSSI monitoring
survey in May.
Of those dealers, 111 responded to all questions. Approximately half of these 111 dealers
reported that federal sales accounted for 10%
or more of their total annual sales.
The survey examined trends among dealers
in federal business in the first two quarters
of the federal government’s current fiscal
year, FY 2011 (October 2010-March 2011),
versus the comparable period of FY 2010.
The FSSI program was launched in June
2010, but came into full force at the start of
FY 2011.
Survey results indicated that 70% of respondents (78 of 111 dealers) experienced
overall federal sales losses (all types of procurement programs, including the regular
GSA Schedule 75 program) in the first half
of FY 2011 compared to the same period
of FY 2010, with the remaining 30% experiencing no federal sales loss or a gain in
sales. A total of 29 dealers (26% of all 111
respondents) reported some level of federal
sales gains between the same two periods.
About 14% of the 111 dealers responding
to sales-related questions indicated their
INDEPENDENT DEALER

The remaining dealers—whether or not they
had access to the FSSI BPA program—said
they had no gain or loss in federal sales
they could attribute to the FSSI program.
Collectively, dealers responding to NOPA’s
survey employed 2,916 people on July 1,
2010, as the FSSI program was being
launched, and 2,702 employees at the end
of May 2011, when the survey was conducted—an overall loss of 7%.
Forty-one dealers (35% of the 117 responding to this question) reported that
they could attribute one or more employee
layoffs to lack of access to the FSSI
program.
Eleven of the responding dealers reported
that they had hired 1-5 new employees to
support increased sales as a result of FSSI
participation.
The remaining dealers—whether or not they
had access to a FSSI BPA—indicated they
had not added any employees due to the
FSSI program.
Looking ahead, 36% of responding dealers
said they anticipate additional layoffs due
to the FSSI program, 23% advised that
they expected to hire additional employees
to support increased FSSI business and
41% reported that they did not expect to
hire or lay off any additional employees as
a result of this procurement program during
the final half of FY 2011 (April-September
2011).

CONTINUED ON PAGE 25
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Dealer Groups and Individual
Dealers Oppose GSA Proposal to
Amend FAR

Dealers Encouraged to Contact
Congress on All of NOPA’s Priority
Federal Issues

On August 15, NOPA and several other industry dealer groups (AOPD, Office Partners and TriMega) filed joint comments with
GSA in opposition to its proposed amendments to the Federal Acquisition Regulation
(FAR).

Independent dealers may contact Chris
Bates, NOPA president for a copy of the
dealer groups’ regulatory comment filed
with GSA and with any questions regarding
NOPA’s advocacy work on FSSI or three
other priority federal policy issues:

 Encourage introduction and passage
of legislation to establish meaningful
Congressional oversight of the management of the JWOD/AbilityOne program,
including restructuring the Board of the
Committee for Purchase and its rulemaking and internal decision-making
processes to include direct small business and broader non-profit disability
community representation.

The amendments are intended to give permanent recognition of the FSSI BPA procurement program (for all commodities
where it is used or will be in the future) and
encourage its priority use after the mandatory JWOD/AbilityOne program (where applicable).

 Support for passage of a bill to require Small Business Administration
rulemaking to discourage big box use of
small business “pass-through” companies to unfairly boost their share of the
federal marketplace;

NOPA urges all members to voice their
opinions to Congressional representatives
and senators on industry and general economic issues by attending scheduled townhall meetings in their home towns or nearby
cities.

 Support for enactment of legislation
to allow federal agencies to legitimately
count purchases from dealer groups toward meeting their specific goals for
purchasing from small women-owned,
service-disabled veteran-owned and
8(a) socio-economically disadvantaged
firms, in addition to their general small
business procurement goals; and

In addition, it is essential that dealers continue to make regular phone calls, send
emails and schedule meetings with elected
officials and key staff in their district or
Washington, DC offices. Dealers’ individual
voices on issues before Congress have
never been more valuable or necessary.

