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New IS-TriMega National 
Accounts Joint Venture 
Is a Good Thing
Three years ago, when Independent Stationers 
and TriMega first announced plans for a joint con-
vention, it was hailed by just about everyone in the 
industry as a big step that was very much in the 
right direction.

Now comes word that the two dealer groups are 
taking their collaboration to the next level through 
a new joint venture, EPIC Business Essentials, that 
will target the large national and regional accounts 
market.

Timing is everything, as they say and there’s been 
plenty of evidence of late to suggest the timing on 
this particular announcement could not be better 
for IS and TriMega members looking to grow this 
side of their business.

As our regular contributor Tom Buxton has noted in 
some of his recent columns, large corporate buy-
ers don’t like seeing their options limited but that’s 
what is happening to them with the Office De-
pot-OfficeMax merger in 2013 and the prospect of 
a Staples-Office Depot deal maybe later this year.

Even without big box consolidation, Tom has ar-
gued large corporate buyers like the idea of a re-
liable, local point of contact instead of having to 
work with a distant call center where you never talk 
to the same person twice. And, he has also pointed 
out, more large corporate buyers are interested in 
supporting locally owned and operated business-
es in the markets they serve as an act of good cor-
porate citizenship.

None of this is just wishful thinking on Tom’s part. 
In addition to his editorial activities for us, Tom also 
serves as national sales manager for the AOPD na-
tional accounts dealer marketing organization and 
he’s seen firsthand how independents can build a 
strong value proposition to compete successfully 
in the national accounts arena.

The new IS-TriMega joint venture promises to gen-
erate more national accounts success stories for 
independents and we’re looking forward to cover-
ing them.

Meanwhile, we’re more than happy to stand up 
once again and applaud collaboration between the 
industry’s two largest dealer groups. This is a good 
thing and more is most definitely better for every-
one in the Independent Dealer Channel.

Simon De Groot
simon@idealercentral.com

EDITORIAL

NC Dealer Hoyle Office Solutions Marks 70 
Years of Service

(l) Founder Red Hoyle and granddaughter Melissa; (r) Melissa, today, is a sales rep with the dealership. 

In Arden, North Carolina, congratulations are in order for Kathy Hoyle and her 
team at Hoyle Office Solutions, who this year are celebrating their dealership’s 
70th year of service to the local business community.

Hoyle’s is a true family business. It was started in 1945 as Asheville Typewriter 
Co. by Kathy’s father, J. W. “Red” Hoyle. Her three brothers were also all in-
volved in the business at one time or another over the years. Today, Kathy and 
her daughter, Melissa Morris, maintain the family tradition.

Kathy herself first got involved in the business at the tender age of just five 
months, when Red appointed her company spokesman for his newspaper ads.

She’s been part of Hoyle’s ever since, coming on board straight from school 
and working in just about every area of the business before becoming presi-
dent and CEO.

The company has come a long way from its typewriters-only roots with a broad 
product mix today that offers a true one-stop resource for its customers and 
that has kept the company strong and growing.
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TECHNOLOGY THAT  
EMPOWERS YOUR 
BUSINESS.

ECi and the ECi Red Box are trademarks or registered trademarks of eCommerce Industries, Inc.  

866.374.3221 www.ecisolutions.com info@ecisolutions.com

“ OfficeShopper incorporates the 
tools from our online store into 
a simple, easy to use app with 
scan-to-order features for our 
customer’s convenience.”

Julianna Marttila, J2 Office Products

NOW YOUR CUSTOMERS CAN STOCK UP

ANYTIME, ANYWHERE! 

Now with ONE-CLICK approvals!

http://www.ecisolutions.com
mailto:info@ecisolutions.com
http://op.ecisolutions.com/ddms/solutions/add-on-solutions/officeshopper-mobile-app.aspx
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“Hoyle’s success goes beyond growing a prosperous business,” 
says Kathy. “It’s also about nurturing and being an active part of 
a prosperous community.”

That’s why she and the rest of her team are strong “buy-local” 
advocates and supporters of numerous worthy causes in the 
community, activities which were recognized by her local cham-
ber three years ago when she was named their Small Business 
Person of the Year.

Our congratulations to the entire Hoyle organization and here’s 
to the next 70 years!

Twenty Years and Counting for Texas 
Dealer Wilton’s OfficeWorks
Also celebrating big recently were Stan Wilton and his team at 
Wilton’s OfficeWorks in Bryan, Texas. The dealership marked its 
20th anniversary with a special Customer Appreciation and Ven-
dor Show that ended with an evening full of fun food and prizes.

“It was a great time had by all and very memorable for us to be 
able to celebrate with our customers,” said Stan, who gave a 

special shout out to HON, co-sponsors of a $20,000 office make-
over grand prize for the event, and Essendant for their support.

Stan and co-founder Locke Pachall started out in 1995 selling 
furniture out of Stan’s garage. They’ve gone through three dif-
ferent locations since then and currently operate of out a facility 
that features a 15,000 sq. ft. furniture showroom and 10,000 sq. 
ft. of warehouse space.

Along the way, Stan’s wife Marlo joined the business as a third 
partner and currently serves as secretary/treasurer of the com-
pany. 

Also key players on the management team: Scott Bishop, VP 
of operations; Kathy Graves, office products manager, and Bob 
Bruner, sales manager.

“This has been a really fun time for all of us,” says Stan, with 
business strong, particularly on the state and local government 
side thanks to the dealership’s membership in TriMega and nu-
merous state contracts it holds with vendors.  Wilton’s is also 
HUB-certified for the state of Texas and partners with AHI Enter-
prises for additional state and local government business.

Xstamper 
Partner!!!

Providing custom office 
products for nearly a century!

25 MADISON AVE NE. ROANOKE, VA  24016     

Tel 800.542.7454 • Fax 800.523.7330

www.roanokestamp.com • orders@roanokestamp.com

Roanoke Stamp & Seal 
Co. is proud to partner 
with Xstamper and is 
now offering in house 

production of all 
industrial stamps!!!

SEALS

AWARDS

NAME
BADGES

SIGNS

STAMPS

PROMOTIONAL 
ITEMS

NOTARY 
SUPPLIES
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Avery. Your best solution
for GHS Labeling.

Learn more about Avery innovative solutions, templates and support.

© 2015 Avery Products Corporation. All rights reserved. Avery and all other Avery brands, product names and codes are trademarks of 
Avery Products Corporation. Personal and company names and other information depicted on samples are fictitious. Any resemblance 
to actual names and addresses is purely coincidental. 

As a world leader in label products, Avery has designed a line of labels specifically 
for GHS labeling applications, where high durability and adhesive performance is 
critical. With strong marine-grade adhesive, UltraDuty™ GHS Chemical Labels pass 
the BS5609 protocol for 90-day seawater immersion. Labels are also available in a 
variety of sizes to identify hazardous chemical in containers, and are ideal for use 
as OSHA safety signs, arc flash, tank, marine and outdoor work labels. FREE Avery 
Design & Print GHS Wizard makes it easy to create and print labels on demand.

Avery® UltraDuty™ GHS Chemical Labels

http://www.avery.com/avery/en_us/Products/Industrial-Solutions/UltraDuty-GHS-Chemical-Labels-Overview.htm
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GA Dealer VIP Office Furniture & 
Supply Celebrates 40th Anniversary 
at Customer Appreciation Day

In Hinesville, Georgia, last month, Barbara Pilkinton and her team 
at VIP Office Furniture & Supply had plenty to celebrate, as they 
not only feted the dealership’s 40th anniversary but also hosted 
its fourth annual Customer Appreciation Expo.

Over 250 VIP friends, customers and prospects turned out to sa-
lute the dealership and make the rounds of an expo that featured 
some 19 vendors, including Hammermill, Newell Rubbermaid, 
Coffeemate, Smead, Dixon and Essendant, who sponsored the 
event.

VIP first opened for business back in 1975, when founder Di-
anne Horton left the staff of then Georgia Lieutenant Governor 
Zell Miller to start her own answering service and small office 
supply business.

Today, VIP is 22 hard-working industry professionals strong, op-
erating out of a 20,000 sq. ft. facility in Hinesville and a sales 
office in nearby Savannah, Georgia.

And like many dealers, the company’s product mix has broad-
ened from its initial office supplies offering so that today it also 
includes school supplies, printing services, toiletries, cleaning 
products, food, business machines and furniture for offices, out-
door areas and churches.

Business hasn’t been easy of late, as the move by government 
purchasers to fewer suppliers has hurt VIP’s position in what had 
been for many years a key market. But, says Barbara, the deal-
ership has been able to respond effectively to new conditions 

Scan this code to learn more 
about our certified and 
sustainable products

* 8.5 x 11 sheets in 1 part, 2 part and 3 part forms

PM Company  
digital carbonless  
cut-size sheets
used in desktop printing, high 
speed copiers and offset printing
Our carbonless sheets feature environmental 
awareness including, SFI® certified sourcing and 
vegetable-based non-toxic imaging inks.
Business segments include:
• business services • government
• healthcare • education
• insurance • financial services
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We asked over 100 NeoCon visitors how
much they can sell this chair for.
Here are the results:

WHAT WOULD YOU SELL THIS CHAIR FOR?

FREE FREIGHT
On $850 of Office Chairs

SAME DAY SHIPPING
When Ordered by 2 pm

AVAILABLE IN 10 COLORS

www.FlashFurniture.com

dealerinfo@flashfurniture.com
770-721-8300

THE ACTUAL COST
(F.O.B. Flash Warehouse)

SO WHAT IS YOUR G.P. GOAL?
FLASH CAN HELP YOU MEET IT

Sellling Price
Estimated

Dealer Suggesting
This Price Point

Comments

$199

$169

$139

$399

$299

1

17

67

14

1

Obviously came directly
from the third floor

Accustomed to selling
second tier contract seating

Accustomed to selling lines such
as Hon and Global – factory direct

Regular Source of chairs is
regional or national wholesalers

This guy actually demanded
to know the price because he

MUST MAKE AT LEAST
35% on a chair. He was no fun.

PROFITS
THIS CHAIR WILL CREATE

http://www.FlashFurniture.com
mailto:dealerinfo@flashfurniture.com


and has seen its private-sector business 
growing very nicely of late.

“Business this year has been very much 
on the upswing and we’re feeling very 
positive and excited about our opportuni-
ties going forward,” says Barbara.

El Paso Independent 
Teresa Gandara Honored 
as Business Woman of 
the Year

Terri Gandara (second from left) receives her award 
as 2015 Business Woman of the Year from the Texas 
Association of Mexican American Chambers of 
Commerce.

In El Paso, Texas, 2015 is shaping up to 
be a very special year for Carlos and Tere-
sa Gandara and their team at Pencil Cup 
Office Products.

In July, we reported on the dealership be-
ing named El Paso’s Family Owned Busi-
ness of the Year by their local Small Busi-
ness Administration office. 

Now comes word that Terri herself was re-
cently honored by the Texas Association 
of Mexican American Chambers of Com-
merce as its 2015 Business Woman of the 
Year.

The Pencil Cup team has been serving 
the El Paso market since 2001 and they 
have long been active and enthusiastic 
supporters of business and community 
organizations like the local chamber.

As we noted back in July, Terri also sits 
on the board of Homegrown El Paso, the 
city’s Buy Local advocacy organization.

Our congratulations again to Terri and the 
entire Pencil Cup team for their outstand-
ing community spirit and for nearly 15 
years of successful operations as a fami-
ly-owned and operated business!

Seattle Dealer Kelly 
Cudworth of NuLeaf 
Office Solutions Named 
‘40 Under 40’ Honoree 
by Local Business 
Journal

September 17 will be a special day for 
NuLeaf Office Solutions president Kelly 
Cudworth, when he will be honored by the 
Puget Sound Business Journal as one of 
its “40 Under 40” award winners.

Kelly is just one of 40 young executives in 
the Seattle area that the Business Journal 
selected out of nearly 400 nominees to 

recognize their business and civic leader-
ship in the region.

Kelly, 38, earned his honor the hard way, 
after spending the past two years re-
inventing the company his father, Jeff, 
founded as Pacific Northwest Business 
Products over 35 years ago.

Up until 2013, he explains, government 
sales had accounted for the lion’s share 
of both revenues and profits at the com-
pany, but the advent of contract bundling 
and strategic sourcing took much of that 
business away and sent the company in a 
new direction.

The result: a re-branding process that not 
only resulted in a new name but also saw 
much greater emphasis on outreach to a 
wider audience of commercial clients.

For Kelly and his team, the “40 Under 
40” award not only comes as very wel-
come recognition for civic leadership and 
community involvement. It also validates 
all the hard work they put to build a new 
business model and value proposition.

“I’m honored to receive this prestigious 
award and have the opportunity to join a 
network of business leaders in our com-
munity,” Kelly told the Business Journal. 
“This is a great way to show that hard 
work, making bold moves in business, 
and putting yourself out there in the com-
munity can pay off.”

IL Dealer Midwest Office 
Adds Two New Branches
In Springfield, Illinois, Steve DeMarco and 
his team at Midwest Office were loading 
up their shopping cart once again last 
month, with the announcement of their 
acquisition of two other independents, 
Triad’s Office City and Service Office. 
Both companies will now be operating 
under the name of Midwest Office.

WINNER’S CIRCLE continued from page 6
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AOPD Gives You  
the Best of Both Worlds

AOPD specializes in office products contracting opportunities.  
Our customers enjoy the benefits of a national corporate purchasing  
program and the tremendous advantages of working with local  
committed dealers.

With hundreds of contracts – including those with National Cooperative 
Purchasing Alliance (NCPA), a leading national public sector government 
purchasing cooperative, and Premier, one of the nation’s largest group 
purchasing alliance with over 100,000 members – we prove it every day.

When it comes to attaining the best of both 
worlds, AOPD connects the pieces of the puzzle.

AOPD Corporate Location
1652 E. Main Street, Suite 220
St. Charles, Illinois 60174
630.761.0600 | Fax 630.761.0691 | www.aopd.com

http://www.aopd.com


Triad’s Office City is headquartered in Rol-
la, Missouri, and is the town’s oldest con-
tinuous business with a history that goes 
back to 1866. Current Triad owner Doug 
Cresswell will become the branch manag-
er and oversee the transition of the merg-
er in Rolla, Midwest Office said.

