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New Jersey Dealer Wins Federal
Contract for Iraq Embassy
Action Office Supplies in Lakewood,
New Jersey had plenty to celebrate
recently, after winning a contract to
provide office supplies and other items
to the American embassy in Baghdad.
Action is a relative new comer to the
government market and has only been
selling to Uncle Sam for about a year,
but it’s starting to pay off big-time,
explains president and CEO Sonny
Arora.
Action won the embassy contract
working through the TriMega GovernNet program, and the first shipment,
twelve containers including a healthy
selection of jan-san products and
computer cabling as well as office
supplies, was on its way last month.
“Selling the government is not that
different from your regular commercial
business,” says Sonny. “It all comes
down to hard work and persistence.” At
the same time, though, he gives plenty
of kudos to TriMega’s Grady Taylor and
Mike Tucker. “We wouldn’t have had the
opportunity without TriMega and Grady
and Mike were both instrumental in
helping us get the business,” he says
happily.”
St. Louis Dealer Earns
‘Best Place To Work’ Honors
The champagne was also flowing at St.
Louis-based Office Essentials, Inc., after
the dealership won honors from the St.
Louis Business Journal as one of the
city’s best places to work. Office
Essentials won first place in the fiercely
contested 50-199 employees and, says
owner and president Jim Porter, it reflects
a business philosophy that puts employees front and center.
“Making OEI a great place to work is the
only priority,” says Jim. “Because when
you have happy employees, who enjoy
coming to work every day and who truly
appreciate and respect their co-workers
and support staff, you in turn have very
happy, long-term, customers.”
Factors that earned Office Essentials the
award include:
• Frequent opportunities for all 51
employees to provide input on
decisions about how to serve clients.
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• Empowering employees to make
decisions on the job
• Regular review meetings where
supervisors meet with staff to
provide feedback on job
performance
• Open door access to top
management
• Giving employees a choice of
working at home or in the office
where appropriate
• Time off for volunteer work in the
community
• A company 401K plan as well as
healthcare and dental benefits
“Our goal in creating this company was to
make business personal again—not only
for our customers but for each other and
the communities that we service,” says
Jim, who founded Office Essentials with
partner Kenneth Houston just six years
ago. So far, the dealership seems to be
right on goal, reporting just a two percent
employee turnover since its founding.
Cox Hits One Hundred
It’s a big year for Cox Stationers and
Printers in Garwood, New Jersey, as the
company marks its 100th year of
continuous operations. Founded in 1907,
the company was owned and managed
by three generations of the Cox family
before being acquired by the Kaufman
family in 1983. Current president Michael
Kaufman is the second generation of his
family to run the business and while he’s
understandably proud of reaching such a
milestone, business as usual is the last
thing on his mind.
This year saw a major shift in direction for
the company, which in May set up a new
strategic alliance with a neighboring
office products dealer, Supplies,
Supplies (cute name!). “Cox is focusing
on printing sales for both companies;
Supplies, Supplies is handling office
products orders and it’s all been working
out really well,” he explains. Not bad for
an old guy and a pretty good model to lay
the groundwork for the next 100 years!
continued page 4
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Introducing
BUY LOCAL
CENTRAL, an
Important New Resource
for Independents
If you’re an independent office products
or office furniture dealer, you don’t need
me or anyone else to tell you about the
importance of buying from locally-owned
and operated businesses. But chances
are most of your customers and
prospects have no idea why they should
even think about it.
All too often, independents have to
battle against what can only be called a
prejudice against small business, a
mistaken belief that just because a
supplier is not part of a national chain, its
prices are higher, its product mix is
limited or inferior and its service is not as
good. And there’s often total lack of
awareness or concern about the whole
“Buy Local” issue.
It shouldn’t be that way and that’s why
this month, we’re introducing BUY
LOCAL CENTRAL, a special section of
the idealercentral.com web site made
possible by the generous support of
sponsors AMW and designed to provide
a one-stop resource for just about
everything you’d want to know about
this important issue.
Building awareness of the importance of
supporting local businesses is not easy. It
takes hard work, coalition building and an
ongoing program of consumer education
and marketing.
But the ideas and information you’ll find on
BUY LOCAL CENTRAL will show you just
what can be done and give you plenty of
resources to send an important message
to your customers and prospects:
Supporting the locally owned and operated
independents where they live is not some
kind of corporate welfare program. It’s
simply good business sense.
Feedback? Comments?
Click here: simon@idealercentral.com
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later this year will feature an AHA booth with representatives
explaining how Admiral Express customers can put in place
a similar program for their own people.
“We’ve never had a program that has caught on like this or
been as effective at cementing relationships with our
employees,” Al reports. “It wasn’t cheap, but it’s been worth
every penny!”

continued from page 2

Fitness Program Builds a Stronger, More Motivated
Team for Tulsa Dealer
In Tulsa, Oklahoma, Al Yoak and his team at Admiral Express
Office Supply have been racking up the losses over the past
few months and they couldn’t be happier. That’s because the
Admiral Express team has been losing the kind of things
most of us would like to bid farewell to—inches off the waist
and cholesterol—as part of a recently introduced companywide fitness program.
Traditionally during the summer, Admiral Express runs a sales
contest to help keep business going during the quieter
months. This year, however, Al decided to try something
different.
Inspired by a presentation at a meeting he attended of
Executives Women International, Al partnered with the
American Heart Association to launch the Admiral Express
Health Challenge.
Al arranged for free cholesterol checks and gave every
employee a pedometer to measure how much they walk and
how many calories they burn while exercising. He also
cleaned up the company break room, replacing sodas and
junk food with fruit juice and health bars.
Response was overwhelmingly enthusiastic. “As a company,
we’ve logged close to 15,000 miles in the past three months
and some of our people have lost as much as 25 pounds,”
reports Al proudly. And the company as a whole has slimmed
down a total of over 250 pounds.
Key to the program’s success, Al explains, is its team
approach. The entire company was organized into teams of
four or five that compete each week to see who can walk the
furthest, burn the most calories, or lose the most weight. And
a special in-house Health Challenge web site allows team
members to track their progress, see how they compare to
other teams, and get healthful eating and lifestyle tips.
In addition to making for a more motivated and healthier
workforce, the Health Challenge has also had a big impact on
Admiral Express’s customers, Al reports. “Customers started
talking about it almost from Day One and most of them think
it’s really neat,” he says. “We even ran an article on it in our
company newsletter and afterward they started asking their
drivers and salespeople how many steps they’ve logged.”
As a result, Admiral Express’s annual New Product Show

Goodmans, Phoenix Herman Miller Dealer,
Honors Local Nonprofit Leaders with
Annual ‘Eye for the Good Guy’ Contest
In Phoenix, Herman Miller dealer Goodmans Interior
Structures recently recognized two outstanding community
organizations and generated some outstanding publicity for
itself through its annual “Eye for the Good Guy” contest.
Now in its third year, the contest recognizes outstanding
leaders in the local nonprofit community in Phoenix and
Tucson, treating the winners to a $20,000 office remodel from
the dealership.
Winners were chosen through a combination of online public
voting and assessment by a panel of local judges. More than
40,000 votes were cast by the public during the month-long
voting period.

Calendar Blitz Delivers for Montana Dealer
Calendars might look like one of your basic commodity-type
categories, but, says Kathy Pierce of Reporter Big Sky Office
in Billings, Montana, everybody needs one and that means
plenty of strong and very profitable growth opportunities for
independents.
Each year at about this time, Reporter Big Sky Office runs a
calendar blitz that not only makes it easy for customers to
buy, but also encourages them to place their orders early so
they have no trouble getting their favorite style or color.
Step One for the promotion, Kathy explains, consists of
careful price checks, so that the dealership’s offering will be
competitive with the big boxes and mail order houses. Then,
special flyers go out to customers, with follow up phone calls
rolling out through August and September.
To add an element of fun and excitement to the program, the
dealership forms teams drawn from all departments—drivers,
purchasing, customer service and accounting, as well as
continued page 6
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training | education | coaching

All of your training needs under one umbrella...