A significant number of independent dealers also filed their own comments objecting
to the rulemaking, including the fact that
GSA did not conduct what dealer groups
contend is a required advance analysis of
the potential impact of the proposed rule on
small businesses.

A FREE service for NOPA members, the New
Insurance Renewal Reminder Service gives you
the advance notice you need to review your existing
life and long term disability policies and make important decisions about future coverage.
We’ll notify you a few months before your existing
policy renewal is due so that you’ll have time to
weigh your options and consider the alternatives.

Sign up now by calling
800.542.6672 or email NOPA today!
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Get on the

Buy Local
Bandwagon

Dealers Win Big as
Movement Gains Strength
from local, independent businesses benefits them as well as the local community.
“We Support Local Charities” the big box
ad says. Signs in WalMart and other
chains tout “Locally Grown Produce,”
while McDonalds sponsors the town’s
Little League.
Why do they do this? Because they want
to be seen as local. They know that most
people would prefer to buy from a local
business, so they tell their customers that
they are. They are not and they know it.
The operative word here is “independent.”
Today, more and more consumers and
business buyers are realizing that buying

The Buy Local movement has gained
tremendous traction in the last several
years, partially because of the recession
but also because people at all levels are
beginning to realize that chains do not
have the best prices and that independent businesses almost always provide
better service.
This realization is not something that
comes to mind automatically. People
have to be reminded and that’s why independents need to get the message
out. “It takes a while,” says Bonnie Hunt

of Perry Office Plus in Temple, Texas.
“We’ve found that most customers and
prospects hadn’t given it a lot of thought
until we mention it. Everything we do
centers around education. We have an
entire section on our website, with statistics, showing what it means to our
community when they buy locally. Each
of our trucks has a different “Buy Local”
message. We put reminders in our
emails and advertising, but the most effective thing is to mention it when talking
with someone, whether a customer,
prospect, even a neighbor.”

CONTINUED ON PAGE 27
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Strength in Numbers
“Don’t go it alone, get other local businesses involved,” suggests Joe
Williams, Mon-Valley Office Equipment in Charleroi, Pennsylvania.
“You really need to get other businesses to work with you. Sometime back our local Chamber of Commerce started a Buy Local
group, but it sort of fizzled out because there was no strong leader
pushing it.
“It’s been frustrating, but now we’re taking the initiative, talking to
other business people and having serious conversations with community leaders as well as customers,” Joe reports.
In the FAQ section of its website, Mon-Valley poses four Buy Local
questions:
1. Is your customer service from somewhere else, maybe even
India?
2. How do your buying decisions benefit Southwestern Pennsylvania?
3. Does your company support local events?
4. Who owns Mon-Valley Office Equipment?
Then the website answers the last question—the owners are Joe
and Jim Williams and the business was started by their father,
Warren Williams, in 1959.
“We’re not leading the charge, but we’re on the front lines,” says
Joe Cunningham, Warden’s Office Products Center, Modesto,
California.
Joe is talking about their participation in a group with eight other
businesses to promote Buy Local. The group has only recently
started an educational program, which includes full page ads in the
local newspaper. They want to educate the entire population, not
just the business community, on how important it is to buy locally
and let people know what happens to dollars spent locally and how
they churn and stay within the community.