Service Office is headquartered in Cof-
feyville, Kansas, and will also transition to 
a branch of Midwest Office. Rick Hens-
ley, owner of Service Office, has been in 
business for 28 years and will continue to 
manage the branch.

“We are very pleased to bring both com-
panies into the Midwest Office family,” 
said Steve. 

“Both Triad’s and Service Office have 
outstanding reputations in their commu-
nities, and we are excited to utilize their 
local knowledge to reach their customers 
in the most effective way possible. Pairing 
these companies with Midwest will allow 
a much broader and more efficient range 
of ways for their office needs to be met.”

Earlier this year, Midwest Office acquired 
Office Furniture Warehouse in Mt. Vernon, 
Illinois. The deals announced last month 
extend its market coverage by nearly 150 
miles, the company said.

IA Independent Tallgrass 
Business Resources 
Names Randy Devine VP 
of Supplies Sales
In Coralville, Iowa, congratulations are 
in order for Tallgrass Business Resourc-
es’ Randy Devine, who last month was 
named vice president of supplies sales for 
the three major markets Tallgrass serves 
(Cedar Rapids, Iowa City and Davenport/
Muscatine).  

Randy has more than 30 years of expe-
rience in sales and administration at Tall-
grass, and most recently served as sales 
director for the company.

In his new role, he will be responsible for 
Tallgrass’s strategy and execution of its 
growing supplies sales division. 

So far this year, supplies sales are up over 
15%, the company reported, so it looks 
like he’s off to a pretty good start already!

Says Tallgrass president and CEO Doug 
Parsons, “Randy’s experience in crafting 
a strategic vision and executing that vi-
sion will strengthen Tallgrass’s position as 
an industry leader. With a proven track re-
cord for leading large scale initiatives and 
driving innovation, Randy’s leadership 
skills are well suited to lead Tallgrass’s 
development efforts.”

GA Dealer Malone Office 
Environments Stuffs the 
Bus and Feeds the Cats 
and Dogs
In Columbus, Georgia, the folks at Malone 
Office Environments have not only been 
getting into the civic spirit for back to 
school, but they’re also been finding time 
to help some of our four-legged friends as 
well.

On the back to school front, Malone part-
nered with the local United Way and oth-
er community groups and like-minded 
businesses to assemble backpacks full of 
much-needed school supplies for at-risk 
young students in the markets they serve.

This was the second year Malone ran a 
backpack program and they really outdid 
themselves, says Malone CFO Juanita 
Strickland. “We were able to donate some 
2,000 backpacks to students this year, 
about three times as many as last year’s 
total,” reports Juanita. 

Some of the 2,000 backpacks donated as part of 

Malone’s Stuff the Bus efforts.

“It’s not only a program that makes a big 
difference for families in need in our com-
munity but it also sends a message to 
the market that we are very much in the 
school supplies business so it’s a win-win 
for all of us.”

And no sooner were the backpacks out 
the door than the Malone team moved on 
to another fundraiser, this time for mem-
bers of the animal kingdom!

Paws Humane is a local non-profit that’s 
dedicated to promoting animal welfare 
and last month, the dealership was urging 
its customers to “lend a helping paw” by 
ordering from a favorites list of products 

WINNER’S CIRCLE continued from page 8
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The KITS collaborator™ gives you the power to show and sell.
Selling more office furniture can be difficult with a limited retail footprint. We just changed the game. Now you can show your customers a 
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and intuitively and then save your selections. Everything is fully rendered with stunning photo-realism. Priced, itemized and ready to share 
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All of a sudden you’re the “Go to” place 
for office furniture.

Buy it Today!
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Set up takes about 3 minutes and you’re 
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that included just about everything from peanut butter and dog 
treats to garbage bags and bleach, not to mention copy paper.

Products were offered at close-to-cost pricing with free delivery 
to the non-profit and once again, Juanita says, the effort sent 
another strong message to the market about the breadth of 
Malone’s offering. 

Keeney’s Back to School Donation 
Helps Students in Need

It’s back-to-school season and in Redmond, Washington, just 
outside Seattle, Lisa Keeney McCarthy and her team at Keeney’s 
Office Supply and Office Interiors are doing their bit for local stu-
dents in need with a special delivery of $8,000 worth of Back to 
School products.

The donation came courtesy of Essendant, S P Richards and 
Lisa herself, along with generous participating customers and 
Keeney’s own employees.

This is the fourth year Keeney’s has helped local students in need 
with a donation, reports Keeney’s marketing manager Amber 
Jackson.

“We hate to think of any child going to school without having 
what they need and as a local office dealer, we’re ideally posi-
tioned to do something about that,” says Amber. “And it’s a great 
way of working both with our customers and our own employ-
ees on a project that’s about more than just buying and selling 
something.”

In Detroit, Arrow Office Supply Is 
Enjoying a Championship Season

Detroit has not always been exactly the easiest market to do 
business in, but these days, Michael Crane and his team at Ar-
row Office Supply are providing plenty of evidence to prove that 
well-run independent office products companies can not only 
grow there, but have some fun while they’re doing so.

On the business front, there’s nothing but good news, reports 
new business development manager Marc Crane.

“Detroit is really going through a renaissance right now and we’re 
coming off our best year ever,” says Marc. 

Strong growth in jan-san and breakroom products is leading the 
charge but the Arrow team is also growing the top line just by 
focusing on getting their story out more to the community in gen-
eral.

That’s where the fun comes in, too. Last month, the dealer-
ship sponsored a team in the annual Pitch for Detroit kickball  
tournament.

The Arrow team not only helped to raise money for a park in the 
city’s North End neighborhood, they also walked off as tourna-
ment champions, with Marc, who captained the team, going 4-4 
in the final! 

“It was the first time we won and that made it a special day,” 
says Marc. “But even if we hadn’t won a game, we were happy to 
be a part of a great fundraiser. As an independent dealer, giving 
back to the community is very important to our company and the 
tournament was a great way to do just that.”



PAPERbecause
it’s another way to buy local.

Local businesses and communities thrive when they support each other. It’s how the  
paper industry currently supports over 377,000 manufacturing jobs in North America alone.  
To help local businesses and communities in your area grow, ask for paper products made  

in North America. To learn more, visit PAPERbecause.com.

eg indep dealer ad march 2015.indd   2 2/27/15   9:12 AM

http://www.paperbecause.com/
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S E C R E T S  O F  S U C C E S S
Consolidated Office Systems

Weathers the Storm and Then Some  
in San Antonio

n  Key management team members:  
Carrie Beavers, EVP; Linda Odem, sales manager; 
Michael Alvarado, sales rep

n  Annual sales: $3.5 million

n  Products: Office supplies, office furniture, office 
machines and repairs, school supplies, promotional 
products, IT supplies, green products, cleaning and 
breakroom

n  Founded: 1973

n  Employees: 20

n  Key partners: Our customers, Independent Stationers, 
Essendant and ECi

n  Online Sales: 25%

n  Web: www.costx.com

By any measure, these are challeng-
ing times for Ofie Garza and her team 
at Consolidated Office Systems in San 
Antonio.

The nationwide recession that began in 
2007 has become particularly painful 
in Texas as oil prices have fallen. And 
with Consolidated’s government busi-
ness—federal, state and local—histor-
ically accounting for over a third of to-
tal volume, the move towards contract 
bundling and away from multiple award 
purchasing has taken what was already 
a bad situation and made it even worse.

But with more than 40 years of expe-
rience as a dealer owner and manager 
and a team of dedicated industry veter-
ans to back her up, Ofie has taken ev-
erything the market could throw at her 
and still stayed strong and profitable.

“We lost some significant volume when 
the government shifted away from a 
more small business-friendly purchas-
ing system but we’ve been able to ad-
just quickly and re-position our model 
to find new revenue streams,” she says.

A business that started out almost ex-
clusively as an office supply house to-
day boasts a product mix that also in-
cludes office furniture, office machines 
and repairs, printing, promotional items 
and more.

And while Consolidated’s membership 
in Independent Stationers still gives 
it the ability to sell to government ac-
counts through the group’s various na-
tional account programs, Ofie and her 
team today are focusing more attention 
on acquiring private-sector customers 

who appreciate the service-based val-

ue proposition Consolidated offers.

“The shift to contract bundling put all 

the emphasis on price in the govern-

ment market and totally ignores the val-

ue we bring in helping our customers 

control their overall costs and run more 

efficiently,” Ofie points out.

“The good news for us is that we have a 

solid base of customers who recognize 

our value as a business partner and 

who are willing to pay for our time, our 

expertise and our service.”

Also on the good news front: a great-

er willingness in the market overall to 

support locally owned and operated 

businesses. 

“Customers today are a lot more recep-

tive to the idea of buying local, so we 

can keep money circulating in the com-

munity instead of sending it off to some 

big box headquarters hundreds or thou-

sands of miles away,” Ofie reports. 

Take those factors and combine them 

with a prudent, disciplined manage-

ment approach that has kept cash 

at about 60% of total assets over the 

past few years and it’s not hard to see 

just how Ofie Garza and her team have 

been able to find success even in the 

most challenging of times.

The dealership she founded over 40 

years ago is still in good shape today 

and ready to take full advantage when 

her local market regains its strength.

http://www.costx.com


IndustryNEWS

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

The Independent Stationers and TriMega dealer groups, which 
next month will hold their third annual joint convention under the 
EPIC banner, have announced a new area of collaboration in the 
shape of a joint venture to target the large national and regional 
accounts markets.

Independent Stationers National Accounts (ISNA) and TriMega’s 
Point Nationwide have joined forces to create EPIC Business Es-
sentials.

IS and TriMega described the new joint venture as an important 
strategic initiative which builds on their collaboration on a select 
basis with national accounts since August 2013.

EPIC Business Essentials is owned equally by Independent Sta-
tioners and TriMega and builds on the groups’ existing shared 
EPIC convention and expo brand.

“Never before has the combination of technology and sales sup-
port been available to nearly 1,000 independent dealers. Meeting 
the desire of customers for local service is an important focus for 
national and regional accounts, and the coordinated TriMega/IS 
dealer network is best suited to fulfill these needs”, said IS chair-
man Bryan Kristenson.

EPIC Business Essentials will strategically leverage the resources 
and expertise of both Point Nationwide and ISNA, while bringing 
a welcome new option to the national account market, the two 

groups said in a joint press release. EPIC Business Essentials will 
artfully combine national coverage with local service through its 
network of independent dealers. 

“This is the combination of the numerous strong contracts, sales 
team, marketing and infrastructure that ISNA’s staff brings to 
EPIC Business Essentials, as well as the back office staffing and 
efficient technology that Point Nationwide will leverage to sup-
port and grow this business,” remarked Lyle Dabbert, chairman 
of TriMega. 

“We are truly excited about joining forces in this endeavor and 
showing that the independent dealer channel can indeed work 
together.”

The two groups said the new joint venture will provide access 
to one national front-end ecommerce platform that is integrated 
with all of the major independent dealer back-end systems. 

State and local government business, along with the healthcare 
and commercial contracts through ISNA’s U.S. Communities, 
TCPN and AEPA and other contracts, will become available to 
both groups’ members, they said. 

In addition, they said all members will also be able to capture 
federal government ecommerce sales through more than one 
GSA/FSSI contract holder. 
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TriMega’s Point Nationwide and Independent Stationers 
National Accounts Join Forces

The U.S. Commerce Dept. last month is-
sued preliminary dumping duty determi-
nations against certain uncoated paper 
imports from China, Brazil, Portugal, Aus-
tralia and Indonesia, essentially finding 
manufacturers of those imports have been 
pricing their products below fair value in 
the U.S. 

Uncoated paper imports from these coun-
tries in 2014 were valued at an estimated 
$61 million from Australia, $211 million 

from Brazil, $54 million from China, $200 
million from Indonesia and $164 million 
from Portugal, the Commerce Dept. said.

The determination placed dumping mar-
gins on uncoated paper of as much as 
193% in certain cases.

In the Australia investigation, Paper Aus-
tralia Pty. Ltd. received a preliminary 
dumping margin of 40.65%. All other pro-
ducers/exporters in Australia received a 

preliminary dumping margin of 40.65%. 

In Brazil, International Paper do Brasil 
Ltda. and International Paper Exportadora 
Ltda. received a preliminary dumping mar-
gin of 42.42% and Suzano Papel e Celu-
lose S.A. received a preliminary dumping 
margin of 33.09%. All other producers/
exporters in Brazil received a preliminary 
dumping margin of 37.76%. 

In China, Asia Symbol (Guangdong) Paper 

U.S. Commerce Dept. Issues Preliminary Dumping Duties on Copy Paper Importers

mailto:Simon@IDealerCentral.com
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Co., Ltd. (AS Guangdong), Asia Symbol (Shandong) Pulp and 
Paper Co., Ltd., (AS Shandong), and Greenpoint Global Trading 
(Macao Commercial Offshore) Ltd. received a preliminary dump-
ing margin of 97.48%. 

Also in China, Shandong Sun Paper Industry Joint Stock Co., 
Inc. and UPM (China) Co. Ltd., refused to participate in the in-
vestigation and as a result, they were considered to be part of the 
China-wide entity and received the China-wide dumping margin 
of 193.30%. 

In Indonesia, April Fine Paper Macao Commercial/PT Anuger-
ah Kertas Utama/PT Riau Andalan Kertas received a preliminary 
dumping margin of 0.00%. Great Champ Trading Limited and 
Indah Kiat Pulp & Paper TBK/Pabrik Kertas Tjiwi Kimia/PT. Pindo 
Deli Pulp and Paper Mills refused to participate in the investiga-
tion and as a result, were assigned a preliminary dumping margin 
of 51.75%. All other Indonesian producers or exporters received 
a preliminary dumping margin of 34.50%.

In Portugal, paper companies covered by the investigation re-
ceived a preliminary dumping margin of 29.53%. 

The antidumping duties announced last month are in addition to 
the countervailing duties which the International Trade Commis-
sion (ITC) announced earlier this year. 

The importers affected by the Commerce Dept.’s ruling will be re-
quired to immediately post a bond or deposit cash in an amount 
equal to the announced margins pending the final resolution of 
the cases later this year.