United Dealer Training
The United Dealer Training program is a comprehensive training and
educational curriculum that provides our independent resellers the
knowledge and skills necessary to compete in today’s business environment.
I Management workshops
I Selling workshops
I Category workshops

I Marketing workshops
I Customer Care workshops
I Complete Brochure

The United Dealer Training program offers high quality affordable training workshops
specifically tailored to the business products industry. These workshops are designed to
help the independent dealer grow sales by focusing on three key areas: Account
Acquisition, Account Retention/Growth, and Account Resuscitation.
Phil Barnette, Manager United Training, brings over thirty years
of experience in Sales, Sales Management, Marketing as well as
training, development, course design and facilitating to the newly
developed and designed United Dealer Training Program!
Today he spends the majority of his time in front of Public
forums, Private forums, and individual coaching
with those clients who have attended a
workshop and have requested extra quidance.

For a complete listing of the upcoming United Dealer Training workshops, CLICK HERE.
To request additional United Dealer Training workshops in your area, contact your United
Stationers Account Manager or e-mail: udt@ussco.com.
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accomplished utilizing rapidly renewable products, bamboo
and cork for the flooring and carpet tiles with 30% recycled
content.

continued from page 4

Expansion for Louisville’s OEC

sales—who compete to win prizes for making the most sales.
For larger customers, Reporter Big Sky Office brings the blitz
right to their doorstep, with a series of Calendar Fairs held
on-site with the help of local At-A-Glance rep Rocky Cox of
Buddy Brown Associates. Typically, Kathy explains, the
dealership will set up for a couple of hours in a break room or
similar location, to present samples and take orders. “We’ve
had outstanding success with the blitz,” Kathy reports.
“Sales last year were $95,000, and this year we’re expecting
to break $100,000.”
Got a promotion that’s been working well and you’d like to
share it with your fellow independents? Just drop a line to
simon@idealercentral.com and we’ll take it from there.

In Louisville, OEC, Office Environment Company, which
celebrated its 100th anniversary earlier this year, has
acquired the customer list of Salem Office Supplies &
Equipment in Salem, Indiana, about 40 miles north of the
dealership’s headquarters.
“We already have a broad base of customers in southern
Indiana,” said OEC president Tricia Burke, “and this was a
great opportunity to cost-effectively expand the market for
our supply division ... with current staff and resources.”

Connecticut Dealer Honored as ‘Distinguished Citizen’
By Local Chamber of Commerce
Congratulations go to David Shulman, president and founder
of Middletown, Connecticut-based Suburban Stationers,
who was recently honored as a "Distinguished Citizen" by his
local Chamber of Commerce.
Shulman, who founded Suburban Stationers in 1979, is a
past president of the East Hampton Rotary Club, treasurer
and finance committee chairman of the Middlesex Central
Connecticut Red Cross and has served on local park and
recreation and economic development committees.
Buyout at Corporate Environments of Oregon
At Corporate Environments of Oregon in Portland, Chris
Corrado, managing partner, has bought out partners Ed
Sanman and Larry DeMarco. Terms were not disclosed.
Corporate Environments, which recently celebrated its 20th
anniversary, is a Knoll dealer.

Dayton Dealer Elements IV Interiors
Awarded LEED CI Silver Certification
Haworth Dealer Elements IV Interiors recently received LEED
CI Silver certification for its newly renovated headquarters
building in Vandalia, just outside of Dayton. Administered by
the U.S. Green Building Council, the LEED rating system
(Leadership in Energy and Environmental Design) is the
nationally accepted benchmark for the design, construction,
and operation of green buildings.
The showroom is one of the first LEED CI Silver buildings in
the state and is among the region’s most energy efficient and
environmentally friendly places to work, the dealership said.
Elements IV Interiors reused or recycled the majority of the
existing interior elements. Existing HVAC and electrical
systems were replaced with state of the art computer
controlled units tied to a central building monitoring
computer. The interior fit out of the building was
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What’s Your Good News?
If good things are happening at
your dealership, we want to hear
about it! Just drop an e-mail to
us (simon@idealercentral.com)
and we’ll take it from there.
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Introducing our new Smead FasTab™ Hanging Folders. It has a large, durable
built-in tab so you don’t have to mess around with plastic tabs and tiny labels.
It’s easy to write on and read, it’s compatible with standard file folder
NEW
™
labels, and it’s stronger than ordinary hanging folders.
It’s everything you need to work better. No plastic required. BUILT-IN TAB

FasTab

www.smead.com/fastab

© 2007 Smead Manufacturing Company. Patent Pending.
FasTab is a trademark of Smead Manufacturing Company.

Source Office Products:
Going Where Others Fear to Tread
By Jim Rapp
Ask office products dealers around the country if they would like to sell and service
HP printers, or any printers for that matter, and you would find very few takers.
Yet that’s just what John Givens did, with spectacular success. Now heading
up a $20 million business, headquartered in Denver with a branch in Atlanta
run by brother Rich, Givens tells how all this came about:
“Following my graduation from Duquesne University, I took a sales job with
Lanier in Florida, then became national sales training manager in Atlanta, and
finally sales manager for them in Denver. In 1990, I started a remanufactured
cartridge business, added printers, printer supplies and repairs, and several
years ago added office supplies.”

I John Givens, President and CEO
I Locations in Denver and Atlanta
I HP printers and
service, office
supplies
I Employees: 71
I In business since 1990
I Sales: $20 million
I Online sales: 73 percent
I Partners: TriMega, S.P. Richards
I Web: www.sourceofficeproducts.com

The company has experienced double-digit growth over the past few years,
with about 50 percent of its sales coming from printers, printer supplies and
service, and copy paper. They are no longer in the remanufacturing business,
but continue to sell some remanufactured items.
Givens says he is regularly asked by other independents, “How can you
make any money selling HP products?” His response, “First of all, we realize
that we’re dealing with an 800 pound gorilla, and it’s nearly impossible to get
this giant to change. So we have to innovate and find ways around the
extremely low margins on toner and paper.”
Givens says they do a number of things extremely well.
John Givens, President / CEO
Here’s his list:
• We stick with our niche, midmarket B-to-B customers with 25
or more PCs in use.
• We focus on account acquisition,
and our reps are highly skilled in
this area.
• We use a variety of pricing strategies, and give it a lot of attention.
• We make providing printer service
profitable and view it as helping to
retain customers.
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• We promote heavily, using wholesalers’ and other suppliers’ catalogs and promotional materials.
• We use technology to drive down
costs, automating everything we
can, especially the ordering, billing,
and collection process—we don’t
touch it unless we have to.
• We empower our people to operate
as if they owned the business.
• We use consultants such as Tom
Ward and Tom Buxton to help us
fine-tune our business.
INDEPENDENT DEALER

• A major contributor to our success
is the TriMega organization, its
staff and its members.
For the future, Source Office Products
plans a greater emphasis on office
supplies, with a major focus on
furniture. Givens believes that the
market climate for the independent
dealer community is quite favorable,
with the level of success heavily
dependent on the use of technology.
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If you have good news to share - email it to Simon@IDealerCentral.com

Georgia State Procurement Officials Charge
Office Depot With ‘Performance Problems’
The director of legal services for
Georgia’s Department of Administrative
Services has charged Office Depot with
“performance problems” in five areas
and warned if Office Depot cannot cure
those problems, the state “will be
forced to consider all options including
but not limited to termination of the
contract.”
Specifically, the state charged:
• Office Depot has not fulfilled an
agreement to subcontract 10
percent of its contract with
Georgia-based small businesses.
• Its Georgia government product
catalog mispriced significant
numbers of items.
• Office Depot discontinued items on
the core list of the contract without
prior notice.
• Items offered by wholesalers that
are not in the Office Depot catalog
did not get the category discount
specified by Office Depot in its
proposal.
• Frequent list price changes were
made to the Georgia government
product catalog without prior
notice.
According to Georgia’s Department
of Administrative Services, Office Depot
overpriced 437 items out of 2,632 core
items on the state contract. In addition,
the Department charged, over 22% of
non-core items failed to have the
correct percentage discount.
The state also said Office Depot must
freeze all prices, effective immediately,
for the remainder of the quarter through
SEPTEMBER 2007

September 30 and that in future, Office
Depot will freeze prices on a quarterly
basis and notify the state 45 days
before the end of each quarter of
upcoming price changes so that “the
state can review the proposed pricing
change for compliance with the
contract requirements.”