economies. This means better schools, better roads, more support for police, fire and rescue departments…and so on.
This is something everyone can remember--$10 and $9 billion.
Heather also suggests that when you present the Buy Local story,
be sure to mention how it helps the whole community, not just local
businesses. Stress jobs, civic pride, local charities, and give specific examples—saved the park, built the ball field, anything that’s
been done recently that people remember.
Finally, Heather says it’s important to “reach them where they’re
at.” Use social media with individuals who favor it, mostly a
younger group.
She ended our conversation with, “Don’t forget to tell your readers
that 75% of jobs in a down economy are created by small businesses.” So, I’m telling you!
Friends Business Source in Findlay, Ohio, is another dealer that
has embraced the Buy Local movement in a big way.
“We use a program we learned about from United Stationers,” explains Friends’ Ashley Barger. “It’s called ‘Independent We Stand’.”
Developed by Stihl, Inc., the power equipment manufacturer that
sells only to independent resellers, you can be listed on their local
website, alongside the Stihl dealer and many other independent
businesses in your area. There is no charge. Go to www.independentwestand.org, or call 888.787.8497 for more information.
Friends’ president Ken Schroder appears in several videos with
other local business leaders talking about how buying locally helps
the entire community. Check them out on Friends’ YouTube page.

Blogging Away
Coastal Office Products and Promotions in Chesapeake, Virginia,
not only tells everyone to Buy Local on the sides of their trucks, on
their website and in all their advertising, but also on their blog, with
short articles about local issues and the importance of local inde-

The group has developed its own logo and slogan, “Think Local,
Buy Local,” which all members use in their advertising and on their
websites.
This group of nine works closely with the Modesto Chamber of
Commerce, which is also working to attract new businesses to the
city with the slogan, “Modesto Means Business.”
Joe Cunningham points out that to be most effective, any Buy
Local program needs to educate the general public, not just customers. Many other dealers I talked with shared this belief.

Information Sources
INDEPENDENT DEALER

The 3/50 Project

www.idealercentral.com

www.the350project.net

Independent We Stand

The American Independent
Business Alliance

www.independentwestand.org

Something They’ll Remember

www.amiba.net

“When you’re selling the Buy Local idea, give them something
they’ll remember, so keep it simple,” advises Heather Wakeen of
Bettendorf Office Products, Bettendorf, Iowa.

Local First
www.localfirst.com

The Institute for Self-Reliance
http://www.ilsr.org

If you look at Bettendorf’s Facebook page you’ll see this:
Just think. If every family in the country spent just $10 a month
with a locally owned independent business instead of a national
chain, over $9.3 billion would be directly returned to local

The New Rules Project
www.newrules.org/

CONTINUED ON PAGE 28
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pendent businesses to the community.
Blogs are becoming more popular by the
day, it seems, and there’s no better way to
get your Buy Local story across to this fast
growing audience.
“We use the ‘Independent We Stand’ program with much success,” according to
Coastal’s Rachel Kemp. “It gives us an opportunity to tell our story, reinforced by the
stories of other independent businesses in
our town and around the country.”
“All of this fits in well with out slogan, ‘At
Coastal, every customer is a neighbor,
never a number.’”
Earlier this year, Coastal was highlighted on
the Independent We Stand website in a
story whose headline captured the special
qualities that make so many independents
successful: “You’re Always a Neighbor,
Never a Number.”
The story highlighted the dealership’s
Home Team Service concept and the superior service that only a local, independent
dealer can offer its customers. Says
Coastal president John Willcox, “It boils
down to the simple truth that Coastal exists

10 Tips for Top Results
1. Work closely with your buying
group and wholesaler.
2. Talk with other dealers, look at
their websites.
3. Work with other local independent
businesses.
4. Have face-to-face discussions with
customers’ top people.
5. Demonstrate how the community
benefits,as well as the customer.
6. Get your employees involved.
7. Walk the walk—buy locally yourself.
8. Place the message everywhere—
vehicles, advertising, catalogs, etc.
9. Use social media to get two-way
discussions going.
10. Keep it going over time; it’s not
a one shot deal.

to serve its local customers and community
rather than Wall Street shareholders.”

reason enough to make the investment of
time and money.”

To demonstrate that they practice what
they preach, Coastal makes a point of buying everything they can from local independent businesses, including the gourmet
popcorn they send out with every order.