The Commerce Dept. said it is scheduled to announce its final 
determinations from its investigation on or about January 7, 2016 
and the ITC is scheduled to make its final injury determinations 
in February 2016.

Meanwhile, industry sources indicated the new antidumping du-
ties mean that imports of copy paper into the U.S. market from 
the companies in Australia, China and Indonesia most heavily 
impacted effectively will cease.

Bloomberg Reports Staples-Depot Deal Draws Gov’t 
Concerns Over Corporate Customer Harm

While top management at Staples and Office Depot continue to 
maintain their proposed merger is on track and due to close by 
the end of the year, a growing number of analysts and investors 
are voicing concerns the deal will meet the same fate as the pro-
posed Sysco-U.S. Foods merger.

 FREE ECi CUSTOM PORTAL WITH INCREASED REVENUE AND REDUCED 

ADMINISTRATIONS COSTS

 HOSTED AND BRANDED BUSINESS TO CONSUMER WEB SITES

 MULTI LOCATION INTEGRATION SPECIALISTS TO CONSOLIDATE  YOUR 

PURCHASING DISCOUNTS

 ORDER ACKNOWLEDGMENTS ON ALL ORDERS PLACED

 REAL TIME SHIPMENT TRACKING ON EVERY ORDER VIA ALL SHIPPING 

METHODS

 100% SATISFACTION GUARANTEED

 

Roanoke Stamp & Seal Co.

25 Madison Ave Roanoke, VA 24016

P:800.542.7454 

orders@roanokestamp.com

www.roanokestamp.com 

To take the headache out of ordering 
custom stamps we offer a fully integrated 
uTypia ECi interface. Our interface allows 
greater accuracy for custom products while 
saving valuable administrative expenses.

     We specialize in:
- Signs       - Awards
- Stamps    - Name badges
- Daters     - Seals           
- Promotional Items

SIMPLIFYING YOUR 
BUSINESS NEEDS 

FOR NEARLY A 
CENTURY!!!

nFREE ECI CUSTOM PORTAL WITH INCREASED REVENUE AND 
REDUCED ADMINISTRATIVE COSTS

nHOSTED AND BRANDED BUSINESS TO CONSUMER WEB SITES

nORDER ACKNOWLEDGMENTS ON ALL ORDERS PLACED

nREAL TIME SHIPMENT TRACKING ON EVERY ORDER VIA ALL 
SHIPPING METHODS

n100% SATISFACTION GUARANTEED
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Today, we are more than just a wholesaler. We are more than just office products. Simply put, we are the fastest and 

most convenient solution for workplace essentials. And we are committed to bringing you more. Our transformation 

to one platform will make it easier to access whatever you need to enable your growth. Combined with enhanced 

digital services that allow you to sell more online. All delivered by a dedicated group of experts with one purpose—to 

help you succeed. Learn more about our Business & Facility Essentials at Essendant.com.

The future just got brighter.

UNITED STATIONERS IS NOW ESSENDANT. 

All Content © 2015 Essendant, Inc. All Rights Reserved.

http://essendant.com/


That deal would have brought consolidation on a similar scale in 
the food distribution business but it was terminated after a feder-
al judge granted the Federal Trade Commission’s request for an 
injunction on antitrust grounds.

In a story published last month on the Bloomberg Business 
website, business journalist David McLaughlin reported three 
people familiar with the matter have indicated U.S. antitrust of-
ficials are zeroing in on the Staples-Depot deal’s implications 
for the large corporate market.

Citing sources who asked not be named because they weren’t 
authorized to speak publicly, McLaughlin said the FTC is scru-
tinizing whether the merger will harm competition for corporate 
clients.

He cited an estimate by Cleveland Research that if the deal goes 
through, it would leave just one national office supply retailer in 
control of as much as 80% of the market for large corporate ac-
counts for high-volume office products.

Staples alone serves about 65% of companies on the Fortune 
100 list, according to its website, McLaughlin said.

The question is whether rivals like Amazon.com Inc., which sells 
office supplies to corporate customers through its Amazon Busi-
ness channel, can keep a bigger Staples in check, said Jennifer 
Rie, an analyst at Bloomberg Intelligence. 

Meanwhile, according to McLaughlin, regional suppliers like 
W.B. Mason may be able to bulk up if the FTC requires Staples 
to sell assets as a condition of approving the tie-up, one of the 
people familiar said.

The FTC and Office Depot declined to comment. Spokesmen for 
Staples, W.B. Mason and Amazon didn’t respond to McLaugh-
lin’s requests for comment.

Investors have grown increasingly skeptical that the deal will 
close, McLaughlin said. He noted the difference between Office 
Depot’s stock price and what Staples promises to pay share-
holders when the deal closes has widened to 38% from a low 
of 13% in February, according to data compiled by Bloomberg.

Staples “was a big factor in allowing the Office Depot and Of-
ficeMax deal to go forward,” said Rie, the Bloomberg Intelligence 
analyst. “We’re now removing Staples from the equation. There 
needs to be some replacement.”

New Report Offers Rosy Forecast  
for PreK-12 School Market

The PreK through 12 school supplies market could well be offer-
ing some of the most attractive growth opportunities in a while 
if predictions from analysts at the School Market Research Insti-
tute (SMRI) hold true.

Writing in the 2015 State of the Educational Marketplace Re-
port published by the Education Market Association (EDmarket),  
SMRI’s Ed Stimolo says 2015 could turn out to be the strongest 
PreK-12 sales year since 2012.

Q1 2015 sales were reported to be up by more than 4% over 
the previous year, with school marketers forecasting Q2 sales 
up 7% over last year. Respondents remain bullish on the future, 
forecasting that FY2015 sales will be up by over 8%, Stimolo 
reported.

Looking further out, the National Center for Education Statistics 
foresees a PreK-12 market with significant growth over the next 
five years, Stimolo noted. 

Over the next five years (fall 2015 to fall 2019) school enrollments, 
one of the key growth drivers in the market, are expected to grow 
from 55.3 million to 56.6 million students, Stimolo reported. That 
represents a total increase of 1,328,000 or 2.3%, about eight 
times the rate of the past five years and signaling a strong possi-
bility of dramatic improvement in market conditions.

The teacher population is another important indicator of the po-
tential sales opportunities for almost all businesses active in the 
PreK-12 market and forecasts also call for significant growth in 
that area—from 3.6 million to almost 3.8 million (almost a 6% 
increase), Stimolo noted.

Adding further to the positive market outlook, Stimolo pointed to 
an improving picture on the education spending front. 

From the fall of 2015 to the fall of 2019 public school expendi-
tures are expected to grow from $594.9 billion to $654.7 billion 
or about 10%.

That forecast is not only due to the expected increase in student 
population but also to an increase in spending per pupil, which is 
predicted to post a 7% increase over the next five years.

EDmarket’s 2015 State of the Educational Marketplace Report is 
available free to association members as a membership benefit; 
nonmembers may purchase a copy for $99. 

For more information, contact EDmarket at 800.395.5550 or visit 
www.edmarket.org.
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BIG Connections
are made here!
Emails and phone calls have nothing on face-to-face 
contact. We form our strongest, most effective 
business relationships in person. 

From the tradeshow floor to roundtable 
discussions, from impromptu 
pow-wows to evening receptions, 
EPIC 2015 means networking!

Meet, mix and mingleMeet, mix and mingle with the key players 
from our expanded industry (OP, furniture, 
technology, jan/san, and more). Introduce yourself. 
Exchange ideas—and laughter—as well as your 
cards. Reunite with industry friends you're eager 
to see again for a productive and EPIC experience!

Register
Today!

wherebighappens.com

Oct. 6-8, 2015 
The Cosmopolitan of Las Vegas

Turnout 
is going to be 

huge!
Don’t Miss 

Out!

JOIN US FOR…

http://www.wherebighappens.com/
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Essendant Unveils  
Expanded Safety Catalog

& FACILITY
SOLUTIONS

Volume 3

SAFETY

Essendant, the wholesaler formerly known 
as United Stationers, has announced the 
release of an enhanced Safety & Facility 
Solutions catalog that it says is designed 

to help resellers penetrate the $12 billion 
safety products market opportunity. 

Previously known as the Lagasse Safety 
Catalog, the new book features a vastly 
expanded assortment of essential safety 
and facility supplies that support reseller 
growth.

“For distributors, the catalog’s safety of-
ferings serve as an adjacent category to 
their primary business, allowing them to 
drive incremental growth within a stream-
lined purchase process,” says Harry Do-
chelli, senior vice president of sales and 
customer care, Business and Facility Es-
sentials, Essendant. 

“The expansion of the Essendant safety 
catalog means more products with in-
creased convenience, reliability and af-
fordability for independent distributors 
and more products to increase workplace 
safety for the customers they serve.”

For more information about the compa-

ny’s safety products offering, contact an 
Essendant Facility Essentials representa-
tive or visit essendant.com/facilityessen-
tials.

BMI Names John Greene VP of 
Professional Services

Dealer technology provider Business Man-
agement International (BMI) has named 
John Greene vice president of professional 
services. In that position, he will be respon-
sible for deployment and implementation, 
product customizations, project manage-
ment and technical support for BMI’s soft-
ware solutions, the company said.

Greene is a technology industry veteran 
with over 30 years of consulting and im-
plementation experience involving several 
Enterprise Resource Planning software 
packages. He has helped develop and 

You Can Still Register for the BSA 2015 Annual Forum 

Learn more at: http://bit.ly/BSAAnnualForum2015

Scheduled for Wednesday, Sept. 30 -    

Thursday, Oct. 1, 2015 at the Loews 

Atlanta, this year's Forum promises to be a 

must-attend event! 

You can't afford not to be there! 

SEPTEMBER 2015 INDEPENDENT DEALER PAGE 20

continued on page 22 >>

http://bit.ly/BSAAnnualForum2015


©2015 Georgia-Pacific Consumer Products LP or Dixie Consumer Products LLC. 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.

City of Hope is there for patients with cancer, diabetes and 
other life-threatening diseases. In turn, we are proud to be 
there for City of Hope – with a donation of $125,000.  
Want to do your part? That’s as easy as purchasing your  
daily essentials from Georgia-Pacific.

For more information please visit  
www.cityofhope.org

There is no greater 
gift than hope.
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Spectrum® Standard 92 
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refine BMI’s implementation methodology 
to ensure that systems are delivered on-
time and on-budget, BMI said.  

Since 2005, he has led development of 
BMI’s OP Revelation software solution for 
independent office products dealers.  In 
his new position, he will continue to lead 
the OP initiative as a major new version 
will be released shortly, BMI said.

Larry Schiff, BMI president, said, “John 
has been an integral part of our success 
since he started with our company in 
2000 as a consultant/implementer, quick-
ly rising to the position of director of op-
erations. I’m extremely pleased to elevate 
him to this position and have him as part 
of our top level management, with all of 
the decision making power and responsi-
bilities that go along with it.”

ECi Acquires JumpTrack Proof of 
Delivery Solution

Dealer technology provider ECi Software 
Solutions last month announced it has 
acquired the JumpTrack Proof of Delivery 
(POD) solution from Jump Technologies.

JumpTrack is designed to help drive 
savings through improved fleet efficien-
cy and the replacement of paper-based 
proof-of-delivery systems with electronic 
signature. It can also increase custom-
er service through the ability to furnish  
real-time order information, even from the 
field. 

The acquisition of JumpTrack furthers 
ECi’s mission of promoting the entre-
preneurial spirit and profitable growth of 
small to medium sized businesses by em-
powering them to expand their services, 
ECi said.

“For the last year, ECi and Jump Tech-
nologies have been working together 
to provide JumpTrack to dealers using 
our DDMS and Red Falcon solutions,” 
said Ron Books, ECi’s president and 
CEO.  “Building on that highly successful 
launch, we made the decision to acquire 
JumpTrack so that we can broaden our 
mobile offerings and push them deeper 
into the office products industry and be-
yond.”

GOPD Users Meet in Atlanta at 
Annual Summit

Unveiling of enhanced customization op-
tions for its OP24-7 online shopping plat-
form and the introduction of a new Deal-
er-on-Demand service were among the 
highlights of GOPD’s 2015 User Summit 
in Atlanta last month.

NOPA Defends Your Interests in Washington!

Visit www.nopanet.org or call (410) 931-8100 to safeguard your future

NOPA protects office products 
dealers' bottom lines and long-term 
success! 
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The two-day event featured presentations 
on the system enhancements as well as 
a series of hands-on training programs 
covering key system applications such 
as pricing, purchasing, wholesaler-dealer 
communications and coupons and re-
wards programs.

Also on the program: a presentation by 
INDEPENDENT DEALER editor and pub-
lisher Simon De Groot on “The Seven 
Habits of Highly Effective Office Products 
Dealers.”

The enhanced cart customization op-
tions unveiled at the meeting essentially 
give dealers the ability to present a totally 
unique online presence to their customers, 
said GOPD president Donna Snyder.

“As competition online becomes increas-
ingly fierce, GOPD’s expanded customi-
zation means our dealers can develop a 
web presence that totally differentiates 
them from other resellers—everything 
from the choice of featured items to pres-

ent and color scheme and graphics to 
adding unique products and product cat-
egories that can be fully integrated with 
the rest of their shopping cart content.”

The Dealer-on-Demand service intro-
duced at the meeting is designed to offer 
dealers an outsourcing option for a broad 
range of technology-related activities as 
an alternative to investing limited resourc-
es themselves.

“At GOPD, we are able to draw on a team 
of experts with extensive industry expe-
rience in areas such as programming, 
system maintenance and marketing.
Dealer-on-Demand is designed to make 
these experts available to our customers 
on an as-needed basis and thereby free 
up funds to invest in other areas of their 
operations,” Snyder explained. “And it’s 
a totally menu-driven service so you only 
have to pay for what you need, when you 
need it.”

For more information on GOPD and its 
various technology offerings for dealers, 
email sales@gopd.com or call 888-665-
9593.