For more information:
Georgia
Letter from Georgia’s Department of
Administrative Services charging Office
Depot with “performance problems”

The Georgia case represents the
second
time
this
year
state
procurement officials have found
problems with an office supplies
contract held by Office Depot. Just four
months ago, auditors cited Office
Depot for overcharging the state of
North Carolina by at least $40,000 since
becoming its sole source supplier for
office supplies.
In addition, North Carolina auditors
found incorrect prices on over 1,500
transactions in the first seven months
Office Depot held the contract, as well
as a number of items covered under the
contract that were not available for
purchase.
“There should be no question about
whether the state of Georgia should
cancel Office Depot’s contract,” commented industry government affairs
expert and INDEPENDENT DEALER
columnist Paul Miller. “I applaud the
Georgia officials for taking this issue
very seriously and I only hope that they
will strongly consider giving this to the
small businesses who have successfully serviced the state in the past.”

DOWNLOAD LETTER
North Carolina
North Carolina - National Office
Products Alliance
www.ncnopa.com/index.html
National Office Products Alliance
(NOPA)
www.nopanet.org
The state auditor’s report:
www.ncauditor.net/EPSWeb/Reports/P
erformance/PER-2007-7219.pdf
Press coverage
www.newsobserver.com/114/story/572347.html
More Industry News on Page 12

INDEPENDENT DEALER

PAGE 10

How many software packages
do you need to run your business?

One.
Why waste time and money
trying to connect multiple software packages?
Britannia offers a complete solution
for ofﬁce products dealers in ONE powerful package.
Complete ofﬁce products business system
Customizable Web storefront
Retail point-of-sale

See BritNet at the
Driven 2007 TriMega National
Convention & Tradeshow ,
Sept. 26-28 • Orlando, FL

Inventory tracking
Fully integrated accounting and reporting
Machine & furniture capability
Industry-leading service and support
Software that grows with your business
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GSA Says Small Businesses Win 85%
of New Office Supplies Awards
The U.S. General Services Administration (GSA) said it has awarded
Blanket Purchase Agreements (BPA) to
11 small and two large businesses to
provide office supplies to the federal
government, as part of the Federal
Strategic Sourcing Initiative (FSSI).
Under the awards, which cover products
that generated 2006 sales of $322
million, the following contractors will
compete for sales, according to GSA:
-

Metro Office Products
Adams Marketing
George W. Allen Co.
Corporate Express
Veterans Imaging Products
Future Solutions, Inc.
Stephens Office Supply
Staples
Impac Computer Supplies

-

SITA Business Systems, Inc.
is.group
Imaging Systems
Miller’s Office Products

The awards are for one year, with two
options to renew.
“It was good to see a lot of independent
dealers included in this award,” commented industry government affairs
expert and INDEPENDENT DEALER
columnist Paul Miller. “I applaud everyone at GSA who worked so hard to
come up with a solution that included
small businesses.”

TriMega and the American Small
Business Coalition Pursue
Government Sector Alliance
TriMega Purchasing Association and
the American Small Business Coalition
have announced their intent to create a
strategic partnership designed to
bolster business opportunities for
members of both organizations participating in government acquisitions.

The partnership will primarily focus on
the TriMega GoverNet program and
offer support in areas such as education, business strategy, market research
and relationship development related to
federal, state and local procurements.
The launch date and specific details of
the program are to be announced,
TriMega said.

Britannia Integrates its Web
Storefront with HP Supplies Finder
Dealer technology provider Britannia has
announced the integration of its
BritLink5 web storefront with Hewlett
Packard's HP Supplies Finder. The new
tool, which is available to all BritLink5
dealers at no additional cost, makes it
easy for end consumers to find and order
genuine HP printing supplies directly
from a dealer’s BritLink5 web site.

continued page 13

PROFIT OPTIONS IN P.A.S AND LECTERNS

Increase your sales by selling multi-functional P.A.s and lecterns.
S250/S260 TABLE TOP LECTERN/
MEDIA CART BASE
Reach audiences up to 1,000. Multimedia
DPSOLÀHU7DEOHWRSOHFWHUQLVLQGHSHQGHQW
IURPEDVH5ROOVRQFDVWHUV0XOWLSOHXVHV

SW222 AUDIO PORTABLE BUDDY
Reach audiences up to 1,000. Multimedia
DPSOLÀHUFRQQHFWWRODSWRSSURMHFWRURU
PXVLFVRXUFH&URVVVHOOZLWKDOOWKUHH

WWW.AMPLI.COM
SEPTEMBER 2007
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Customers will see their correct price
for each item, including discounts,
contracts or other special pricing, while
searching on Supplies Finder. Other site
features include a paper selector tool,
additional product recommendations
based on current selections, and call-outs
listing the HP Purchase Edge loyalty
point value for each item. Site content
is automatically updated to reduce
dealer management requirements.

OP Commander Partners with
S.P. Richards, Showcases Quote
Commander at ABC

warehouse in Mobile, Alabama.
“We are excited about this alliance and
what it means for our independent
dealers”, said Mike Maggio, president
and CEO of ActionEmco. “Educators
Resource is the only school supply
wholesaler that offers over 20,000
SKUs for the pre-K thru 8th grade
classroom. Our dealers can now add
that product mix electronically through
ActionEmco.”
Maggio said ActionEmco will also make
available to dealers a school supplies
catalog, produced by Creative Catalog
Concepts, that will feature over 8,000
SKUs.

United Stationers’ Rebate Zone
Highlights Hot IT Deals

Dealer technology provider OP
Commander said users of its OP
Commander Web storefront will benefit
from the deployment of S.P. Richards’
new enhanced E-content. As a result,
the online buying process has been
made more intuitive, allowing the user
to easily find a product by browsing or
through faster search capabilities, OP
Commander said.

Wholesaler ActionEmco and Educators
Resource, a national wholesale distributor of products for the pre-K to 8th
grade market, have announced a strategic alliance that will offer ActionEmco’s customers access to Educators’ school market product mix.
Through this affiliation, independent
office products dealers will be able to
order supplemental teaching materials
through ActionEmco and the orders will
be fulfilled and shipped from Educators’
SEPTEMBER 2007

Advantage Marketing Wholesalers has
been named the recipient of the 2007
HP Catalog Support Program (CSP)
Team Excellence Award.
Launched in 2004, the award recognizes and rewards each year’s top
participating catalog production team.
Catalogs from every channel in the
industry are judged by HP’s team of
experts and each year there is only one
winner. Judging is based on overall
contest criteria scores, enhancing HP’s
inkjet and LaserJet presence and
incorporating HP messaging and key
selling points.
“We’re very honored to receive this
award,” said Jack Reagan, president of
AMW. “Our catalog production team is,
to me, the absolute best in the industry.
Everyone puts their heart and soul into
this project, and it clearly shows. I am
eagerly looking forward to our 2008
offering; it’s going to turn a lot of
industry heads.”

S. P. Richards’ iteminfo.com
Goes Mobile

Separately, OP Commander announced
Quote Commander, an Internet-based
quoting system and order entry tool for
the office supply industry which, it said,
received “admirable reviews” at S. P.
Richards’ recent Advantage Business
Conference & Expo.