Justin also makes the point that to get the
most from Buy Local committees, dealers
need to focus on giving back. “Philanthropy
attracts businesses of all sizes because
local businesses are the ones supporting
the local economy, as well as non-profit organizations. Financial commitments from
members make the difference.”

Using social media to get its Buy Local
message across is just one way that Memphis-based Yuletide Office Products has
been able to grow their business over the
past few years.
“We’re an active participant in a local networking group of privately-held businesses
that have come together to give something
back to our community,” says Yuletide’s
Jason Miller.
Called “The Breakfast Club,” the Memphis
group is actually a franchisee of a national
for profit organization by the same name.
The Memphis franchise is owned by and
managed by a local insurance broker and
has about 70 members. They meet
monthly and develop programs to help the
community and also to develop Buy Local
promotions.
Membership costs $10,000 to $12,000 per
year. The organization promotes its activities with billboards, radio and TV ads, signage on trucks and other vehicles, and, of
course, they receive a lot of free publicity
through their charitable work.
Justin adds, “This is one of the best investments we have ever made. It not only
lets everyone know who we are, but it has
increased our business in very measurable ways. Simply the fact that each member of the group does as much business
as possible with every other member is

Justin invites you to look at the organization’s website, where you will see a picture of their billboard ads and a YouTube
Buy Local message (Lipscomb Pitts
Breakfast Club).

Teach Others to Teach
“We must educate our people and our customers on the benefits of buying locally,”
says Teri Gandara of Pencil Cup Office
Products, in El Paso, Texas. “You have to
show how the money flows and keeps
flowing throughout the community. A key
point that we make is that you, the customer, will benefit, not just us.”
Teri is a board member of “Home Grown El
Paso,” which promotes Buy Local issues in
her community. An ex-teacher, she trains
local businesses on how to talk to their customers and clients about this important issue.
A one-person dynamo, Teri has talked with
the mayor, and state and national officials
about the importance of keeping business in
the community and in the state.
“I use all the Buy Local information in the
Buy Local Central section of the INDEPENDENT DEALER website, as well as
CONTINUED ON PAGE 29
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what’s provided by TriMega and S.P. Richards. Giving
specific examples of benefits in your own community is
quite helpful,” she concludes.
When I asked how all this work has paid off, she said
that it’s not easy to sort it all out, but that when she
started the business 10 years ago, she had only three
customers. Now she has more than 700 and that includes the three original ones! Then Teri Gandara added,
“We just picked up a very large customer from Office
Depot as a direct result of our Buy Local efforts.”

A Message for Customers:
Put Your Money Where Your House Is
By Becky Flansburg
A 30-year veteran of the office products industry, Becky Flansburg has
more recently also embarked on a career as blogger, social media fiend
and freelance writer. The following piece is a message for her (and
your) customers on the benefits of doing more to buy local. To find out
more or connect with her, search on Facebook or e-mail her at
becky@lakesareamomsquad.com.
Let's take a moment and think. Yes you. I mean you too. Put down
your pen or your Blackberry and ponder with me for just a moment.
Think about all your daily/weekly/monthly purchases. Every loaf of
bread, jug of milk, or ream of paper you buy during the course of your
hectic everyday life.
Is there a pattern emerging? Do you have favorite “haunts” for your
shopping? Or are you the “dash-and-go” person who buys groceries
at the gas station or office supplies online because well, it's just
quicker, easier or more convenient.
Now, take another moment and think deeper about these places you
frequent. Are they independently-owned by people who also live and
work in your community? The reason for this exercise is that I want
you to know who you are buying from. Not assume...know.

Coastal Office Products' John Wilcox puts the "Buy Local"
message front and center at every opportunity, including his
dealership's delivery vehicles.