AmpliVox Creates ‘Selling Skills 
System’ for Resellers

Sound systems and lectern manufacturer 
AmpliVox has introduced a “Selling Skills 
System” designed to help resellers better 
understand the selling opportunities af-
forded by its products and services, 

Components include a short summa-
ry video, “Capture More Sales with Am-
pliVox,” along with a PowerPoint presen-
tation and Buying Profile Questionnaire. 
Face-to-face or webinar reseller training 
is also available.
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The materials summarize AmpliVox’s product line, whom the 
products can be sold to, advantages over competitive products 
and the sales and technical help available from AmpliVox. The 
Buying Profile Questionnaire takes a reseller sales rep step-by-
step through the customer qualification process.

The Selling Skills System was developed for AmpliVox by Jeff 
Kressmann Marketing Communications (jeff@jkressmarketing.
com) and Maximum Performance Group, LLC (MPG), headed by 
Jeff Gardner, (jeff@maximumperformancegroup.com).

For more information, contact AmpliVox at 800-267-5486 or visit 
www.ampli.com.

ACCO Partners with SMART Technologies to Market 
Digital Dry-Erase Board

ACCO Brands and digital visual communications products mak-
er SMART Technologies have announced a partnership by which 
ACCO will market a co-branded version of SMART’s kapp digital 
capture board in North America. 

The co-branded solution, Quartet SMART kapp, will be sold 
through ACCO Brands’ proprietary sales force and distribution 
networks, the company said.

SMART kapp is a Bluetooth-enabled dry-erase board that en-
ables users to share content in real time with remote meeting 
participants through smartphones, tablets and computers. 

Users can also save anything written on the board in JPEG or 
PDF formats and automatically save snapshots to shared ac-
counts like Evernote, Google Drive or OneDrive.

SN3080
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Starts at $1,451

SN3500
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New Acquisition, Product 
Certifications for Impact Products

Janitorial supplies and accessories man-
ufacturer Impact Products recently an-
nounced they have acquired the assets, 
customers and intellectual property of the 
Commercial Containers and Food Ser-
vice/Handling Products division of Niles-
Ohio-based Dinesol Plastics.

Among the molds and products includes 
in the deal are 10-, 20-, 32- and 44-gal-
lon trash receptacles, 28- and 41-quart 
wastebaskets, 23-gallon thin containers, 
lids, dollies and an entire stable of food 
service and food handling products, all of 
which are NSF certified, Impact indicated.

“We are excited about the acquisition and 
feel as though these products perfectly 
complement our bundle, position Impact 
for future growth and assist our customers 
in impacting customer loyalty by promot-
ing a positive guest experience,” stated 
Jeffrey Gayer, VP of product development 
and marketing for Impact.

Separately, Impact announced that the 
National Floor Safety Institute (NFSI) has 
issued three certifications to products 
from Impact. 

The certifications are part of a third-party 
testing process to ensure the highest lev-
els of ‘wet slip’ resistance. 

Two certifications are for the newly de-
signed urinal and hand dryer press-on 
disposable mats. These mats are highly 
absorbent and able to be wet-mopped 
without removing from the floor, Impact 
said.

They are part of the larger “Barricade” 
system that focuses on improving guest 
experience in the washroom through pre-
vention, fragrance and compliance. The 
third certification was for Impact’s Mop-
ster bucketless mopping system.

New Epson Printer Features Two-
Year ‘Supertank’ Ink Reservoir

In a move which it claims will transform 
the printing market, Epson has introduced 

a new line of all-in-one color office prod-
ucts that feature super-large ink reser-
voirs.

The new printers, which are being market-
ed under the EcoTank brand, come load-
ed and ready for up to two years of prints 
without replacing the ink, Epson said.

The company claims the new line, which 
includes five different models, comes with 
an ink supply equivalent to about 20 sets 
of ink cartridges or more, depending on 
the model. 

Navitor Adds New Products and 
Catalogs 

Navitor last month announced the addi-
tion of several new products to the com-
pany’s badges and signage and folders 
offering. The products are debuting in the 
new education catalog, badges and sig-
nage catalog, and architectural signage 
catalog.

New stadium and banner products debut-
ing in the education catalog include noise-
making BamBams and Fan Fans. Colorful 
rally hands and fan letters are intended 
to be used to add color to the stands at 
sports events, and mesh banners feature 
a permeable stock that was created with 
outdoor use in mind.

Newly available in the badges and sig-
nage catalog are bling badges. These 
badges feature full color print and rhine-
stones. Mesh banners and fan letters are 
also featured in this catalog.

Navitor has also expanded its product 
offering of architectural signs, an exten-
sion of its badge and sign selection. Sig-
nage options are designed to respond to 
the needs of contractors and range from 
ADA-compliant signage to outdoor sig-
nage for use on office buildings or man-
ufacturing sites.

For more information or to request cata-
logs, call 866-628-6868.
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As a kid my parents used to say to me, “Patience is a virtue” when I insisted 
on getting something I wanted right away. Today, I find myself using these 
exact words on my kids when they don’t get their way when they want. But 
for me as a kid, for my kids today and for many small businesses, it’s some-
times hard to be patient and be willing to sit back and wait when you see 
things that just don’t look right.

But that is exactly what the office products industry has had to do in the 
case of the AbillityOne program. It’s been a long and frustrating process but 
finally, our patience and persistence might just be paying off in the shape of 
the congressional oversight and reform of the AbilityOne Program we have 
been calling for for over 10 years.

NOPA has long supported the mission of the AbilityOne program. In fact, 
we have repeatedly proposed partnering with AbilityOne to help place em-
ployees currently in their partner workshops in private sector positions, so 
that these employees could continue their training and have broader op-
portunities on their upward career path. But while we support the mission, 
we have serious reservations about how the program operates today. Abili-
tyOne workshops, for example, have a captive workforce that they can pay 
less than the federal minimum wage. 

The kind of private sector partnership like the one we were suggesting 
would take money directly out of the program’s workshop partners’ hands 
and that’s why, in my opinion, this initiative never took off, even though it 
would have represented a tremendous opportunity for both the industry and 
some of the employees working in the AbilityOne workshops.

The constant hurdle to reforming AbilityOne in the past has been politics. No 
politician wants to see their name plastered all over the newspaper or on the 
news talking about how they want to hurt persons with disabilities. It’s been 
like that for over 10 years.
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AbilityOne 
Program Comes 
Under Fire 
for Alleged 
Corruption and 
Mismanagement  

By Paul Miller,  

NOPA Director of Legislative and Regulatory Affairs



Now, however, with a little patience and 
persistence (and some luck) the pendu-
lum may be swinging in the oversight di-
rection.

In July, CNN broke a story alleging the 
AbilityOne program is riddled with corrup-
tion and mismanagement. In response, 
several groups representing people with 
disabilities have hit Capitol Hill with a call 
for more transparency within the Ability- 
One program. 

Former Sen. Rick Santorum, who is run-
ning for president and who happens to 
have a special-needs child, has called on 
the attorney general to quickly get to the 
bottom of these allegations, and if they 
are proven true, to prosecute anyone in-
volved. Rep. Tammy Duckworth (D-IL), 
who lost her legs and part of her arm in 
the Iraq war, has also expressed concern 
over the allegations. 

As the facts come out and key congres- 
sional leaders start to pay more attention 
to the issue, we are optimistic that a path 
forward will emerge towards more over-
sight and transparency within the program. 

AbilityOne is a government-mandated 
program, meaning that if they “make” a 
product, federal agencies must first buy 
it from them before they go out to the pri-
vate sector. 

That may sound all well and good but in 
reality, it has turned AbilityOne into an or-
ganization that preys on small businesses 
who spend hundreds of thousands of dol-
lars to successfully introduce a product 
into the government market, rather than 
one that operates as an agency whose 
mission is to support the blind and se-
verely disabled.. 

All too often, businesses that have suc-
cessfully sold a product into the govern-
ment market have suffered when Abil-
ityOne comes in and adds that item to 
their Essentially-the-Same list.

In addition, NOPA has received repeated 
complaints over the years from its mem-
bers that the AbilityOne program was allow-

ing certain companies to sell their brand-
ed products as AbilityOne brand items. In 
these cases the company simply did the 
work and AbilityOne sold the product. 

It is hard to see how a program that sells 
products with zero to limited direct labor 
from employees in the AbilityOne work-
shops is helping the people it is supposed 
to be serving. All that does is help the di-
rect bottom-line of the program and the 
so-called AbilityOne partners.

According to the statute governing the 
AbilityOne program, 75% of the work 
done under any contract awarded to an 
AbilityOne partner must be done by per-
sons who are blind or severely disabled. 

CNN’s investigation found that as many 
as half of the program’s partner compa-
nies are in violation of this requirement. 
CNN’s investigation seems to support 
NOPA’s long-standing concern about this 
practice in the office products industry. 

CNN also reported that persons with dis-
abilities were losing out on contracts and 
opportunities. Instead, contracts are going 
to companies CNN alleges did not meet 
the 75% worker threshold requirement. 

To be fair, the companies in the CNN re-
port deny these allegations, but when 
CNN asked them to provide worker re-
cords, they declined. I mention this be-
cause this has also been an issue for our 
industry as well. 

We have received complaints from our 
members stating that when they visited 
office supply stores on certain military 
bases run by AbilityOne they were unable 
to find anyone working there who was ei-
ther blind or severely disabled.  

We even heard from a person who is se-
verely blind who told us he couldn’t get a 
job with AbilityOne because he was too 
blind!

When I read the CNN piece, I was hardly 
surprised. After all, the issues CNN raises 
in its reporting are the same ones our in-
dustry has raised for years!

Now that several groups representing the 
disability community are also calling for 
review of the program and, according to 
CNN, the Justice Department is looking 
into these allegations, maybe, just maybe, 
congressional oversight is possible with-
out politics getting in the way.

Let me be clear: NOPA’s goal isn’t to shut 
down the AbilityOne program. Our goal is 
simply to support adequate congressional 
oversight. 

We will continue to advocate for major 
changes in how the program operates. 
We will continue to call for an independent 
process to review any and all protests over 
contracts and items added to their Essen-
tially-the-Same list. We also will continue 
to advocate for the creation of a board of 
directors with direct control over staff and 
management of the program. 

NOPA has developed draft legislation we 
believe will revamp the AbilityOne pro-
gram and get it back to meeting the needs 
of the people Congress originally intend-
ed it to serve. CNN’s investigation gives 
us the opportunity to again push for com-
mon sense reforms.

This is an issue NOPA has been advo-
cating on for over 10 years. Now, with a 
little help from CNN, some other advoca-
cy groups for the blind and disabled and 
from the Justice Department, we believe 
that we are seeing an opportunity to turn 
our calls for our oversight and reform into 
genuine action. 

As my parents told me and as I tell my kids, 
patience is a virtue. In this case, our pa-
tience and persistence may finally pay off!

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.
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Steve Sakumoto
Vice President and General Manager Hewlett-Packard Company
2015 Spirit of Life® Honoree

Being in the 
business products 
industry feels  
great. But helping  
to cure cancer  
feels even better.

Bob Enk 
National Business Products  
Industry Challenge Leader

Watch Bob’s video about why he chose to  
include City of Hope in his estate plans at  
www.myplanwithcoh.org/businessproducts

Bob Enk credits his father for giving him his start in business products, and it is in his father’s 
memory that Bob has stepped forward to lead the City of Hope Industry Challenge on behalf  
of the National Business Products Industry.

The Industry Challenge is a campaign to encourage members of the National Business  
Products Industry to make an estate commitment to City of Hope. Most gifts cost you nothing  
now and there is no minimum contribution required. Contact us at industrychallenge@coh.org  
or 800-272-2310 to discuss giving options that meet your personal objectives. Or visit us online.

mailto:industrychallenge@coh.org
http://www.myplanwithcoh.org/businessproducts


In July, the Obama administration released new overtime 

requirements via the U.S. Dept. of Labor (DOL) that could 

negatively impact many of the association’s members and their 

long-term bottom lines. 

Under the proposed requirements, overtime pay would apply 

to any salaried employer who makes up to $50,440. Currently, 

the cut-off for overtime pay is any salaried worker making up 

to $23,660. 

This is a significant increase for employers and will force many 

to move their salaried employees to hourly or to tell their sal-

aried worker they cannot work more than 40 hours per week. 

The association is actively sharing members’ concerns with 

those in Washington, D.C. However, NOPA also wants mem-

bers to understand how they could be impacted. Specifically: 

•  The change will guaranteed overtime pay to most 

salaried workers earning less than $50,440; the salary 

threshold will be raised from $455/week ($23,660/

year) to $970/week ($50,440/year) in 2016.

•  It will put overtime pay and minimum wage exten-

sions into place for nearly 5 million workers, 56% of 

whom are women and 53% of whom possess at least 

a college degree.

•  The change provides clearer rules to help decide if 

overtime pay should be received.

•  It prevents future erosion of the salary threshold and 

overtime pay, due to inflation, by indexing them ac-

cording to inflation or wage growth over time.

•  It requires no regulatory changes to “duties test,” 

which determines whether salaried workers earning 

more than the salary threshold are eligible for over-

time pay. Hourly workers would continue to receive 

overtime pay under current rules.

If these rules were to go into effect, many of NOPA’s members 

would be negatively impacted. We encourage our members to 

contact their legislators and express their concerns over these 

proposed changes. 

In addition to the proposed overtime requirements, the Obama 

administration has also taken aim at relationships businesses 

have with independent contractors. 

The administration intends to issue what they call an “inter-

pretation document” on the issue of independent contractors, 

an issue that is heating up due to what is called the “sharing 

economy”—think Uber, the independent taxi service, and 

Airbnb, where people rent out their homes or apartments to 

travelers. 

The administration’s issuance of an interpretation bypasses 

any public opportunity to comment, which means it really be-

comes “the law of the land.” 

While an interpretation doesn’t have the force of law, it will 

require businesses to sue to win cases filed against them. This 

means that for companies that use independent contractors, 

a lot of money could end up being spent fighting this issue in 

court.

This could impact your business in a myriad of ways, which 

is why NOPA is actively following both this issue and those 

related to the overtime regulations. The association will be sub-

mitting written comments on the proposed change to overtime 

regulations once it is published. NOPA strongly encourage 

all members impacted by these proposed changes to submit 

comments of their own, as well.