ActionEmco and Educators
Resource Announce Partnership

Advantage Marketing Wholesalers
Receives HP CSP Team Excellence
Award

United Stationers has introduced a new
Rebate Zone to the Classified section
of its web site at www.ussco.com. The
Rebate Zone provides a complete
listing of rebates currently available
from United from manufacturers such
as Hewlett-Packard, Imation and Xerox.
For more information or to take
advantage of United’s rebate pricing,
call the wholesaler’s technology sales
representative at 1-888-700-2279.
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S.P. Richards’ web-based product
information resource, iteminfo.com has
been enhanced to accommodate
mobile Internet users. The primary
search and rebate features of
iteminfo.com have been formatted for
handheld mobile devices such as cell
phones or Blackberries. The iteminfo.com
website will recognize when a user is
coming from a mobile device and
automatically route them to the mobile
formatted site.
“The new site can be reached by
accessing iteminfo.com or iteminfo.mobi
from any Internet-enabled mobile
device”, said Paul Gatens, SPR director
of e-commerce. “We’re pleased to
bring this functionality to the office
product industry road warriors out
there.”
PAGE 13

S. P. Richards
Conference Draws
Record Attendance
“The Next Generation” was the theme of SP Richards’s 2007
Advantage Business Conference in Nashville last month and if the
mood at the meeting offered any indication, the next generation of
independent dealers will be high-energy, forward-looking and
confident in their ability to beat out even the toughest competition.
The conference drew record attendance, S. P. Richards reported,
and the aisles were packed at a vendor show the featured some 230
exhibitors in over 100,000 sq. ft of show space. Conference
highlights included:
• Introduction of MyAnalyst, a new software program
designed to provide independents with an analytical tool
they can use to manage their pricing more efficiently.

Pursuit of Happyness author
Christopher Gardner offered
an inspiring account of his
ascent from homelessness to
success as a thriving
entrepreneur, while caring for
his son as a single parent.

• The inaugural meeting of the Young Executive
Symposium (YES), a forum to offer networking
opportunities and information and idea exchange for the
rising generation of industry leaders.
• Presentation of S. P. Richards’ “Supplier of the Year”
awards to Balt (Office Furniture), Canon USA
(Technology Products), Cardinal Brands (Traditional
Office Products) and Webster Industries (Cleaning &
Breakroom). The Heritage Award, S. P. Richards’ top
vendor award, went this year to Energizer.
At the meeting, S. P. Richards Chairman and CEO Wayne
Beacham challenged dealers to aim for new levels of
leadership in an increasingly competitive environment.

The aisles were packed
at the Expo, which
featured some 230
exhibitors in over
100,000 sq. ft. of show
space, both new
records.

At the meeting, S. P.
Richards Chairman and CEO
Wayne Beacham challenged
dealers of the Next
Generation to adopt the
values and work habits of
the Best Generation

“Our next generation will be successful
because it will demonstrate the qualities of the
people of the Greatest Generation, the people
who fought in World War II,”
Beacham told dealers at the meeting.
The dealer’s mission may not be as critical as the
Greatest Generation’s, but it still calls for the virtues they
displayed—hard work, tenacity, courage, pride, patriotism,
discipline and sacrifice, he argued.
Citing management guru Jim Collins and his book, “From Good to
Great,” Beacham said the highest level of leadership seeks to
provide an effective succession plan for the next generation and
focuses on building a great company, rather than a great career
path.”
Next year’s ABC, which will be the 10th Anniversary conference,
will take place in San Diego, July 30–August 3.
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by Jim Rapp
In the past twelve months, office products dealers have
added more online customers than in the previous two
years combined, and the rate continues to increase. Yet,
increased numbers of new users alone don’t begin to tell
the Internet story.
We’ve had our ears to the ground looking for
independents who are ahead of the pack when it comes
to making the most of the Internet.
Here, in their own words, are six dealers who top our list.

www.radstons.com

DIANE GRIFFIN
Radston’s Office Plus
Hercules, California

“Over half of all orders come in online, and the number is growing. In total
we spend about $1,500 per month on online advertising, promotion and web
designer services. It’s paying off handsomely. Our idea is to keep something
happening all the time. ‘Freebie Friday’ is very popular with online customers.
It’s very simple—if you order on Friday, you’ll get something free with your
delivery. It’s always a surprise. We stole the idea from Chuckal’s in
Tacoma,Washington, with their okay. We get lots of samples from
manufacturers and other suppliers, toss in some of our inventory and put
them in plastic bags. Some of our larger customers, who used to order two or
three times a week, now consolidate all their orders and submit them on
Fridays, significantly reducing our delivery costs. Also, we’ve turned Mondays
into our second best delivery day, which was formerly our poorest. Our order size has also increased, now averaging $160.
We are a corporate sponsor for University of California-Berkeley football and basketball teams. We receive a certain number of tickets to
the games, which we give to customers through drawings, completion of a survey, etc. Right now we have a big ‘Go Green’ promotion
online. We purchased lots of green merchandise, including biodegradable plastic shopping bags, lunch room supplies, even water in
biodegradable bottles.
Although we can’t measure it exactly, we believe that much of our sales increase is due to Internet activities and we do know for sure that
our customer retention has improved.”

www.stofficeproducts.com
JOHN PALKOWITSCH
S&T Office Products
Minneapolis
“Our number one objective is to make the online ordering experience easier,
faster and more pleasant for our customers. One of the things we do is use the
JumpTech scanning system, using bar coded versions of our own catalog and an
S.P. Richards full-line book. We create different customer templates and shelf
labels. S.P. has their new e-content out, and we’re working with Activant to put
S.P.’s iteminfo.com in place. One of the features in the Plus Vision product is the
ability to get into the e-content, change attributes and key word searches, add
your own stock products and have them pop up first. We can also incorporate our
own images.
One of the things we’re striving to do is to go paperless with invoices. We find
it’s easier to do when setting up a new customer. Also helpful is our ‘SMARTCHAT’ instant messaging system. On our website, you can select
‘customer care,’ ‘furniture support,’ or ‘IT support.’
All of these things are helpful, but they have to be sold. Our e-commerce group has made more than 1,000 face-to-face presentations. We say,
‘Here’s a smarter way to do it,’ and while all our systems have some nice little tools that can be helpful, we have to demonstrate how they can
be used, while always trying to determine what customers like or don’t like about them.”
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www.orderosi.com

JOEL VOCKRODT
Office Systems, Inc.
Watertown, South Dakota

“We sell just about anything to just about everyone in this
market, and we emphasize our website in everything we do.
For example, our monthly articles talk about new products.
A current item is Smead’s stain-resistant WaterShed
folders. Other articles discuss such things as, ‘Choosing a
Digital Camera,’ ‘How to Do Something at Work,’ or any
topic that would be interesting to an office worker. Our
‘Thrift Store’ is very popular, where we show overstock,
used, damaged or returned items at very low prices. Our
inside sales crew talks about these items, which are
pictured on our website. Customers have learned that these
items don’t last long, so it gets them to check the site
frequently.
Perhaps the greatest thing we’ve done with our site is to
show pictures of our people, listing their names, titles, emails, phone numbers and extensions. Now the customer
has a face to go with the voice. Customers talk about it all
the time.
We are using is.group’s new D-Force2 platform and are now able to do our own promotions. For example, order $75 or more, and get a
free coffee gift pack. We also have a drawing for various entertainment packages—DVD players, etc., where each order of $100 or more
receives a chance. For new customers, their first online order receives a ten percent discount.
When customers first go online, all inside and outside reps are notified, so they can follow up to make certain that everything works
smoothly.”