Take Action Now
If you’re not promoting Buy Local, you’re missing a golden
opportunity to get new accounts and retain those you already have.
Industry wholesalers and dealer groups have many Buy
Local aids, including ad copy, photos, slogans, webinars
and seminars. Other information sources appear with
this article.
The Buy Local movement by independents has not gone
unnoticed by the big box competitors. They’re fighting
back, trying to convince everyone that they’re local, too.
It’s important, then, to make the distinction between the
two in your discussions and advertising, pointing out
that most of the chains’ profits leave town and do not
return.
Please let us know what you’re doing to promote Buy
Local in your community and we will report it in future
issues of INDEPENDENT DEALER.

Why? When dollars are spent at local independents, up to three times
as much money stays locally and since Local Independents are much
more likely to keep the money circulating in the local economy, the
economic impact on your community goes up dramatically.
I want to encourage you to make a shift. Not a big shift, but a truly
manageable shift. A 10% shift to be exact.
Every time you spend money on your daily needs, make a conscious
effort to shift 10% of that spending from the “non-local” places, to
ones that are locally owned and operated. It's like voting with your
wallet. And when you shift to independents, you are voting to keep
your community alive and healthy,
The 10% Shift is a strategy designed to build strong local economies
and vibrant communities. By making a modest behavior change and
being a tad more mindful about where your dollars are going, you can
help achieve the goal of a strong local economy in a relatively painless
way.
And last time I checked, communities were pretty darned interested
in any ideas that could help economic growth, increase jobs, and inspire new business ventures.
THE BOTTOM LINE: Imagine for a moment the impact you could potentially make with just this tiny shift in your spending habits: getting
your dog food at the independently-owned pet store instead of the
big box, buying your newspaper, milk and bread at the locally owned
grocery store, eating out at the family-owned pizza joint instead of a
national chain.
The 10% Shift idea is do-able and your excuses for “not being able
to” are going to be minimal. Think of it as a little shift that makes a
BIG difference. For more information, check out 10percentshift.org
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The Art of

Sales Negotiation
By Phil Barnette

In a business environment where budgets
continue to be tight and sales are tough to
come by, successfully negotiating the
terms of a sale is more important than ever.
However, sales professionals too often
miss the opportunity for success because
they fail to prepare properly for this essential phase of the sales process—or because
they fail to understand the nature and goals
of negotiation itself.
At its most basic level, a successful negotiation is gaining agreement with the customer on the terms of the sale following the
sales presentation. Ultimately, it’s about
getting the customer to the decision that it
makes sense to do business with you and
your company.
Negotiating is a cooperative process, not an
adversarial one. The aim must be to achieve
a win-win for both you and your customer.
In order to accomplish this goal, you must
be able to identify common ground—the
point at which your company’s interests
and your customer’s interests meet.
The two of you must be willing to help one
another find that common ground, which
means that you must work to build credibility and trust with your customer.
Prepare. Prepare. Prepare.
As we work with sales professionals in our
dealer training workshops across the country,
the most common negotiating mistake we see
is a failure to prepare for a negotiation.
SEPTEMBER 2011

Proper preparation means, of course, building a thorough understanding of market conditions, which include your competitors’
pricing and policies, as well as the prevailing
sales patterns in your region—from business
publications, websites and your own network
of industry contacts and sources.
But most important is an in-depth understanding of each individual customer and
what lies beneath his or her negotiating position. This understanding requires personal
preparation through conversation—asking
questions, listening carefully to the answers
and building your customer’s trust—well in
advance of the negotiation.
Your objective is to uncover and prepare to
address the specific interests behind your
customer’s position. He or she may want a
lower price, for example, but it’s essential
to understand whether the interest behind
this position is a reduced budget, the need
to please a superior, earn a bonus or some
other less tangible or emotional motive.
When you’ve earned customers’ trust, they
will be more likely to feel comfortable sharing
those interests with you, and you’ll be prepared to help meet them in your negotiation.
Negotiating a Win-Win
Enter each sales negotiation with the goal
of working together toward an agreement
where both you and your customer can feel
your interests have been met. This also
requires preparation—understanding in
INDEPENDENT DEALER