NOPA CAUTIONS MEMBERS: 
Proposed Changes to Overtime Regulations and Independent 
Contractor Relationships Could Negatively Impact Your Operations
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ACCO Brands Corporation 

Advantage Corporation/
Innovative Storage Designs

AOPD 

Georgia-Pacific

HP Everyday Papers

Newell Rubbermaid

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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Steve Sakumoto
Vice President and General Manager Hewlett-Packard Company
2015 Spirit of Life® Honoree

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 speed new 
treatments and cures for patients everywhere.

do well by doing good

http://www.cityofhope.org/cause-related-marketing


By Stephanie Vozza

As going green becomes more 

mainstream and Millennials—

who’ve grown up online—enter 

the workforce in greater num-

bers, traditional forms of market-

ing—catalogs, flyers, print ads 

and the like—are rapidly taking 

on dinosaur status. 

continued on page 33 >>



Instead, e-marketing—the use of the Internet and digital tools 
to sell products and services—is quickly becoming the vehicle 
of choice for businesses who want to connect with and en-
gage their customers. Independent dealers are jumping on the 
e-bandwagon in growing numbers and creating new strategies 
to boost sales and strengthen customer relationships. 

INDEPENDENT DEALER spoke with six dealers who are finding 
innovative ways to grow their businesses by leveraging the pow-
er of digital. See how many of these e-marketing ideas are a fit 
for you:

Have a Blast
Every Tuesday, customers of Twist Of-
fice Products in Wood Dale, Illinois, 
receive a weekly “e-blast,” an email 
marketing campaign sent out to the 

company’s subscriber base. The messages cover different top-
ics and include product promotions.

“We have been using e-marketing for over seven years,” says 
owner and president Wendy Pike. “We use [email marketing pro-
vider] Constant Contact and this past year we subscribed to the 
TriMega Torque e-blasts on Thursdays.”

Pike believes the key to a successful e-blast is offering fresh con-
tent and strong subject lines that inspire customers to open the 
email. “You have to make sure they’re relevant to the consumer 
and that they get to the right person within an organization,” she 
says. “For instance, if you are targeting safety items, it doesn’t go 
to the person ordering pens.”

Pike uses themes for emails, such as general office supplies, jan/
san, breakroom, technology, furniture and safety. She says she 
uses many different sources to gather content.

“We look at what is included in S.P. Richards’ CampaignAdvan-
tage email campaigns, but we also create our own as we feel that 
our branding is important,” she says. 

E-blast efforts are coordinated with banners on the company’s 
landing page and Pike says a strong call to action, such as an 
expiration date on a sale or coupon, makes a difference in con-
verting sales. 

It seems to be working. Internally created e-blasts produce a 
25% to 40% increase in the number of hits on the Twist Office 
Products website as well as hits on the individual products that 
are linked. 

While efforts have proved successful, Pike says she’s always 
looking for new ideas: “We look at competitors’ websites, social 
media postings, blogs, sales and ads,” she says. “We also look 
outside the office products industry for other trends or promo-
tions we think would translate well. We also look at pop culture, 
current events, headlines, furniture companies, cleaning com-
panies, clothing, interior decorating, and appliance companies. 
Many times this has spurred ideas for our marketing team.”

Pike believes it’s important to take the time to create an e-mar-
keting program that closely supports your brand. 

“Many dealers used the canned programs that the wholesalers 
or buying groups put together and while these are better than not 
having any program at all, you miss out on the opportunity to re-
ally create a brand presence in your customers’ mind,” she says. 
“This is an opportunity to highlight what makes you different from 
your competitors.”

Cover Story continued from page 32
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Make Sure Your 
Message Is Getting 
Through
Sending an email is the first step, but 
for Bonnie Johnson, marketing manger 
of Perry Office Plus in Killeen, Texas, it’s 

also important for dealers to be vigilant about making sure their 
messages are delivered. 

Several years ago, her company used a popular email market-
ing service and while it worked well in the beginning, eventually 
Johnson noticed her emails were having trouble with deliverabil-
ity and she was getting flagged as a spammer. 

“Apparently, that’s pretty common with some entry-level ser-
vices,” she says. “You have a lot of people sharing a service who 
aren’t necessarily acting responsibly and it can get you lumped 
in with spammers. It’s crucial to use an email service provider 
that has a good reputation—not just what’s cheapest or easiest 
to use.”

With some helpful tools and resources from Perry Office Plus’s 
wholesale partner Essendant, Johnson was able to create a 
more robust email marketing program that drives traffic directly 
to featured products and promotions on her company’s website.

Johnson has been using the Essendant Email Plus program for 
about two years, and a majority of the content is provided in the 
form of products and special offers. She adds links to her com-
pany’s website and a few of her own elements, such as special 
sales, fun promotions, contests, giveaways or news.

Once you find a good provider, Johnson says it’s important to 
use campaign analytics to measure your success. 

“Our open rates and click-through rates have been consistently 
at or above industry standards for a long time,” says Johnson. 
“With the in-depth analytics from Essendant, we’re now able to 
track purchases made after someone clicks through. Even if they 
aren’t buying exactly what we’re advertising in our emails, we’re 

getting in front of them at a time they need something, and that’s 
the ultimate goal.

“I’m already seeing the need for segmenting our email list to help 
us better target different types of customers in different roles and 
markets,” she says. “It’s just going to take some work.”

Email marketing is one of the biggest pieces of Perry Office 
Plus’s overall marketing strategy, says Johnson. “Outside of our 
delivery drivers, it’s the touch point our customers receive from 
us most often,” she says. “We don’t add anyone to our list with-
out permission or until they’ve placed an order with us, so it’s 
really a direct link to our customers.”

While email helps Perry Office Plus stay in front of current cus-
tomers, the company has also been focusing on getting found 
in online searches to capture new business. Johnson says she’s 
improved their website’s SEO by adding meta tags and creating 
keyword-rich landing pages. 

“I want Perry Office Plus to be the first thing that comes up when 
someone searches for office supplies in the markets we serve 
and we’re starting to get there,” she says. “It’s important to stay 
up to date on current email marketing best practices and watch 
your analytics to see what’s working and what isn’t.” 

Cover Story continued from page 33
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Customize Your Effort
Give Something Back Office Supplies 
in Oakland, California, is another deal-
ership whose marketers are serious 
about meeting their customers on a dig-

ital platform. The company sends out regular weekly emails on 
Tuesdays to customers and prospects, additional emails go out 
to highlight specials, and furniture emails are sent to targeted 
prospects. 

The company has been using Essendant’s email marketing for 
more than five years, and Sharon Kinkade, director of marketing, 
says she sees greater results when they customize their efforts. 

Give Something Back’s three-person marketing team works on 
creating emails that are fun to open, adding pithy, tongue-in-
cheek statements about products to build its following. “We try 
to elevate it with humor so paper clips aren’t so boring,” says 
Kinkade. 

But the company’s biggest challenge is time. As marketing ef-
forts shift toward more online activities, Kinkade realized they 
had to interact even more with their customer base to stay on 
top of e-marketing. Give Something Back recently hired Jaspreet 
Sahota to be its digital marketing spe-
cialist, which has allowed the company 
to take a more proactive approach to 
e-marketing instead of one that’s pas-
sive and reactive. 

“This is where the marketing world is 
going—online, not just email,” she says. 
“Jaspreet deals with all of that as well 
as with our landing pages and backend 
optimization.” 

Give Something Back also maintains a strong presence on Face-
book, LinkedIn and Twitter. The company is connected to non-
profits and shares news from these organizations through its own 
social media. Sahota says he uses these pages to share relevant 
content with their customer base. 

“We’re not using it as a platform to promote products and busi-
ness,” he says. “We’re using it as a relationship-building process 
with customers. We are a visible community leader in our space.”

Sahota measures success by regularly reviewing click and open 
rates and revenue totals. He implemented a site map through 
Google and Bing’s webmaster tools. And he uses a SEO tool 
called WooRank, which provides helpful information for improv-
ing your site. 

While Give Something Back doesn’t do online advertising, 
Kinkade isn’t ruling it out. “We tried it a while ago and it was not 
effective,” she says. “But we’re always open to considering it 
again in the future.” 

Kinkade is looking forward to raising the bar in 2016 to be “bet-
ter, smarter and more efficient.”

There are so many different avenues between social me-
dia, our website and emails,” she says. “Anybody in market-
ing will tell you the future is all about big data—being able to 
slice and dice and get into targeted e-marketing to give your 
customer base what they want to hear. It’s becoming very so-
phisticated and we’re ready to take on the next challenge.”  
 

Use All Three Pieces 
of the Puzzle
A good e-marketing strategy has three 
key elements, says Brad Oswald, mar-
keting consultant for ImpactOffice in 

Beltsville, Maryland. 

First of all, he says, you have to have relevant and engaging con-
tent. “We work in an industry that provides us with great name 
brands and manufacturers, and most offer monthly or quarterly 
promotions and events,” he points out. “Most of them also have 
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content; it’s the responsibility of the dealer to capitalize on that 
content and retool it for their purposes.” 

Oswald says his team knows how to utilize software such as 
Photoshop and Adobe Creative Suite to customize what’s avail-
able. “We create blog posts, seasonal promotions, new product 
and service offerings and giveaways and use imagery, banners 
and spotlights,” he says. “All of these things present an oppor-
tunity to engage.” 

The second thing you need is a strong customer base. Oswald 
says that means keeping a healthy list of current customers and 
connecting with them through email marketing efforts. 

“You have to keep them interested,” he says. “You can send out 
two to three emails a week, but you don’t want to bore them. 
Keep materials fresh and engaging.” 

In July, ImpactOffice started using new email strategies that send 
customers an email if they left something in their cart and didn’t 
complete the purchase. 

“It’s a friendly reminder telling the customer we know how busy 
they are and asking if they forgot they left things in cart,” Oswald 
says. “The email suggests other items they may want, too. It’s 
been fantastic and we’ve had a really good response.” 

The third and final piece to the e-marketing puzzle isn’t “e” at all; 
it’s the sales rep. “Our reps complete the engagement process,” 
he says. “They play an important role in our e-marketing and 
content marketing. You can’t have the first two without the final 
piece.” 

Oswald says the sales rep is the independent dealer’s secret 
weapon. “How do we stand out from Amazon and Walmart? By 
providing the same type of engagement but backing it up with 
a body—a person who is there to answer the phone, go to the 
office and set up a face-to-face meeting. It really comes together 
when you have all three pieces working in the same direction and 
towards the same goal,” he says.

That’s not to say, though, that implementation can’t have some 
initial bumps: “Our biggest challenge was getting our seasoned 
reps on board,” he says. “The industry has relied on flyers, cat-
alogs and handouts for so long, and at first the reps had some 
apprehension about letting others getting involved with their cus-
tomers. They quickly learned that developing relevant, engaging 
content actually gives them an opportunity to engage with cus-
tomers more.” 

Oswald says reps text or email product links to customers, add-
ing a note such as, “Hey, here’s a special offer on K-cups we’re 
having this month. I thought you might be interested.”

“That one-minute email or text allows the rep to create more con-
versation, and see immediate benefits,” he says. “We’ve seen a 
dramatic increase in sales, especially with break room and jan-
san items.” 

Oswald, who is an independent consultant, recommends that 
dealers develop a strong e-marketing and social media strategy 
by bringing on the right people. “Don’t be afraid to invest in a 
blogger who will write about things customers respond to,” he 
says. “Find an agency or a consultant who can handle it for you. 
You don’t have to spend a lot of money to make an impact.” 

Have a Plan 
Rogards Office Plus in Champaign,  
Illinois, has been using email marketing 
for more than 10 years, but president 
Tonya Horn says the company’s digital 

marketing started to really take shape about four years ago when 
she hired a dedicated marketing manager. 

“I purchased the business from my dad four and a half years ago 
and ramped up our e-marketing,” she says. “We hired a staff 
person to handle e-marketing and the first thing I had her do was 
convert our previous PDF flyers into HTML marketing.” 
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Rogards’ marketing manager also handles the company’s Face-
book, LinkedIn and Google Plus sites. 

“It’s important to have a staff person who can implement a plan 
for you,” says Horn. “You have to make sure you integrate your 
digital message across everything—your blog, your website and 
social media, even your showroom floor.” 

For example, Rogards is planning an email marketing campaign 
around staying hydrated in the summer. Delivery drivers will drop 
off a can of Pepsi with a Rogards coozie. 

Too often, dealers consider e-marketing as one-off projects, says 
Horn. “You have to have some type of plan even if that plan is 
small,” she says. “You can’t just send a Tweet today, Facebook 
post tomorrow and an email later in the week. Have some type 
of plan so you think about what you’re doing, and it’s import-
ant to have a person dedicated to executing the plan. Ideally 
it should be someone you trust and someone who shares your 
vision, because you don’t want to be bothered with every small 
detail executing.” 

Horn says dealers should not be afraid to start small. “Any plan is 
better than no plan,” she says. “And don’t let perfect be the ene-
my of good, which is easy to do in digital. There is so much noise 
out there it can seem really daunting. It’s more important to do 
something you think is right and that you think speaks to custom-
ers. Have an open mind and always look for ways to improve.” 

Automate Your 
Efforts
Rudolph’s Office and Computer Supply 
in Baltimore, Maryland, has been us-
ing email and social media marketing 
since 2012. The company redesigned 

its website in 2013 to give it a fresh look and added more con-
tent and features, including a blog, a rebate center and a digital 
catalog center. 

“We also added links to all of our social media accounts and a 
sign up for our email marketing list,” says Amber Schuetrumpf, 
marketing coordinator. 

To save time and increase consistency, Rudolph’s has automat-
ed a lot of its marketing. “If we know we want to run a campaign 
over a few weeks for a specific category or product, the emails 
are set up all at once and scheduled for the dates and times 
we want them to go out,” says Schuetrumpf. “We also schedule 
most of our social media and blog posts in advance.”

For content, Rudolph’s relies on the company’s internal catego-
ry specialists for promotional products, furniture, facilities and 
break room and technology. They also tap vendors for additional 
resources.

Schuetrumpf says the best thing a dealer can do when it comes 
to e-marketing is to focus on their brand and strengths. 

“Put out new information about your products and services,” she 
says. “Create a schedule. And find marketing automation tools 
that work for your needs.”