www.bobels.com

BILL SHEPARD
Bobel’s Office Plus
Amherst, Ohio
“We started online sales several years ago as a
commercial site, and have recently added a site for guest
users, so orders can be placed with credit cards.
We are getting a little more sophisticated with Internet
development, including learning how to put our promotional
items in the center of our website. We just started doing that
several weeks ago and we’ve been shocked at the success.
What’s so amazing is that we didn’t cut prices at all.
We use the Internet almost exclusively for interaction with
Steelcase and a number of other vendors, but except for
some furniture items in the S.P. Richards catalog, we feel
that this segment of the business needs our personal touch,
to make sure customers get the right products for their
particular needs.”
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www.complete-office.com
DAVE PATTERSON
Complete Office
Seattle
“We are a stockless dealer, headquartered in Seattle, with
branches in San Diego and Milwaukee. We have been in
business only four years, with annual sales of $50 million.
We work with United Stationers and use DDMS software.
Today 65 to 70 percent of our total sales are online.
To get customers online and keep them there, you have
to make ordering simple and as fast as possible. Our reps
study each customer’s procurement process, then set up
an online ordering system to match. We help customers
create their own ‘favorites’ list—items ordered regularly.
There may be 100 items on the company list, with fewer on
department lists. By using these templates, an order can be
placed in only a few minutes. We pack and ship by department, which saves customers even more time.
When we’re talking with a prospect, we tell them that the favorites list will be the lowest cost items. We train customers to hold orders
and submit them at one time, and our system automatically signals the customer when an order has not reached a minimum dollar amount.
We try to get customers to accept summary billing—once or twice a month, to reduce cost. We e-mail most of our invoices.
For the future, we plan several efforts to increase order size, including selling more jan-san and green products.

www.aaasolutions.com
STEVE DANZIGER
AAA Business Supplies & Interiors
San Francisco
“Our challenge today is to make sure we fully integrate econtent into our online offerings, and do it in a way that’s
truly user-friendly. We have more or less fixed the content
and are working with ECI2 on the interface.
We are constantly trying to improve our website—the
home page being most important. We attack the price issue
with a page entitled, ‘What’s Your True Cost?’ The first line
says, ‘Most companies concentrate their cost-saving
efforts on shopping for a lower price on office supplies.
However, the actual money spent on supplies is less than
half their total cost to your organization.’ We then go on to
say that industry studies indicate that steps associated with
processing the order account for 60 percent of total costs.
Then we show pie charts with a breakout of these costs.
I don’t think we need to urgently drive people to our websites. It’s more about the customer having a web experience close enough to
what they’ll find at any competitive site, whether it be Amazon or Staples. That’s what we try to do.”
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More Than Just Keeping Up
It wasn’t very long ago that we were reading articles with the titles like,

“Should We Offer Online Sales?”
and “Are Customers Ready for the Internet?”
My, how things have changed! Keeping up with the big boxes has been difficult for independents,
partially because comparable quality software was not available and also because no two dealers have
the same front-end and back-end systems, resulting in a lot of tweaking being necessary to get a good
fit. Improving the system will probably always be a work in progress, but more and more independents
are finding new and innovative ways to get the most from the Internet.

Now It’s Your Turn!
What are you doing to get more from the Internet?
Give us a call at 703.379.8583, or drop us an email: simon@idealercentral.com
and we’ll take it from there for a follow-up story later this year.
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Catastrophe
THE CATALOG
by Tom Buxton

“How much should a Uniball 207 pen sell for?”
These pens are advertised on TV and have become
famous because they feature non-washable ink,
so one might conclude that knowing their
price would be “second nature” for any
office products professional.
During the past year I have asked this question or a variation of it to sales teams in
over 30 dealerships that wanted assistance improving their bottom line profitability.
Do you know that in every single case, the reps (who should know price better than
anyone, including your customers) gave estimates that varied by at least 40% from
others in the same room and up to 80% from the actual selling price!
Maybe you think that Uniball pens are too obscure for anyone to price in a business
in which we have the ability to sell 25,000 items? I agree with you! No one knows the
price of a specific pen or most of the other products we sell unless they have nothing
else to do with their time. So, if we can agree that no one knows how much most
items in our business should cost, why have so many dealers pressured, threatened
and intimidated their wholesalers, and buying groups into producing full-line, net
priced catalogs?
In the opinion of this observer, this decision has been a disaster for dealers, especially
if they are trying to differentiate themselves from the big guys. Full-line, net priced
books make you look more like the retail divisions of Depot, Max, and Staples (CE
does not produce a full line net book) but they also have List or List with a line through for their
business divisions. The Power Channel can move their margins up when they need to, but with a net
priced book, you cannot.
How does this affect you in the market place? Based on the trends I see from the dealers I have
worked with, a large net book gains you no more business than using one of the smaller, 600-4,000
item books that your partners provide you.
Often you look high priced on the one item (printers) that cannot be quoted close enough to the big
boxes because printer prices keep falling. At the same time, you give away significant margin dollars
on products like compatible toner cartridges where the net books print prices that average between
7-20% below the competition’s offerings.
Also, to the extent that a priced catalog encourages the customer to order by fax or phone, your
personnel costs per order rise. (In the best independents, internet ordering averages 65%. What is
your ratio?)
continued page 21
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Catastrophe
continued from page 20
However, the worst news about these
catalogs is what they can do to your
margins! Unless you are a fully stocking
dealer that buys almost nothing from
the wholesaler, my data seems to
indicate that you may lose between 2-5
percent of your margin if you switch to
a priced book.
Your wholesale and buying group
partners give you estimates as to the
yield their books will generate, but that
data is based on what they sell to you,
not what you sell to your customers.
(Remember, many dealers buy products
from wholesalers and buying groups in
bulk. This practice can have a huge
effect on the accuracy of your partner’s
margin projections.) Therefore, if a book
has a stated margin yield of 30-32

percent it may only yield 26-29 percent.
Lastly, let’s not forget that reps
traditionally give a few specially priced“
contract items” to their customers in
order to match or beat a competitor’s
offering, resulting in further margin
degradation for the company.
Do you see the trap? If your margin has
decreased in the past few years and
you rely on net priced books to serve
current customers and prospects, there
is no way out! But don’t blame your
partners! They have simply created
what the independent dealer clamored
for in order to “be competitive against
the power channel.”

So, if you agree with my assessment,
what can you do?
I Change your order for full line
catalogs to list priced or list with a
line through books for 2008.

I Purchase the smallest sale book
available from your partner and give
it only to prospects.
I Move your customers to matrixes as
soon as possible and create a few
levels of “front end” pricing to cover
the most emotional items.
I Determine to move more of your
business to the Internet where
accurate pricing is always available
and adjustable.
I Invest in training for your reps that
focuses on selling your company’s
value rather than price!
I Send me a commission check when
your margin rises!
And if you don’t agree with my view of
net priced books, please write a letter
to the editor (simon@idealercentral.com)
and let your fellow readers know why I
am “all wet.”

Tom Buxton is founder and CEO of InterBiz Group, a consulting firm that works with independent office products dealers to help increase sales and
profitability, For more information, visit www.interbizgroup.com.

Meet:
Sen. Maria Cantwell
of the Senate Small
Business Committee
by Paul A. Miller

As a member of the Senate Committee on Small
Business and Entrepreneurship, Sen. Maria
Cantwell (D-Washington) plays a key role in shaping
Congressional action on small business issues. A
successful businesswoman herself before
embarking on a political career, Sen. Cantwell was
first elected to the U.S. Senate in 2000 and
subsequently re-elected in 2006. In the following
interview, she talks about why small business is so
important to her and outlines some of the ways she
sees for Congress to help create a more smallbusiness-friendly environment.