advance what your best-case scenario is,
what you and your company are willing to
settle for and at what point you’re willing to
walk away from the sale.
As you negotiate, listen to your customer’s
position and ask questions that help you
understand the issues behind that position.
Then offer solutions that meet both your
needs and your customer’s.
It’s essential to recognize in advance, however, that there may be a point at which you
must walk away from the sale. Sales guru
Jeffrey Gittomer notes that when it comes to
negotiating, more than 74% of people are
willing to pay a fair price. “Ditch the other
26%,” he says. “Let them hammer your
competition into no profit and bankruptcy.”
The vast majority of customers, however,
are open to good-faith negotiation, where
thorough preparation and a win-win approach can pay off for you, your company
and your customers.

Phil Barnette is manager of United Dealer
Training for United Stationers. To learn
more about United Stationers’ United
Dealer Training “Dress For Success”
workshops, its webinars and other
services, or to register for an upcoming
event, contact the UDT team at
udt@ussco.com
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In one of my favorite business cartoons, the keynote speaker at a
purchasing convention is leading the audience in a recitation that
becomes more of a mantra. He says, “Repeat after me: Your price
is too high, your price is too high.”
We tend to think of purchasing people as singularly focused on
price, so recently I attempted to test that theory.
You see, I have often wondered if we as sales people are more fixated on cost than our customers are and even than those dreaded
purchasing folks.
Last week, I had the opportunity to test out this theory and the outcome was (at least for me) fascinating.
I was working with a dealer in the Midwest and spent a day riding
with a few of their sales reps.
The rep I rode with for the afternoon suggested that between cold calls
we set up an appointment to meet with a purchasing agent who knew
him well and used to buy from him, but now uses a competitor.
Before we met with the buyer, the sales rep told me the story of
their relationship. Shirley (not her real name) had been very loyal to
him until approximately ten years ago when he left his previous job
for his current company.
For various reasons he had not pursued her business for a few
years after he moved and by that time she had found what I like to
call “a new boyfriend.”
SEPTEMBER 2011

Within the past few months the rep had become re-acquainted with
Shirley and had even provided some aggressive price quotes in an
attempt to woo her back again.
Shirley had accepted the price quotes, but had not renewed their
relationship. He wanted to see if there was any strategy that might
bring her back into the fold, and I wanted the opportunity to talk
with someone who had rejected price-based overtures, so we both
thought it was worth the effort to try to see her if possible.
He called Shirley to ask for permission for a short meeting and she
was gracious enough to give us about 20 minutes of her time.
Since I was the guest, I asked most of the questions and her answers were quite instructive.
I asked how she chose vendors and her answers reflected the general
them of “good prices and service.” However, when she began to feel
more comfortable with us she defined these two terms more clearly.
A few years ago she asked all of her current suppliers to sharpen
their pencils because her company, like so many others, was trying
to respond to the downturn.
In each case the vendors responded with ideas about how to cut
costs or minimize expenditures.
She was and is pleased with their efforts and had no plans to
change suppliers at the current time, no matter how much money
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another vendor promised to save her company.
Obviously, this response intrigued us, so we asked about her perception of all the other vendors in the various lines of business that
were trying to gain her business.
She remarked that every one of them focused on price as their chosen ploy and if it didn’t work at one level they would resort to an
even lower quote.
To say the least, she was not impressed with the strategy. She indicated to us that the only way to win her business would be to
find solutions that she hadn’t considered or be her second favorite
vendor when the incumbent “messed up” in some material way.
She went on to say that with all the price-based ploys being offered, it was hard to believe that anyone would be consistently
lower than her current vendors and for her the “game” didn’t work.
The rep and I left the meeting with a better appreciation for Shirley
and her choice of vendors.
We also left with a small victory: the knowledge that if her current
vendor messed up, her next choice for an office products partner
will be the company and rep I made the call with.
Her stories suggested that many reps and selling organizations are
more focused on creating interest through price-based enticements than they are in spending any time trying to explore the
needs of the customer.
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Could we just be lazy when we don’t search for other needs
besides price?
I am more convinced than ever—although I know that nothing can
ever be conclusively proved in the sales environment—that sales
organizations that try to sell on price alone are for the most part
doomed to fail, even in this difficult environment.
Staples and W.B. Mason can be successful using priced-based
ploys, but they have name recognition and a plan to consistently
adjust (raise) pricing that most independents cannot match.
To be successful in 2011 and beyond, we need to find something
else to sell on besides price. What is your go-to-market strategy?
Are you just waiting and hoping your competition will somehow
mess up or are you aggressively looking for needs among your
customers and prospects and seeking out innovative, cost-effective ways to meet them?