The results have been great, says Schuetrumpf. Rudolph’s has 
increased its followers on all of its social media accounts and 
increased its email address list. The company uses Constant 
Contact for email marketing, and its email open rate for emails 
increased by nearly 25% from the first quarter of 2015 to the 
second quarter.

Schuetrumpf says dealers should update website content regu-
larly, publish new blog posts several times a month and update 
rebates and promotions monthly. 

“Link back to your website and social media profiles as often as 
possible to drive website traffic and increase your followers,” she 
recommends. 

“And be flexible if you decide to use automated marketing. Leave 
room in your schedule for new campaign ideas and promotions 
that come up. Make sure you do some live posting and don’t 
schedule everything.”
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Next month, members of Independent Stationers and TriMega will be heading to 
Las Vegas for the two groups’ third annual joint convention and expo.

Set for October 6-8 at the Cosmopolitan of Las Vegas, the event, as its name sug-
gests, promises to be one of EPIC proportions, with a wide-ranging educational 
program, a tradeshow featuring the latest and greatest new products from the two 
groups’ supplier partners and plenty of opportunities for networking, fun and good 
deeds.

On the following pages we take a look at what will be on offer for attendees at this 
year’s EPIC effort.
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7-cart eCommerce: 

www.logicblock.com 800-808-2660

& more...

Mobile Ready
Catalog Management
Custom Design Capabilities
SEO Friendly
Order (EDI) Integration
No Long-term Contract

INTERNET HEROES 
FOR HIRE.
a uniquely positioned eCommerce 
product for dealers with a vision

ask us about our new
INTEGRATION WITH DDMS

stop by to see us - Thursday, October 8th 
EPIC 2015 IN LAS VEGAS
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877.813.6390
FWMROCKS.COM

You’re an expert, a rock star. Your content shouldn't be a one hit wonder.

BLOGS / VIDEO / INFOGRAPHICS / WHITEPAPERS / CASE STUDIES / QUIZZES / LISTS

ROCK  YOUR  

CONTENT



http://pilotpen.us/brands/acroball/


Innovative Acroball advanced ink combines the vibrance of gel 
ink plus the smear-resistance of ball point ink for an incredibly 
smooth writing experience. Choose from Colors, Pro or PureWhite 
models in a variety of ink colors and let smooth, effortless writing 
propel your business into the future! Acroball Colors

Acroball 
PureWhiteAcroball Pro

 THE 

BALL POINT
FUTUREOF 

THE
IS 
HERE

SEE MORE ACROBALL AT PILOT’S EPIC 2015 BOOTH!

http://pilotpen.us/brands/acroball/


EPIC 2015 Event Schedule

Monday, October 5

3:00 p.m.-9:00 p.m. ........ Early arrivals

4:00 p.m.-7:00 p.m. ........ Registration

Tuesday, October 6

9:00 a.m.-6:00 p.m. ........ Arrivals

10:00 a.m.-6:30 p.m. ...... Registration

8:00 a.m.-5:00 p.m. ........ EPIC Sales Boot Camp (fee)

4:00 p.m.-5:30 p.m. ........ TriMega ThinkTank Breakout

5:30 p.m.-6:30 p.m. ........ Next Breakout and Mixer

6:30 p.m.-8:30 p.m. ........ Welcome Reception – Bamboo Pool

Wednesday, October 7

7:00 a.m.-6:00 p.m. ........ Tradeshow Setup – Exhibitors

8:00 a.m.-8:30 a.m. ........ Membership Breakfast

8:30 a.m.-9:45 a.m. ........ TriMega Membership Meeting

8:30 a.m.-9:45 a.m. ........ Independent Stationers Only Seminars

9:45 a.m.-11:00 a.m. ......  Independent Stationers Shareholders 
Meeting

9:45 a.m.-11:00 a.m. ...... TriMega Only Seminars

11:00 a.m.-12:15 p.m. ....  Joint Seminars  
(exhibitors welcome to attend)

12:15 p.m.-1:15 p.m. ...... Seminar Lunch

1:15 p.m.-2:30 p.m. ........ Joint Seminars

2:30 p.m.-3:45 p.m. ........ Joint Seminars

3:45 p.m.-5:00 p.m. ........ Joint Seminars

6:30 p.m.-9:00 p.m. ........  Member & Exhibitor Party 

Thursday, October 8

Registration

8:30 a.m.-9:00 a.m. ........ Breakfast

9:00 a.m.-10:15 a.m. ...... General Session

10:30 a.m.-4:30 p.m. ...... Tradeshow Open

11:30 a.m.-1:30 p.m. ...... Lunch

4:45 p.m.-7:00 p.m. ........ Prize Drawing Reception

Event concludes

Friday October 9

6:00 a.m.-12:00 p.m. ...... Departures

Thought Leader 
Peter Sheahan to 
Offer EPIC Keynote

Business thought leader Peter Sheahan, an expert 
on driving innovation and creating lasting behavior 
change, will serve as keynote speaker for this year’s 
EPIC event

A highly successful entrepreneur himself and the 
author of six books, including international bestsellers 
Fl!p and Generation Y, Sheahan will speak on “Un-
leashing the Entrepreneurial Spirit and Turning Your 
Good Ideas into Great Results.”

“There is no shortage of ideas in the world but there 
is a shortage of people with the ability to transform 
those ideas into reality,” he contends.

Combining the need for imagination and action, 
Sheahan’s presentation will go deep into the secrets 
of positioning ideas, products and services in a way 
that makes people not only pay attention, but to part 
with their time, money and energy. Sheahan will: 

•  Step you through the five phases required to 
transform an aspiration into a good idea, and 
then a good idea into a great result

•  Reveal the secret to getting a customer to buy 
into your idea by unpacking the four human 
drives

•  Show you how to accelerate your progress and 
get massive results faster than you ever thought 
possible

Sheahan will speak at the EPIC General Session at 
9:00 am on Thursday, October 8.

EPIC 2015 continued from page 38
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EPIC 2015 continued from page 42

New This Year: 
The EPIC Sales 
Boot Camp

Among the new features at this year’s 
EPIC show is a full-day EPIC Sales Boot 
Camp that’s designed to provide compre-
hensive and cutting edge training to the 
dealer sales team, both sales reps and 
managers.

The boot camp takes place on the front-
end of EPIC 2015, Tuesday October 6, 
and will be presented by sales training 
veteran Paul Bramson.

“An effective sales process is not one that 
simply focuses on the nuts and bolts of 
office supply products, or memorizing 
product presentations that fall on deaf 
ears,” says Bramson. 

“Consultative selling is about under-
standing how office supply products can 
help organizations achieve their business 
goals, and about effectively linking your 
products, which now become solutions, 
to your customers’ needs. When you seek 
and identify the right ‘fit’, then you’ve set 
the stage for a successful office solution 

selling opportunity. This will differentiate 
you from other sales people – especially 
in the dealer world.”

The workshop will feature practical exer-
cises, activities and role playing designed 
to build skills and knowledge on asking 
probing questions, effective listening and 
identifying and uncovering impact situa-
tions to help understand the prospects/
customers Goals, Situation and Impact 
(GSI).

“Our time with prospects is limited and we 
must use every second of that time un-
covering the vital information that is need-
ed to ensure we can meet the needs of 
the customer,” says Bramson.

Attendees will learn all that and more, he 
promises.

For more information, visit http://www.
wherebighappens.com/?page_id=4233.

COMING SOON 
a new line of Safety Products for your customers.  

SAFETY FIRSTWWW.SAUNDERS-USA.COM  
1.800.341.4674  • READFIELD, ME

HI VIS Slimmate
Storage Clipboard
Item# 00573 HI VIS Yellow
Item# 00579 HI VIS Orange 

First Aid Kits
Item# 67104 - Child Care 
Item# 67103 - Restaurant

HI VIS 
Clipboards
Item# 21659 - HI VIS Orange
Item# 21673 - HI VIS Yellow

MADE IN THE 

USA

Available 
NOW

Win FREE Product!
Visit the Saunders Facebook 

page and post an answer to the 
question below and use the Hashtag 
#SaundersSafetyFirst to enter to 
win $500 WORTH OF SAUNDERS 

PRODUCTS.

See www.saunders-usa.com for additional solutions

Which is your favorite 
HI VIS color; 

Yellow or Orange?

Proudly assembled in the USA by adults who are blind or have disabilities.

Click here
to enter
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EPIC 2015 continued from page 43

A full schedule of industry education and training is on tap at this 
year’s EPIC, with many different types of workshops and semi-
nars. Here’s a brief overview of the sessions, both for all dealers 
and for IS or TriMega members only. They are all scheduled for 
Wednesday, October 7.

Sessions open to members of both groups

11:15 a.m. – 12:30 p.m.

How to Effectively Buy or Sell a 
Business
Presented by Mike Dudek, CPA, the Zygoquest Group 

This presentation will focus on how to prepare a business for 
sale and improve its value; what elements are considered as 
most important and valuable by buyers, and how to mitigate 
pre-closing and post-closing risk whether buying or selling a 
business. Attendees will walk away with practical M&A knowl-
edge and real deal examples which will give them valuable 
insight to rely upon later. 

Janitorial and Break Room: Trends, 
Developments and Opportunities
Presented by ISSA

This session will examine how the janitorial/sanitation category 
is developing and identify the key factors to ensure success 
and sustainable growth. Also on the program: how to design a 
winning product range and distribution strategy.

Best of the Best—Dealer Best Practices 
Shared
Presented by TriMega and Independent Stationers 
members

Hear tips and techniques for success from your fellow dealers. 
Ask questions, share your ideas, and leave with real-life take-
aways you can use in your own business.

TWO-TONE 
POLY PORTFOLIOS

Stylish Two-Tone Material  

Eye-Catching Mirror 
Finish on Exterior

Durable, Super 
Heavyweight 
Polypropylene

(800) 323-6084
c-line.com

Visit C-Line at
the EPIC Show

YOU NEED
WE HAVE
 organization tools 

CLI-34701, Gray/Green
CLI-34705, Blue/Orange
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EPIC 2015 continued from page 44

Systems Switch—Moving to a New 
System Best Practices
Presented by T.J. Crayne, PTC Associates

Hear your colleagues discuss the pros and cons of switching 
systems and deploying new technology. Topics include effective 
system selection, current system evaluation, comparing system 
capabilities, system alignment with company strategy, system 
sales process, data conversation techniques and more.

The Best of Both Worlds Come Together 
– EPIC Business Essentials
Presented by Kevin France, Grady Taylor and the EPIC 
Business Essentials Team

Discover EPIC Business Essentials, the newly formed com-
bination of the IS National Accounts program and TriMega’s 
Point Nationwide. Learn how the two groups are combining the 
best-of-the-best of both entities in order to help their members 
succeed.

1:30 p.m. – 2:45 p.m.

Rebranding Your Business
Presented by Dale Mahabir, Fortune Web Marketing

This session will provide attendees with a framework for brand-
ing, teaching them first how to develop and launch a brand, 
then measure its success. Learn how to go about defining and 
positioning a brand and communicating it effectively, both inter-
nally and externally.

How to Secure More New C-Level 
Meetings
Presented by Kate Kingston, the Kingston Training 
Group

Discover how to attract C-level decision makers by using tech-
nology that is right at your fingertips. Gain new techniques for 
attracting more C-level attendees at your next expo or learning 
luncheon.
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Furniture Trend Watch—
Capture More Business 
with Your Current 
Customers
Presented by sales leadership from 
The HON Company

Learn how you can use office furniture 
to gain even greater traction with your 
existing supplies customers

The Big 3 Becoming the 
Big 1: How to Capture Big 
Opportunities from It
Presented by Michael Rowsey, 
Harbinger National

Join this roundtable discussion, facilitat-
ed by industry veteran Mike Rowsey, to 
examine what the proposed Staples-Of-
fice Depot merger will mean for our in-
dustry, our channel and for independent 
dealers. Exchange ideas, tactics and 
learnings from fellow dealers on making 
the most of the big three becoming the 
big one.

Conquering the Public 
Sector
Presented by EPIC Business 
Essentials team members and TCPN 
VP Chris Penny

Learn about the tools available to help 
you compete, win and make money 
selling to the public sector through 
cooperative contracts like TCPN and 
AEPA. Explore the changing landscape 
of purchasing cooperatives and big box 
consolidation and how it will benefit you 
and your bottom line.

2:45 p.m. – 4:00 p.m. 

Top Time-Saving 
Microsoft Excel 
Techniques and Tricks to 
Do Business Smarter
Presented by Steve Turner, Turner 
Time Management

Long time industry expert Steve Turner 
will demonstrate how to use Excel more 
productively for your business. Topics 
include the most overlooked Excel time 
saving commands, valuable secret func-
tions and techniques, how to use auto fill 
for more than just sums, creating cus-
tom headers and footers to identify your 
spreadsheets and more!

Sales Coaching and Sales 
Assessments for Success
Presented by Jeff Gardner, 
Maximum Performance Group

Industry trainer Jeff Gardner will share 
the strategies and tactics successful 
sales leaders use to help their sellers 
close more sales. Topics will include how 
to add 22% more new customers each 
month, what makes top performers tick, 
negative sales leadership roles to avoid 
and more.

Five Ways to Make 
Your Business More 
Successful
Presented by Sales and marketing 
consultant Dave Fellman

In this fast-moving session, you’ll learn 
how to be more visible in the market-
place, how to build a better, stronger 
team, how to get all the value from your 
customers, how to plug your time man-
agement leaks and more!

How Business Owners 
Can Become Invincible to 
Lawsuits and Save $$$ in 
Taxes
Presented by Larry Oxenham, 
author of The Asset Protection Bible

Find out how to structure your business 
for lawsuit protection and prevention, 
reduce liability insurance costs, minimize 
taxes and create successful estate and 
business succession plans. Also, how 
business owners can protect 100% of 
their professional and personal assets 
from lawsuits and avoid the most com-
mon asset protection mistakes.

4:00 p.m. – 5:15 p.m.

Achieving Revenue 
Growth through 
Workplace Ergonomics
Presented by Jonathan Puleio, 
Humanscale Corporation

Find out how a renewed focus on sup-
porting worker health and wellness can 
lead to revenue growth, increased market 
differentiation and stronger client rela-
tionships. Gain guidance and insight on 
how best to position your dealership as a 
resource for health and wellness using a 
consultative sales process. 