Can you give our readers a little background on who Senator
Cantwell is and what brought you to Congress?
CANTWELL: Sure. I grew up in a strong working-class family
with lots of siblings, which taught me to embrace a strong work
ethic and enjoy the outcome of hard work. These values helped
with the technology company I started in Seattle as well as what
brought me to the Senate. It is one of my top priorities to ensure
that small businesses continue to have access to capital and
have the opportunity to compete in the marketplace. Small
businesses are the backbone of our economy. It is essential we
continue to support their growth and development.
Do you believe that you will be able to work with the
Republicans in a bipartisan way to accomplish your goals on
the Small Business Committee? If so, how?
CANTWELL: Absolutely. One thing that unites us is our support
for small businesses in this country. I will continue to work with
both Republican and Democratic colleagues in Congress to back
up small business owners. The Senate Small Business
Committee has been a model of bipartisan cooperation. Both
Democrats and Republicans recognize that helping small
SEPTEMBER 2007

businesses survive and prosper is
important to our local communities.
Their issues are not Democratic or
Republican and I think you will see
our committee continue to reach
across the aisle and pursue policies
that work for the small business
community as a whole.
You have been one of the biggest
advocates for small businesses in
Congress in recent years. Why is that?
CANTWELL: I absolutely believe in small businesses, especially
with my own personal experience working in the technology
arena where they all start out small. This sector of the economy
is very significant both to my state and to the nation as a whole.
In Washington State, 138,000 firms with fewer than 500
employees provided 1.2 million jobs in the state. These firms
represent 98.2% of the businesses with employees and employ
53.4% of the state’s non-farm private sector workforce.
These entrepreneurs and innovators are key players in our
economy. It is the American dream to open and run your own
business, but these firms have some high hurdles to clear. Their
resources are more limited. Even though they have the drive and
the ideas to succeed, sometimes they need help on the
mechanics of building and running a business.
The SBA’s lending programs and entrepreneurial development
programs can really help these businesses get up and running.
Unfortunately, many of these programs have not seen the level
of support from the Congress that they should.
We hope in the 110th Congress to reverse that trend and
provide the SBA with the resources it needs to leverage the
time, talent and capital that small business owners are willing to
dedicate in order to succeed.
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Cantwell
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Small businesses got close last year to passing Association
Health Plan legislation. What are the chances Congress will
finally act on this legislation or a similar approach that
provides needed relief to small businesses?
CANTWELL: Health insurance costs continue to escalate and so
does the number of Americans without health insurance coverage.
According to the U.S. Centers for Disease Control and Prevention,
43.6 million people went without health insurance in 2006. This is
an increase of 2.4 million since the agency’s estimate for 2005.
I remain committed to finding ways of helping small business
employers provide affordable health care insurance for
themselves and their employees. The approach I support would
enable small businesses to pool their risk and purchasing power
to expand their access to affordable health insurance options for
their employees.
We have to be sure that these new pooled plans are subject to the
regulations and consumer protections that have been carefully
crafted by some states, like Washington, and not permitted to
operate under looser federal oversight.

I am pleased that the appropriations process thus far has
acknowledged the need for adequate support for SBA programs
and I hope to see that funding survive the legislative process. The
resources that the federal government devotes to small
businesses will come back to us several-fold in terms of new jobs
and successful enterprises and I know our committee will
continue to make that case when it comes to support for
America’s small businesses.
You recently played a major role in the Senate hearing on the
impact of rising gas prices on small businesses. What do you
believe can and should be done to help solve this problem, so
small businesses aren’t faced with the dilemma of either
passing costs on to consumers or absorbing costs, which
could potentially put them out of business?
CANTWELL: When I was in Washington State earlier this summer,
I released a report that detailed the damage that rising gas prices
have on our overall economy, on small businesses across our
state, and on Washington families.
Consider just a few facts:
I The average household in Washington State now pays $3,000
more in gas each year than it did just six years ago.

I think it is very important to make sure that small businesses can
afford to cover their employees and make it an easy process. As
a member of the Small Business Committee, I have been arguing
this for years. Now, also as a member of the Senate Finance
Committee, I hope we can work successfully on legislation to
make healthcare coverage more affordable for small businesses
without sacrificing important consumer protections.

I When oil prices go up 10 percent, America loses at least $26
billion in economic growth.

Small businesses continue to struggle in the procurement
arena. You have always been a strong advocate for fairness in
this process. Do you see an opportunity to change some of the
rules to truly level the playing field for small business or do
you see opposition to this effort that will limit what your
committee will be able to do?

I Energy prices also contributed to increases in the Consumer
Price Index this year and every time oil prices go up 10
percent, as many as 150,000 Americans lose their jobs.

CANTWELL: Small businesses face significant challenges when
seeking government business, but I believe they should have the
opportunity to compete in a free and fair market. In the 109th
Congress, I supported legislation to protect small businesses in
the procurement and bidding process and I expect we will see
similar legislation in this Congress.
I share my colleagues’ concerns that the goals we have set for
small business participation in federal contracts have not been
met and I will continue to press the executive branch to make
meeting those goals a real priority.
The Small Business Administration is supposed to be the lifeline
for small businesses in this country, but over the years it seems
to become weaker and weaker. Is there anything your committee
can do to strengthen the SBA, to get it back to being a strong
supporter and advocate for the small business community?
CANTWELL: The first thing we can do is reauthorize the SBA
programs that are so important and make sure that those
programs are funded. I was disappointed that the reauthorization
package the Committee passed in the 109th Congress was not
considered by the full Senate. Hopefully, we can make better
progress this year.
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I Twenty-eight percent of small businesses have had to
increase prices because of rising fuel costs.
I Energy costs are the third-largest expense for manufacturers,
and these costs are getting too high for some manufacturers
to turn a profit.

I have spent a great deal of time on this issue because it is so
important. The Senate in June approved legislation I sponsored to
protect consumers from price gouging. At present, there are no
federal laws on the books that address price gouging for oil and
gas, though 30 states have such laws.
My legislation, which was included in the Senate’s broader energy
package, would allow the Federal Trade Commission, an
independent regulatory agency, to conduct investigations and fine
companies for price gouging.
I also co-sponsored a bill that Chairman John Kerry (DMassachusetts) introduced to create a fuel emergency program
that would help small firms struggling with rising gas costs. The
bill would create a state grant program within the Department of
Commerce’s Economic Development Agency to provide
assistance for fuel-dependent small businesses in the wake of a
fuel emergency declaration by the president. Hopefully, we can
get this included as part of comprehensive energy legislation this
year, as well.
We don’t have to look any further than our pocketbooks or to the
severe changes we are feeling in our economy and in our
environment to know doing nothing is not an option. I plan to
continue working hard on this because it is so important for
families and for small businesses.
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?
ASK THE

Expert

If you’ve got a question about running your business,
send it along and we’ll try and find an answer for you.

When Mom and Dad Won’t Talk
Despite all the consolidation we’ve seen in the past few years, there are still plenty of family-owned and
operated businesses in the industry. Recently, we heard from someone in a family business with a tough
question: "I've been working at the company owned by my parents for seven years and every time I try to
talk to them about a transition plan for ownership, they put me off. What can I do about it?" For an answer,
we turned to Drew Mendoza, managing principal of The Family Business Consulting Group and a speaker at
last month’s S. P. Richards Advantage Business Conference. Here’s what he had to say:
In preparing my response, I made the assumptions
that you are an only child and that your parents are the
sole owners of the enterprise. More complexities are
involved if you have siblings or if there are aunts,
uncles or non-family owners of the business as well.
Going with the only-child scenario, the first thing you
will want to do is this: Stop asking mom and dad to
discuss ownership transfers. As the saying goes,
repeating the same action and expecting a different
outcome is unrealistic, to say the least.
Instead, try posing this question: Mom and dad, I have
tried to gently nudge you both into a discussion of
planning for the company’s transfer of ownership to
me. You are uncomfortable having that conversation.
So, instead, I would like to ask you this question: Why
do you not want to have this conversation?
They may say, ‘We’re not ready’ or ‘We don’t think you
are ready’ or ‘We don’t think the company’s
stakeholders are ready’.
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cracked up to be.
Working beneath mom or dad’s critical eye can be very
difficult. But the point is, did they tell you that they plan
to give or sell you the business? If not, maybe that is
your ideal starting point. Try this question: Mom, dad:
do you want me to someday own this business? If they
say yes, ask them this question: Why?
What you’re looking for is to identify their motivators.
If they are not passionate about you owning the
business, this may be a case where your and their
expectations are not aligned and it may make most
sense that you consider looking for employment
elsewhere. After all, it is their business.
Maybe they’re afraid that you don’t have the
production potential to buy the business from them
and they haven’t planned aggressively enough for
their retirement and will need to sell the business to a
cash buyer.