Tom Buxton, founder and CEO of the InterBizGroup consulting
organization, works with independent office products dealers to help
increase sales and profitability. For more information, visit
www.interbizgroup.com.
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To Tweet or
Not to Tweet?

THAT is the Question!

by Mandy Pusatera
If you’ve been following this social media article series, you know
that it is time to tackle another social media giant: Twitter.
Twitter is a microblogging site that allows you to post 140-character “tweets” and enables users to gather information and collaborate quickly.
As of January 2011, it had 200 million registered accounts and that
means at least some of your customers are off in cyberspace
“tweeting” away.

the letters RT followed by @TheirUserName with their original tweet
at the end. Just be sure to only retweet what your followers will find
useful or it may come back to bite you!
Reply:
The Twitter User @HighlandsGroup tweets: Enjoyed seeing you at
the conference! Can’t wait until next year!
You tweet: @HighlandsGroup Great seeing you too! We had a blast!
Retweet:

Should your company be tweeting? It depends on your willingness
to put in the time and effort to make it worthwhile.

The Twitter User @HighlandsGroup tweets: Get a $25 gift card with
purchase! Click here!

The most important thing to remember when it comes to Twitter is
that it is a two-way communication tool. While Twitter is useful for
brand awareness, driving traffic to your website, brand monitoring
and much more, you cannot simply push out ads and log off for
the day.

You Retweet: RT @HighlandsGroup Get a $25 gift card with purchase! Click here!

If you decide to give Twitter a shot, there are some things you
should know. First, don’t make it your goal to simply get a large
following and certainly don’t go follow every person you can in
hopes they return the favor.
You could end up following 1,000 people and only have a handful
of followers reciprocating. You’ll look like a spammer and they are
more avoided than a plague.
You need to be choosy and only follow
those in your target market, those
who provide you with valuable
information and those whose
tweets you actually enjoy.
Once you’ve mastered following, get involved. Be responsive and provide
feedback or insight when
you can.
A simple way to accomplish
this is to reply to others’
posts with a similar experience,
support or a helpful tidbit.
To reply, type the @ sign followed by the
party’s username with no spaces followed by your response. You can also
retweet another person’s tweet by typing
SEPTEMBER 2011