EPIC Business Essentials 
National Account 
Opportunities
Presented by Toby Tobin, Scott 
Zintz, Neera Yanus and Kevin 
France

Join the EPIC Business Essentials team 
to learn how EPIC the opportunities are 
for your dealership through the wide 

EPIC 2015 continued from page 45
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EPIC 2015 continued from page 46

array of national account programs 
including public sector, healthcare, 
banking, commercial, associations and 
much more. Discover how you can pro-
tect current opportunities by utilizing a 
National Account contract and gain more 
business, increase sales and add more 
$$$’s to your bottom line and capture 
opportunities that are typically serviced 
by big boxes.

The Latest and Greatest 
in Digital Marketing - 
Dealer Panel
Presented and moderated by 
Jennifer Schulman, Fortune Web 
Marketing

Learn from your fellow dealers who have 
advanced their Digital Marketing Strategy 
over the years, coupled with a short pre-
sentation on “The Top 10 Items You Need 
in Your Digital Strategy for 2016.” 

A Sustainable Advantage 
- Building the Business 
Case for Sustainability in 
the Office Products World
Presented by Scott Zintz, 
Independent Stationers

Explore the cost savings you can bring 
your customers through greener opera-
tions and green delivery models. Find out 
how you can use sustainability messag-
ing and product to position your business 
for increased sales and new revenue 
streams. 

The Best of Both Worlds 
Come Together – EPIC 
Business Essentials
Repeat of 11:15 am session

IS-Only Sessions

8:45-10:00 am

The Federal Triangle
Presented by Russell Gatewood, 
Independent Stationers

Join Russell for a three-part discussion 
on the IS Federal Sales Program and 
hear updates on the current status of the 
group’s MAS and FSSI contract solu-
tions. Also on the program: dealer best 
practices for marketing to the federal 
government and responding to solicita-
tions.

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

Join our conversation on Facebook and LinkedIn for more information.
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Cracking the Healthcare Market
Presented by Betsy Hughes, Friends Business Source 
and Scott Zintz, Independent Stationers

This session will focus on how you can make the most of what 
is the fastest growing market in today’s economy. Discov-
er what you need for healthcare market success. Learn how 
healthcare entities make their decisions, why they buy and the 
tools you have as a member at your disposal to win new busi-
ness and retain existing business.

The Inside Track to a Successful Inside 
Sales Department
Presented by representatives from member dealers 
Consolidated Office Systems, The Office Shop and 
many more

Join us to learn about best practices for managing an inside 
sales department to grow sales, cut cost, increase margins and 
take customer service to the next level. 

Navigating the IS Website
Presented by Janet Eshenour and Ty Blankenbaker, 
Independent Stationers

This session will examine how to best utilize all of the vital in-
formation housed on the Independent Stationers website. Also 
on the agenda: how to get a login, what to do if you forgot your 
login, where you find vendor price files, how to locate webinar 
recordings, how to find the quarterly load password and more!

Revamp Your Digital Marketing with 
IntelliWeb (2:45 session time)
Presented by Janet Eshenour, Independent Stationers 
and Charlie Cleary, Cleary Consulting

In this seminar, Independent Stationers will describe in detail its 
IntelliWeb full-service digital marketing program. If you’re an IS 
member, discover how you can access a professional, custom-
ized website home page that integrates with your e-commerce 
system, corresponding email marketing campaigns that will en-
gage your customers, creative blogging on your social networks 
that will generate new leads and much more!

TriMega-Only Sessions

10:00 -11:15 am

Ten Tips to Get the Most Out of Your 
TriMega Membership
Presented by Grady Taylor, TriMega

An updated and enhanced edition of the successful seminar 
from EPIC 2014, this session will offer TriMega members tangi-
ble tips, tactics and ideas they can use to increase the ROI on 
their membership. Discover how to leverage programs that can 
help you lower your cost of goods, increase cash flow, increase 
your sales and sharpen your industry knowledge. 

The Internet of Things and What It 
Means for You and Your Customers
Presented by Brian Stevenson, TriMega

A market that started with managed print (MPS) a few years ago 
continues to expand throughout the office. The opportunities 
to connect things in the office to products and services you 
provide is almost limitless and that spells outstanding growth 
opportunities for you and your dealership. Learn how to make 
the most of them at this fast-moving session.

Idea Swap: Three Separate Interactive 
Networking Sessions for TriMega 
Members
A TriMega first, an Idea Swap session is designed to provide 
members the opportunity to share best practices, discuss the 
issues that keep them awake at night and swap big ideas in an 
open exchange among small groups of non-competing, similar-
ly sized members. Sessions will be filled on a first-come, first-
served basis (to build non-competing groups) and networking 
groups will be developed in the weeks leading up to the event. 
Three separate sessions are on the schedule. Bring your ideas 
to share, your insights to add and an open mind to make the 
most of it all!
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EPIC 2015 Knowledge & Learning Schedule

Wednesday October 7, 2015  
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8:00am – 8:45am Group Breakfast and Event Kickoff  
Independent Stationers & TriMega 

8:45am – 9:45am TriMega Members Only Meeting

IS Specific Seminars

8:45am- 9:45am The Federal Triangle Cracking the 
Healthcare Market

The Inside Track to 
a Successful Inside 
Sales Department

Navigating the IS 
Web Site

9:45am- 10:00am Group Break –Independent Stationers & TriMega

10:00am- 11:15am Independent Stationers Shareholders Meeting

TriMega Specific Seminars

10:00am- 11:15am Ten Tips to Get the 
Most Out of Your Tri-
Mega Membership

TriMega Technology 
–  The Internet of 
Things

Idea Swap 
 - Room #1

Idea Swap 
 - Room #2

Idea Swap 
 - Room #3
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11:15am- 12:30pm How to Effectively 
Buy or Sell a 
Business 
Mike Dudek
Zygoquest Group

Janitorial and 
Breakroom:  
Trends, 
Developments, and 
Opportunities 
ISSA

Best of the 
Best – Dealer 
Best Practices 
Shared 
Panel Discussion

Systems Switch 
– Moving to a 
New System Best 
Practices  
Panel Discussion 
 
T.J. Crayne  
Moderator

The Best of Both 
Worlds Comes 
Together – 
EPIC Business 
Essentials   
Kevin France and 
Grady Taylor

12:30pm- 1:30pm Group Lunch

1:30pm- 2:45pm Rebranding Your 
Business  
Dale Mahabir
Fortune Web 
Marketing

Cracking the 
C-Suite: How 
to Secure More 
New C-Level 
Meetings  
Kate Kingston
Kingston Training 
Group

Furniture Trends 
Watch – Capture 
More Business 
With Your Current 
Customers 
The HON Company

Staples/OD/OM - 
The Big 3 Becoming 
the Big 1: How 
to Capture Big 
Opportunities From 
It 
 
Mike Rowsey

Conquering the 
Public Sector 
EPIC Business 
Essentials Team & 
TCPN

2:45pm- 4:00pm Top Time-Saving 
Microsoft Excel 
Techniques & Tricks 
to Do Business 
Smarter
Steve Turner  
Turner Time 
Management

Sales Coaching and 
Sales Assessments 
for Success 
Jeff Gardner

5 Ways To Make 
Your Business More 
Successful 
Dave Fellman

How Business 
Owners Can 
Become Invincible 
to Lawsuits & 
Save $$$ in 
Taxes 
Larry Oxenham
American Society 
for Asset Protection

IS Specific Session 
Revamp Your Digital 
Marketing With 
INTELLIWEB
Janet Eshenour and 
Ty Blankenbaker

4:00pm – 5:15pm Achieving Revenue 
Growth Through 
Workplace Ergo-
nomics 
Jonathan Puleio 
Humanscale Con-
sulting

EPIC Business 
Essentials National 
Account Opportuni-
ties  
EPIC Business 
Essentials Team

The Latest & Great-
est in Digital Mar-
keting  
  
Dealer Panel 
Jennifer Schul-
man Fortune Web 
Marketing
Moderator

A Sustainable Ad-
vantage - Building 
the Business Case 
for Sustainability in 
the Office Products 
World
Scott Zintz-IS

The Best of Both 
Worlds Comes 
Together – EPIC 
Business Essentials  
Kevin France and 
Grady Taylor

EPIC 2015 continued from page 48
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3M

Acco Brands

Acme United

Advantus

Advertising Specialty 
Institute

Amax (Stanley Bostitch)

American Tombow

AMMEX

Arlington Industries 
/Carolina

Avery

AVW, Max Pro

Balt/Best-Rite

Baumgarten’s

BIC Consumer Products

Bi-silque/Mastervision

BMI

Boise Paper

Boss Office Products

BOX Partners

The BP Group

Brother International

Bush Business Furniture 
(BBF)

CANON

Chartpak

Chicago Lighthouse  
Industries

C-Line Products

COE Distributing

Crayola

Deflect-o

Dial

Digitek Computer Products

DiverseID

Diversified Computer  
Supplies

Dixon Ticonderoga

DMI

E.S. Robbins

ECi Software

Eco-Products

eDist Business

Educators Resource

Elmer’s Products

Energizer

Enterprise Group

Esselte

Essendant

Eurotech

Fellowes

Fireking

Fiskars Brands

Flash Furniture

Fortune Web Marketing

Georgia Pacific

Ghent

GOJO Industries

Gould Paper

Hewlett Packard

HOSPECO

House of Doolittle

HSM of America

Iceberg

Imation

Imprint Plus

Intertape Polymer Group

ISSA

KFI

Kimberly-Clark Professional

Lee Products

Lesro Industries

Liberty Laser Products

Logicblock

Master Manufacturing Co.

Max USA

Maxell

Mayline

Millennium Mat

MMF Industries

Navitor/Cosco

Neenah Paper

Nestle Professional

Newell

NOPA

Officemate International

Office Snax

Papa Nicholas Coffee

Paris Business Forms

Pentel of America

Pilot Pen Corp.

PM Company

Quality Park

R3 Safety

Rayovac

Right Angle Products

S.P. Richards

Safco Products

Samsill

Saunders Manufacturing

Screenflex

Sentry Group

Shachihata (X-Stamper)

ShurTech Brands

Smead

Special T

SSI

Stewart Superior

Storex

Supplies Network

Synnex

Tabbies (Xertrex)

Tennsco

TOPS|

Turbon Group

Unimed Corp.

UPS

Verbatim

Veritiv

Victor Technology

Virco

West Point Products

Zebra Pen Corp.

ZEP
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Too many companies fail at creating a 
strong, high performance sales force, 
most often because their sales managers 
work from instinct and results, rather 
than process and activity. It doesn’t 
have to be that way. A good activity 
management program is within the reach 
of any company, whether you have one 
salesperson or 1,000—and it can be your 
best friend in developing sales results.

Activity Management is the process of 
quantifying sales inputs (the various 
types of activity that go into making a 
sale for your company) and using those 
numbers to reliably predict outputs (sales 
results), as well as to better manage your 
salespeople. 

Nearly every sale can be broken down 
into several different activities, with your 
sales funnel narrowing as the activities 
are performed. 

By counting the numbers of the different 
types of activities performed in a given 
time period and then measuring those 
activities against proven success-

generating activity patterns, we can 
diagnose sales problems and arrest 
negative work patterns before they 
become critical. 

In addition, we can alter the performance 
of our salespeople by working with them, 
rather than simply commenting and 
criticizing results.

Of all the skill sets that make up a good 
sales manager, the most valuable (and 
most rare) is the skill to alter performance 
by troubleshooting and coaching 
substandard performance. Closely 
related to this is the skill of coaching 
for improvement in an already strong 
performing salesperson. 

Many managers, frustrated with the 
difficulty of coaching, prefer to simply 
fire and hire salespeople. Sometimes, 
management-generated turnover is 
desirable but often, turnover just leads to 
more turnover. 

In generating sales results, you only 
have two variables to work with: quantity 
of activity (is the salesperson meeting 
expectations for calls, presentations, 
proposals, etc.?) and quality of activity 
(is the time spent with customers 
spent in high-value ways with quality 
communication?) By understanding 
those two variables, you take the mystery 
out of coaching.

We’ll save coaching for quality of activity 
for another time. For now, let’s talk about 
quantity.

Developing Your 
Target Numbers
First, it’s essential that you have a good 
set of numbers to work with. These 
numbers should be based on real-world 
sales history with your company and will 
provide a roadmap for the salesperson to 
achieve success.

The basic concept of sales activity 
management is this: Each salesperson 
has an expected amount of sales he or 
she needs to generate in a given time 
period. 

The average ratios of proposals to sales, 
first appointments to proposals, calls to 
appointments, etc. dictate the quantities 
of each activity needed. 

For instance, if the salesperson closes 
50% of his or her proposals and is 
expected to sell four new customers per 
month (or close four deals per month), 
that salesperson will need to have at 
least eight proposals in the same month.

By understanding your ratios and 
managing your sales team’s efforts to 
them, you can better assure that your 
goals will be met.

First, let’s understand your key ratios 
(feel free to fill in below):

Proposals to sales:  _________%

Appointments to proposals:  _________%

Calls to appointments: _________%

My own preference is to manage 
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activity on a weekly basis rather than monthly or quarterly. The 
farther you spread out the management schedule, the less 
urgency there will be to fulfill activity quotas. You’ll end up with 
‘cramming’ the last week or two of the month and that’s not 
helpful. 

Let’s look at a real-life example. Let’s say that the result you 
want is one new customer per week. Your ratios above might 
be:

Proposals to sales:  50%

Appointments to proposals:  33%

Calls to appointments: 20%

In this example, to reliably achieve one new customer sale 
week in and week out, your salespeople would need to 
have two proposals per week (because only 50% close), 
six appointments per week (because only one of each three 
appointments yielded a proposal), and 30 calls per week 
(because one of five calls yields an appointment). 

With those numbers in place, you now have an activity road 
map. Don’t skip this step! Without some sort of an activity road 
map based on your company’s real life numbers, you will never 
be able to reap the benefits of activity management.

Once you have your numbers, they should be shared with 
salespeople at the point of hire (I like to put expectations in the 
offer letter and have them sign as having received the letter) 
and reinforced constantly through sales meetings, one-on-one 
sessions and evaluations.