Regardless of their answer, it opens the door to this
next question: What do you envision needs to change
for us to have this conversation? What you are looking
for is the source of their resistance. That is the
linchpin, because until mom and dad can articulate
their resistance, all the pushing and prodding in the
world isn’t going to change their behavior.

All of this is leading us down a path to this central
theme: Change your tactics. Identify mom and dad’s
objections. Help them articulate a vision for the
company’s ownership. Honestly acknowledge their
concerns and objections. Find ways to address their
objections. And, if all else fails, do not blame them;
you are probably just as guilty as your folks in making
assumptions about your employment in the business.

If we were having a conversation, a question I would
want to ask you is this: What did you and your parents
agree to when you took the job? Did you all express
any hopes or intentions that you would someday take
over ownership of the business?

It is time to get those assumptions out on the table
and address them as business people. You may find
that your ownership of the business isn’t in the cards.
If so, it may very well be time to start looking for
another job.

I mean no offense, but it is not unusual for a child to
accept employment in mom and dad’s business
because it is the path of least resistance—at least on
the surface. Once you’re working there, you learn
pretty quickly that maybe this job wasn’t all it was

For more information or to contact Drew Mendoza,
visit the Family Business Consulting Group web site at
www.efamilybusiness.com.
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Getting Things Done
By David Allen
By Warren Roberts, President
Warren's Office Supplies, Springvale, Maine

If you’re like me, chances are there are never enough hours in
the day to take care of all the demands involved in running a
dealership. One book that I’ve found very helpful for managing
my time better is “Getting Things Done” by David Allen.
The book provides suggestions for dealing more effectively
with your “in box,” whether physical or electronic. It starts off
with an overview of the whole process for how to get more
done, proceeds to the details involved in implementing that
process and finishes up with some valuable insights that help
you appreciate the benefits of using the process.
The essence of the process is that you write down a note about
everything when you take on a new responsibility, make a new
commitment, or have a useful thought. All of this ends up in
some kind of “in box.” You then go through your “in box” and
decide what needs to be done next for each item.
For simple issues, this includes identifying the action you
should take first and deciding when to take it. For tougher
issues, you schedule an appropriate time to work the problem
in more detail. Then you take what you choose to do, and act.
This book certainly helped me get many things off my own
desk and into a follow-up file. I also found following some of its
suggestions in the book helped me delegate more, rather than
find a place for them in my own to-do list.
If you’re looking for a way to get more out of your day, you
might just want to find time for “Getting Things Done.” It may
not solve all your problems, but it can certainly help you
become more efficient and productive.

Installation made easy. Anywhere.

The First Network of Independent Installation Companies

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

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

Call 1-888-GO-INSTALL Today or go to www.installnet.com
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Why Are
They Here?
The reasons your employees
come to work each morning
by Bill Kuhn
Think of any job you’ve held. It’s likely that, unless you were particularly desperate at the time, the reasons that you
stayed are among these:

•
•
•
•

Fair compensation and benefits
Sense of belonging (affiliation)
Friendship ties with other employees
Clear sense of company purpose and
direction
• Pride in company and its standards
• Respect of management, particularly
your supervisor

• Exciting, meaningful work
• New challenges, potential for growth and
advancement
• Empowerment and autonomy
• Recognition and appreciation
• Flexibility and freedom
• Work-life balance

The different generations and each one of your employees will
place greater emphasis on some reasons compared to others,
but study after study has shown that these issues motivate an
employee and contribute to a higher level of retention.

company’s intent, its purpose, and even more importantly,
have a clear sense of the company’s vision and direction.
They are motivated by a positive corporate culture that
provides them with a strong sense of pride.

Compensation and benefits are important for any age group.
Older baby boomers are focused on retirement benefits and
healthcare, while many younger boomers are still facing costs
of college education for their children, along with the desire to
spend more money on themselves when those children leave
the nest.

There will always be people in a workforce who are happy to
assume little responsibility and just go about doing their job,
even a mundane one, with a minimum of stress. While
essential to the successful functioning of any organization,
they are different from the vast majority who are looking for
meaningful and challenging work with an opportunity for
growth and advancement. Most want to be appreciated and
recognized for their contributions. Generations X and Y seek
empowerment, responsibility, and autonomy.

Money moves up the ladder on Gen X’s hierarchy of needs as
they realize that roughly the next ten years will be their peak
earning and spending years. Gen Y, young as they may be,
are often motivated by money, and are not reluctant to move
on for a better opportunity. Compared to the past, money and
benefits have moved up on the hierarchy of needs scale.
A sense of belonging and having real friends at work also
ranks high. Most people spend more time with colleagues at
work than they do with their spouses or children. If a person
does not feel he or she is a part of the organization—and
many feel that way—or has no friend to share lunch or a
coffee break with, the probability is high that the person will
leave. If an employee’s close friend leaves, beware.
People want to work for well-managed companies with
leaders whom they can trust. They want to know the
SEPTEMBER 2007

All three generations want a high degree of flexibility and
freedom. The 50s and older typically want more time off,
perhaps working part-time or having the ability to take unpaid
time off. For different reasons, X and Y want even more
flexibility and freedom. A recent Harris poll study revealed
that 92 percent of Gen Y want a flexible work schedule.
A hot topic today is having a balanced life between work and
personal life. The increased rate of burnout at all ages is of
growing importance, in terms of long work hours, excessive
traveling demands, long commutes, interrupted vacations,
work overload, or constant stress.
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Why Are They Here?
continued from page 26

(How to Go About)
Losing Your Best People

• Condoning incompetence

As you think about each of the reasons why people stay,
restate each point beginning with the words “no” or “lack of.”
That presents a pretty clear picture why people will leave.
Evaluate this list both ways, and for your company, identify
those factors that contribute to retention and those that
contribute to turnover.
Add a few more turnoffs that many have expressed:
• “Old school” employee manuals and handbooks
(rules and regulations)
• Hearing that “people are our most important
asset” when they know they’re not
• A cold, even hostile, work environment
• Favoritism, lack of fairness, and un-level playing
field
• Undermining an employee (responsibility without
authority)
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• Unwillingness of management to listen (and
seemingly care)
• And the “Do as I say” (not as I do) syndrome
The list can go on and on; exit interviews can be enlightening
(and frightening). And we all know that turnover is extremely
costly. While some will leave no matter what you do (and
others should leave), keeping the people you want can be a
critical success factor. In my next column, I’ll discuss ways
you can best meet these needs and keep the talent you have.
Bill Kuhn, principal of William E. Kuhn & Associates, is a noted industry
consultant, writer, and speaker with over 35 years of industry experience. He
consults with dealer principals and their management teams in areas of
strategic planning, leadership and organizational development, marketing,
financial management, valuation and merger/acquisition. For more
information, contact Bill by phone 303-322-8233, fax 303-331-9032, or email: BillKuhn1@cs.com.
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Practice makes