Now that your company is recognized within your Twitter community, you can begin “tweeting” for your brand. Make sure your
tweets are relevant and valuable by giving your followers information they need or is of high value. It is extremely important to be
genuinely helpful.
Even with a 140-character maximum, you can still post a wide array
of information. You can tweet photos using services like Twitpic
and Posterous, and you can link your followers to any web page
or blog that you want with the help of link shorteners such as bitly
and TinyURL.com. You can even have your Facebook posts automatically tweet to Twitter.
Some words of caution: Don’t go overboard with multiple tweets
back to back. It will tire your followers no matter how interesting
your tweets are. Be sure you are tweeting when your followers are
active. Use a free service like Timely.is to determine when your followers are engaged and schedule your tweets for those times. Always be sure to watch what you say. With short tweets, comments
are often misconstrued. You don’t want to get your company or
yourself into trouble!
Last, but not least: Be grateful! If someone follows you, make sure
to welcome them. If a company retweets for you, say thank you.
In time, your following will grow and you will become established
within the circle of users you wish to reach. Be patient and consistent. Put in what you hope to get out and you should do just fine!
Mandy Pusatera is director of the Heads Up social media initiative for
the Highlands Group. Sign Up for Heads Up E-Newsletters!
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CLOSING THE SALE
When Timing is (Almost) Everything
By Troy Harrison
There’s an awful lot of bad sales advice
floating around out there right now.
Sometimes I think our profession is caught
between people advocating old-time sales
tactics that just don’t work anymore, and
other people trying to be “hip” and “technosavvy” by focusing on social networking as
the all-encompassing solution for everything—but that doesn’t work either.
A prime example of this is a recent column
by Hal Becker in the Kansas City Business
Journal talking about the popular “when to
close” topic.
Hal’s answer—fueled by his Xerox sales
training and illustrated by a personal anecdote of his experience in 1976—was that
the salesperson should always be closing.
This old ABC (Always Be Closing) philosophy has done more to kill sales and irritate
customers than anything else salespeople
do. There’s a right way, though, and let’s
find it, shall we?
It’s appropriate that Hal’s anecdote was
from 1976. ABC is very much a 1970s sales
approach. For that matter, so is the Xerox
approach. The old Xerox approach—heavy
with tactics, pressure and technique—
worked back when Xerox dominated its
market. Today? Not so much.
Today’s customers are more savvy, more educated and they have more information available to them. In addition, they have been
trained by years of salespeople using heavy
sales tactics, and are more able than ever to
resist. As a result, today’s customer responds
far more positively to an approach that is
more customer-friendly and respectful.
First, let’s look at what it takes for a customer to buy:
 The customer must be motivated; i.e.,
the customer has a need that he/she
wishes to solve through a purchase.
 The customer must have investigated
that need, the customer and the salesperson must both understand the need
and your offering must fulfill it (and the
SEPTEMBER 2011

customer must agree that your offering
fulfills it).
 The customer must trust you.

becomes a natural part of the sales
process, and how you ask for the business
matters less than the actual asking.

 The customer must believe what you
say; i.e., you have credibility in the customer’s eyes.

What’s better is that by handling this in a
customer-friendly manner, you are more
likely to get invited back for repeat sales
opportunities! Isn’t that better than a oneshot quick close?

 The customer must respect you.
 The customer must not dislike you (I
know conventional wisdom says the
customer must like you—and certainly
that’s a huge help—but I’ve found it’s
better to seek respect and trust that
are genuine than to seek a friendship
that is phony).
 You must have presented a proposal
that is to the customer’s liking.
The trouble with the ABC approach is that
it interferes with several of these elements.
Closing is the part of the sales process
where customers are most likely to put up
defenses. If you are always in some phase
of a close, your customers will be defending themselves too much to be able to give
you the candid answers you need to be
able to match what you are offering to their
needs.

Just because it worked for Xerox in 1976
doesn’t mean it will work for you today.
Success in today’s selling arena requires a
different approach.
Troy Harrison is a sales consultant, trainer,
and the author of “Sell Like You Mean It!”
Learn more and subscribe to his weekly EZine, the HotSheet, at
www.SalesForceSolutions.net.

Closing too early will interfere with trust and
credibility as well; the customer will perceive you as reaching for their wallet. (Answer to the old question: Why do
customers perceive salespeople as
pushy? Because too many are.)
Instead, today’s salesperson must have
patience as part of the selling/closing
process. To assess motivation, accurately
assess needs, present your offering, check
customer agreement, build trust, etc. takes
time.
Sometimes it can all be done within a single
sales call, but even those sales calls can
get long. It’s very important that you are
patient enough to allow the customer to
move through their buying process
properly—see my book Sell Like You
Mean It! for more on this—and get to the
closing arena at the same time you do.
Once you are at this point, the close
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