Integrating New Business with 
Current Customer Calls
If, as with many sales forces, your salespeople have to make 
calls on current customers as well as new customers, you need 
to make some decisions. Basically, you need to decide how 
much of your reps’ time will be spent on current customers and 
how much will be spent on prospecting. 

Start, as above, with the number of needed new customers, 
proposals, appointments, etc. Then figure out how much time 
is needed to accomplish this. That’s your percentage of time on 
new business. The remainder is spent on current customers. 

Give it the sniff test: Is the mix reasonable to get the desired 
results in a 40-hour week? If not, adjust as necessary. 

My advice is to have at least 25% of the salesperson’s time 
spent on prospecting. Any less and you’ll find that prospecting 
goes by the wayside.

For current customers, I’d recommend simply using “Quality 
Appointments” per week as a metric. A “Quality Appointment” 

is one where there is a substantive conversation with a decision 
maker that advances the company’s interests.

Troubleshooting
The first step in troubleshooting sales performance is to look 
at the quantity of activity. If the salesperson won’t do the work, 
it doesn’t matter how good they may or may not be in front of 
the customer; they’ll never see enough customers to make their 
goals. 

Begin the troubleshooting process by evaluating the 
salesperson’s actual activity versus the expected activity. If the 
salesperson isn’t meeting activity metrics, it’s time to find out 
why. The two most common reasons are:

•  The salesperson simply isn’t doing the work.

•  The approach used by the salesperson isn’t meeting the 
expected ratios (for instance, the salesperson is making the 
appropriate number of telephone calls but is not getting the 
necessary appointments). In this case, quantity and quality 
become intermingled.

If there is a quantitative issue, begin troubleshooting at the 
highest point in the sales funnel (i.e. calls). Work downward as 
activity goals are met. 

If the salesperson is performing enough calls, are they getting 
enough appointments? If not, that might mean that they are not 
executing the call well. If they are, move from appointments to 
proposals, proposals to sales, etc. At some point, you’ll find the 
problem and then you have something to work from. 

Sometimes, the answer is qualitative coaching; sometimes, the 
answer is simply to have your salesperson work above your 
pattern. 

I once had a salesperson who simply wasn’t capable of 
substantially improving his quality of activity, but he improved 
his quantity so much above basic expectations that he still 
made our President’s Club. 

Once you understand these two variables and how to make 
them work for you, anything is possible.

One side issue is the size of the prospects or customers 
pursued. This method is dependent upon your salespeople 
pursuing customers of whatever you have deemed the 
appropriate size. If this is a problem, it’s simple to correct 
through some list generation and re-targeting.

This article has been excerpted from Troy Harrison’s new book, “The Pocket Sales 

Manager.” 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. 

HARRISON continued from page 51

SEPTEMBER 2015 INDEPENDENT DEALER PAGE 52

mailto:Troy@TroyHarrison.com
http://www.TroyHarrison.com


Learning to Kick the ‘Hopeium’ Habit
    By Tim Wackel

You’ve been working with a new pros-
pect for several months. All of your con-
versations have been positive, they seem 
to like you and all indications suggest 
they are interested in your ideas. They 
ask for a proposal and you spend hours 
crafting the perfect offer. You deliver the 
pitch with confidence and enthusiasm 
and then they say those magic words:

“Everything looks good. Let me get back 
to you in a few days and we can move 
forward.”

It is almost time to celebrate but a couple 
of days go by and you don’t hear any-
thing. You tell yourself, “She is probably 
just busy…no sense in becoming a 
pest…I’m sure she will contact me soon.” 

Quickly the days turn into a week and 
still nothing happens. You finally decide 
to follow up but are surprised that calls 
aren’t returned and your emails seem to 
vanish into a black hole. 

Sound familiar?

So what went wrong? How can you 
prevent this from happening again? Here 
is some practical advice to help you kick 
the “hopeium” habit and begin filling your 
pipeline with real opportunities.

Start by asking fewer “hopeful” ques-
tions. They add almost no value and 
make it too easy for your customer to be 
agreeable. 

When reps look for nothing but good 
news, that is typically all they get. Asking 
hopeful questions like “Are we still in 
good shape to get the contract signed 
this month?” or “Does this pricing model 
look OK?” might make you feel better but 
they don’t encourage candid dialog. 

You can reduce your “hopeium” habit by 
asking a few key questions focused on 
flushing out potential bad news. 

Questions like “I get the feeling that 
this pricing model makes you nervous, 

doesn’t it?” give the customer permission 
to share their concerns (“Yes, I’m still a 
little nervous about price”). They don’t 
feel the pressure of having to introduce 
bad news because you have already 
broken that ground for them. 

Some of you are probably thinking it’s 
risky to introduce fears, uncertainties and 
doubts during the selling process. And 
odds are pretty good that your pipelines 
are filled with stalled opportunities sur-
rounded by nothing but good news. 

You don’t have a clue as to why the deal 
isn’t moving forward and you keep “hop-
ing” that something will happen. Maybe 
you need to re-evaluate your approach. 

When you ask questions focused on 
flushing out bad news, one of two 
things will happen. Your customer 
will either validate the bad news 
(“Yes, I’m still a little nervous about 
price”) or they will push back and 
defend their position (“No I’m not 
nervous about the pricing model. 
As a matter of fact, I think  
this looks like something we  
can do”). 

Either response is positive 
because you are encouraging 
them to share their reality and 
that is where genuine opportu-
nities are created.  

Your success is a function of 
how well you discover, explore 
and resolve your customers’ 
concerns. The critical piece that 
most reps overlook is creating an envi-
ronment that makes it safe for buyers to 
share their uneasiness. 

If the customer thinks you will resist or 
balk at bad news, there is a good chance 
that you’re not going to hear any. At least 
not until it is too late.

You can build a sales career by knowing 
how to get customers to say “yes.” You 

get to the top by making it easier for 
them to say “no.” 

What is your approach? 

Tim Wackel is a veteran sales trainer 

and founder and president of The 

Wackel Group, a training and 

consulting firm dedicated to 

helping organizations find, 

win and keep customers 

for life. To learn more, visit 

www.timwackel.com.
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No matter how good a salesperson you are, at 
the end of the day there are still only two ways 
to grow your business: Either sell more to your 
existing account base or find new customers 
to sell to.

In both cases, breakroom products offer ex-
ceptional opportunities to help build your top 
line. Unlike jan-san, for example, you do not 
need any technical product knowledge to 
make the sale and generally speaking, you will 
find the category offers less price sensitivity. 

With existing clients, you should always ask 
what else they might want or need and let 
them know you can literally provide a “soup-
to-nuts” solution for their breakroom. When 
it comes to acquiring new customers, break-
room products can be an equally valuable re-
source. 

Face it: for most sales reps, prospecting is 
a difficult task. It takes us beyond our sales 
comfort zone and exposes us to rejection and 
nobody likes that. But every dealer will inev-
itably lose some customers every year just 
by a process of attrition and that means it’s 
critical to develop a strategy for seeking new 
clients and to be committed to implementing 
that strategy both consistently and continually. 

How can we make prospecting fun and com-
fortable for our people? Used properly, break-
room products can provide a powerful answer 
to that question. 

As a prospecting tool, breakroom products are 
not only effective. They can also be a lot of fun, 
too! Here are just a few ideas: 

Develop a letter of introduction on your firm’s 
letterhead that introduces your company as a 
part of the community and yourself as a moti-
vated sales representative. Include some fun 
items and wording. For example: Popcorn is 
a great item to include with the letter and your 
business card… It’s also a great opportunity to 
ask, how do we get something Popping with 
your Company? 

Lollipops can be another good door-opener. 
You can include verbiage in your letter along 
the lines of “You will never be a sucker when 
you do business with a local company like 
ours.” 

Including small salt and pepper shakers with 
the letter gives you a way to talk about how the 
prospect can “add spice” to their breakroom 
by becoming a customer. Cookies work, too, 
as in “We don’t put cookies in your e-mails: we 
put them in your breakroom!”

Add your business card and any other piece 
you feel important, but make certain the let-
ter ties in with the breakroom theme and the 
goodies you are sending along.

You will probably develop your own more fo-
cused ideas, but the key is putting together 
these envelopes with the items. 

Keep those products in your car as you work 
your market. When you call on a new account, 
ask to see the buyer but don’t be surprised if 
an appointment is required. Accept all that—
you don’t have much choice—but ask the re-
ceptionist to give the envelope to the buyer, 
ask for the phone number or extension and fol-
low up in 2-3 days to request an appointment.

Here is how you can make this a consistent 
strategy: Put together 52 envelopes and keep 
them in your car in a prominent place. Promise 
yourself you will hand out one a week and you 
will follow up each and every one by the end 
of each week. 

Placing 52 cleverly-worded letters with the 
items will get you the attention you need to 
start growing sales. And while the fun part of 
the campaign is unashamedly corny (pun in-
tended), it makes it easier for you and more in-
teresting for prospective customers and helps 
to build relationships that go beyond just buy-
ing and selling products. 

Bon appetit and good selling!

Bill Baker is the owner of Office Snax, Inc. (www.

officesnax.us)

Advertorial

Breakroom Products: 
Your Key to Sales Growth
By Bill Baker
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Think about the many changes that have 
taken place in the office products industry 
in the past 10 years and the impact that 
they have had on your marketing efforts, 
your sales reps, your sales approach and 
your growth. We’ve all been affected by 
factors such as online ordering, consoli-
dation, difficulty prospecting, use of so-
cial media, Internet competitors, lower 
margins, more product categories…just 
to name a few. 

There is no doubt the role of the sales per-
son has changed. Many salespeople and 
sales organizations are trying to be forward 
thinking and adapt to these changes. Un-
fortunately though, there are still plenty of 
salespeople, sales organizations and even 
trainers on selling skills who are still living 
in the past, in spite of their best efforts to 
move forward into the 21st century. 

Are you still using “old school” selling 
habits or trying to change things up yet 
having lackluster results?

I’d like to walk you through a few sales 
myths that tend to hold reps and compa-
nies back, in the hopes that you begin to 
change your mindset, elevate your sales 
conversations and change your sales ap-
proach once and for all. 

Sales Myth #1: Customers want to see 
you. Unfortunately, many customers to-
day don’t feel the need to “visit” with a 
salesperson. A sales rep may think it 

is their job to stop by and check in with 
customers, pick up orders and drop off 
samples or flyers. But do customers re-
ally want to see you? Is that the best use 
of your time and theirs, or is it time to 
change old habits? 

Fact: Today’s fresh breed of buyers don’t 
want to see their sales rep; they prefer 
connecting through text, email or social 
media. 

Communication methods have changed, 
certainly with the younger generation. If 
your customers need information, or want 
to purchase a product today, it’s just a 
click away. 

Your competition is intensifying with Inter-
net marketers and online shopping. With 
70% of the U.S. using smart phones, mo-
bile data usage doubled last year alone. 
Your buyer has the entire world’s informa-
tion at their fingertips. Why do they need 
to see you? 

Sales Myth #2: Customers don’t want 
to order online. Sure, there are still some 
customers who just don’t want online or-
dering. We hear this often from dealers 
whose online sales are not up to par. 

Is it because they themselves don’t em-
brace technology? Are they afraid it will 
devalue them and be too impersonal? Or 
is it because all too often, the indepen-
dent’s online ordering site is cumbersome 

in comparison to more sophisticated plat-
forms? 

Fact: Whether we like it or not, online is 
becoming the preferred ordering method. 
There are plenty of 100% online ordering 
sites for office products today and the big 
boxes process 98% of their orders online. 

The average small to medium-size OP 
independent is still processing less than 
30% of their office products orders on-
line, with many larger independents still 
processing less than 60% online. 

If your competition is getting the mind 
share of your customers and prospects, 
then where do you fit into this picture?

Forward Thinking: Consumers are hyper 
focused on information, research and re-
sponsiveness. This is not going to slow 
down. 

Do your customers have instant access 
to the information they need to make 
purchasing decisions? If someone has to 
email or call you to find out what you can 
do or what your price is, you may be do-
ing it wrong.

Sales Myth #3: Your old sales approach 
is still good. For years OP sales reps have 
been making cold calls to small and mid-
sized accounts, either calling over the 
phone for an appointment or stopping by 
a prospect’s office unannounced. 

Top Sales Myths to Avoid
By Krista Moore
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KRISTA MOORE continued from page 55

This approach often takes the form of the 
rep talking and telling about what they 
can do for them, as they try to get a list of 
commonly used items to quote on. Con-
versations are friendly and casual, often 
not strategic or with a high-level decision 
maker. 

Fact: If you win on price, you’re likely to 
lose on price. Small accounts are focused 
more on price and retention rates are 15-
20% lower than medium and large. 

A 2012 study of consumers revealed that 
72% of all buyers find unsolicited small 
talk from sales reps to be negative; 83% 
of sales calls go directly to voicemail, and 
71% of buyers make their decision based 
on trust and believability. 

What does all of this say about your cur-
rent sales approach and process?

Forward Thinking: If the customer’s 
needs have changed, if it is more difficult 

to get appointments and if you want to sell 
value not price, then it’s time to revamp 
your sales approach and messaging. 

If it’s difficult to differentiate yourself in 
your current market, then it may be time 
to re-train your reps and begin calling on 
larger, more sophisticated accounts, with 
higher level needs that you can meet. 

Companies that follow a proven and test-
ed professional sales process have a 94% 
chance of making the sale. Without a sys-
tem, the odds of success drop to less 
than 45%. 

Although having a system and per-
sistence are important, more critical in to-
day’s competitive environment are having 
professional selling skills and the ability to 
have meaningful business conversations. 

These conversations should take place 
from your buyers’ perspective and focus 
on what’s in it for them. What impact can 

you have on their business success? 

It is time to demystify, move away from 
“old school” and go boldly into the fu-
ture. Get out of your selling comfort zone, 
be creative with proposals and formalize 
your agreements. 

Challenge your reps to develop their sell-
ing skills and gain the confidence to sell 
to larger accounts. Make sure they have 
the ability to create true partnerships and 
have real business conversations. 

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.

Krista Moore wants to share 3 of her best revenue generating techniques 
that are guaranteed to help you get NEW business AND quickly turn 

prospects into life-long loyal customers.

FREE
Download!

INSTANT
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