Perfect

IF Y O U ARE P RACTICING THE RIGHT

THING

Selling skills are being developed and practiced every day in your
company. However, the skills your people are practicing might not be
the right ones. Salespeople often practice what they see others do and
that includes the good, the bad and the ugly.
If you want your salespeople to develop effective selling
skills, practicing the right skills is as important as the practice
itself. Here are a few tips to help make that happen:
I Have salespeople tape record prospecting calls made by
phone. If they are uncomfortable recording both ends of
the conversation, have them record their side only. After
the call, critique how well they did. Did the rep sound
confident, professional and enthusiastic?
Did he or she clearly state the purpose of the call and ask
for business, an appointment, an order or the opportunity
to be considered? Was the rep skilled and effective at
addressing resistance and objections?
If your sales people have not developed effective selling
skills they will fail or become mediocre at best. Make sure
you know what they are doing and saying in order to
provide them with the sales training they need to be
successful.
I Again using a tape-recorder, teach your reps how to
effectively address objections. Record every objection
you can think of from, “Your price is too high” to “We buy
from another dealer and we’re satisfied” and leave five
seconds in between each objection. Challenge your sales
people to develop the ability to address objections
effectively and without hesitation. Make it a contest and
award prizes to the ones who do the best or are the first to
master all of the objections.
I Videotape your reps making a two-minute presentation.
Give them a topic like closing skills or value added services
or why people should buy from your company. Require that
they talk for a minimum of 90 seconds but not more than
two minutes. Set up the camera on a tripod in a private
room and allow them to create their own video without
anyone else in the room. However, if they prefer to present
to someone sitting at a desk, allow them that option also.
Let them tape over as often as they like but by the end of
an hour they must have their two-minute presentation
ready for everyone to critique at a later meeting. Again, it
helps raise the level of enthusiasm and competitive spirit
when prizes are offered.
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I Role–playing has always been a great way for
salespeople to develop their selling skills. However, too
many sales managers make one big mistake that impedes
skill development: They play hardball. They play the role of
the customer or prospect from Hell that no one could close
or get in to see.
In the real world, those impossible prospects represent
only one or two out of every 10 potential customers. Roleplay fairly and give the salespeople an opportunity to
practice good selling skills. Playing hardball only shuts
down the practice.
Too many sales managers worry too much that they
themselves do not have their own selling skills mastered and
therefore don’t know how to conduct practice sessions. That
should never be a concern.
When you bring two or more reps together in open discussion
and role-plays, it becomes very obvious what will work and
what won’t. In fact, practice sessions are less effective with
managers who believe that they have all the answers and
their way is the only way. Creating an atmosphere conducive
to learning and practicing is the best way to increase skill
levels.
Don’t expect sales people to be excited and enthusiastic
about practice sessions and role-playing. For the most part
they will resist and do anything they can to get out of
participating. They will tell you that role-playing is not realistic
and you don’t learn anything. However, they are wrong. And
if they don’t participate and practice, you may be trying to
grow your business with salespeople who have little overall
potential.
When sales managers do not hold salespeople accountable
for having good selling skills, they put the entire organization
at risk. “Effective salespeople are essential . . . not optional!”
So keep practicing to make perfect.
Winnie Ary is a nationally recognized consultant, author, trainer and
professional speaker who has helped literally hundreds of independent
dealers improve their sales, sales management, customer service and
leadership capabilities. For more information, visit her website at
www.arygroup.com or contact Winnie by e-mail at winnie@arygroup.com.
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The Other Side:

Chip Horton of VIP Printing & Office Supply

If you’re in Jessup, Georgia, about 60
miles south of Savannah, and you need
some brochures or letterhead, the guy
to see is Chip Horton. For close to 40
years, he’s been running the print shop
at the dealership his family started back
in 1968, VIP Printing & Office Supply—
he talks to every customer, prices every
job and orders all the paper.
But mention Chip’s name anywhere
near a drag racing strip and print jobs
will be the last thing you’ll hear about. In
a sport that’s seen more than its fair
share of remarkable characters, Chip
Horton is in a class of his own.
Chip’s been racing for over 35 years
and he’s still going strong at age 52. He
was World Champion in his division in
2002 and overall has posted an
amazing 726 first-place finishes.
These are all impressive achievements
by any measure, but add in a few more
facts about Chip Horton and they
become downright unbelievable. Like
how he lost a leg in a motorcycle
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accident at the age of 17. And how he
not only survived a two-year battle with
colon cancer, but somehow found a
way to win three races with a chemo
pump hooked up to his shoulder!
When a drunk driver sent his
motorcycle flying through the air at over
50 miles per hour back in 1971, Chip
nearly died. He spent close to two
months in the hospital and underwent
18 separate operations.
But he came out with what he calls “the
wisdom of old age at 17” and a fierce
determination to prove wrong his
doctors and anyone else who said his
racing days were over.
And along the way, Chip’s family was
always there in support. “VIP is very
much a family business, and my mother
and sisters are all active in the
dealership,” he explains. “I wouldn’t be
where I am today without my wife
Suzette, either,” he adds. “She’s
backed me up in all my endeavors.”
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And it’s not just office products that’s a
family business for the Hortons. Son
Kenny, 25, and daughter Kayla, 16, are
both already veterans behind the wheel
and Kenny is even a record holder in his
class of racing.
“A family that races together stays
together,” Chip says proudly. “Kids
want
two
things
from
their
parents…time and attention. Racing is
a positive way to keep them away from
drugs and alcohol and to spend time
together as a family.”
As Chip Horton reflects on what has
truly been a wild and crazy ride, there’s
no trace of bitterness or anger at the
struggles he’s faced. “I have my bad
days like everyone else,” he admits,
“but if I could start over and pick how I
wanted my life to be, it would be just
the way it is right now,” he says. And
with that kind of attitude, even if Chip
Horton never competes in another race,
there’s a real sense in which he’s
already come out a very special winner!
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In the Right Time and the Right Place to

Manage the Generation Mix*
Challenger exploded
with teacher Christa
McAuliffe on board.
Each generation is
shaped by different
experiences, but that
is what makes us
each unique and
important. Additionally, each generation
gets an opportunity
to shape and mentor
the next. If you don’t
like how the next
generation is turning
out, consider it your
job to fix them. You
have the power to
achieve change through
mentoring in your
by
COO, Perry Office Plus workplace.
Regularly, I hear my
Temple, Texas more seasoned colleagues say things
One of the challenges all independents like, “There is just no satisfying young
face today is managing an increasingly people today.” Or asking, “What
diverse generation mix in our com- happened to good old fashioned hard
panies and with our customers.
work and loyalty?” I’d like to tell you
Demographers have placed us all in why these negative references are really
neatly labeled groups from Baby positive.
Boomers to Generation X (and Y) to
It’s true that we aren’t easily satisfied.
today’s teens, known as the Millennials, But that’s because we want things to be
with each group having different and better. We want to inspire change and to
important characteristics and values grow and improve. And yes, we get
based on their common experiences.
bored easily. So challenge us! You have
You might be a Boomer if you had a the perfect opportunity to do so, as our
collection of 45s (or even know what industry is in a constant state of flux.
one is), know the twist or the mashed What better place to work if you want to
potato, remember the controversy over be challenged? I don’t want to come to
the mini skirt, know who the Fuller work and face the same dull grind each
Brush man is or can recall exactly where day, and as luck would have it, I never do.
you were when you heard about JFK.
Loyalty and hard work aren’t lost on
You might be a Generation Xer if you our generation either. While some may
wanted to be a great break dancer, had see Gen Xers as being more cynical,
Joan Jett, Madonna or Huey Lewis and they will simply tell you that the world is
the News on cassette tape, know how a different place than even 30 years
to moon walk, played Atari and recall ago. Business can’t be conducted on a
with clarity the day the space shuttle trusted handshake anymore. We are

THELast

Word
Lisa Griffin
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living in a time when scrutiny and
trepidation are necessary to protect our
personal and business interests.
This is why I truly appreciate the
honest and ethical people that make up
the independent office products dealer
community. Loyalty, to Gen Xers, is a
two-way street and I believe you will be
rewarded with the respect you have
earned.
For the younger of you who are
thinking, “Why would I want to make a
career in this industry?” I can only tell
you why I would. I have one of the best
job situations among my peers. I have a
great boss that I respect for his honesty,
faith and integrity. I have a voice and
the ability to bring about change in my
workplace.
I have been able to gain more
experience and use more of my talents
working in small businesses than I might
have had otherwise. I have advanced more
rapidly than many of my corporatelyemployed friends. And I get to make a
positive impact on my community—which
is very important to me.
I’m certainly not an expert on
managing the generation mix and I
struggle with the same questions you
do. How can I communicate effectively
with everyone in my organization? How
can I cultivate new leaders and effect
change without alienating our long-term
staff? And what’s with those Millennials
and their wheelie shoes?
The good news is that independent
dealers have the opportunity to not only
help shape the next generation of
leaders, but to also learn from the
unique generation mix in our businesses and industry.
* Based on a Dealer Welcome
presentation at last month’s S. P.
Richards’ Advantage Business
Conference
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