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ICC Business Products, Indiana Dealer, Celebrates 80th Anniversary
In Indianapolis, Quinn Ray and his team at ICC Business Products have something special to celebrate, as they mark their 80th year of service to the local business community.
The dealership started out in 1930 as Indiana Carbon Company, and proudly went to
market with its own private formula for carbon paper.
Things are just a little different today, with ICC operating as a multi-faceted company
built around a product mix that includes office equipment, promotional items and office
furniture, as well as office supplies.
Quinn joined the company’s sales team back in 1967, when annual sales were just a
couple of hundred thousand dollars and there were eight employees on the payroll.
Today, that number is up to 30 and he says, there are times when they do more in a
single day than they did for the whole year back then.
Business these days is pretty good, he reports, with the dealership’s recent venture into
managed print services going particularly well. Also on the agenda: plans for some kind
of special anniversary celebration later this year, to coincide with the launch of a new
web site.
Meanwhile, Quinn and the rest of the ICC team can look back with pride on a distinguished record of service and value. Congratulations, and here’s to the next 80 years!

Memphis Dealer Yuletide Office Solutions
Earns Small Business Honors

Chris Miller (center) and part of the leadership team at Yuletide celebrate well-earned recognition as
a 2010 Small Business of the Year in Memphis.
Congratulations to Chris Miller and his team at Memphis-based Yuletide Office Solutions,
honored recently by the Memphis Business Journal with a 2010 Small Business Award.
The awards are given annually by the business publication to recognize Memphis area
companies that demonstrate exemplary performance and leadership. The Journal presented awards in four different categories and Yuletide won in the 26-60 employees group.
Winners are selected after a rigorous adjudication process that includes onsite visits and
interviews with a panel of judges.
Chris told the Journal that the key to his dealership’s success is top-notch service with
continued on page 4
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Good News on
the Government
Market, But a
Lot More Work
is Still Needed

As NOPA president Chris Bates notes elsewhere
in this issue, the past couple of months have
seen some impressive steps forward for the independent dealer community in terms of its involvement in the government market.
is.group scored a major win on the U.S. Communities/LA County contract and there’s been similar good news for independents from several
states, notably Florida and Texas.
At the federal level, recent blanket purchase
agreement awards by the General Services Administration (GSA) and the U.S. Army have also
resulted in new opportunities for selected independents.
But while we’re happy to congratulate the winners of the past few months and recognize NOPA
for its role in expanding opportunities for the
dealer community, there’s still plenty more work
needed.
Time will tell whether the very public call by
is.group CEO Mike Gentile for a merger between
his organization and TriMega will lead to anything
concrete, but there’s a lot of appeal to the idea
of bringing all possible resources to bear to make
the most of these new opportunities.
And even though the shift among federal buyers
away from single source programs to use of an
expanded handful of different suppliers represents some progress, the basic anti-open market, anti-multiple award pattern remains
distressingly entrenched.
Things aren’t much better at the state level. Despite a body of evidence that stretches from
Florida to California on the problems inherent
with single-source procurement, state and local
government buyers seem committed to maintaining it anyway.
If nothing else, they’re providing a remarkable
display of doing the same thing over and over
again and expecting different results!
Our take on recent events in the government
market: More independents than there used to
be have reason to celebrate good news, but
we’re kidding ourselves if we don’t think there’s
still a need for plenty of heavy lifting at just about
all levels.
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Story CONTINUED FROM PAGE 2
a smile. “At the big box stores, you just don’t have that customer
service,” Chris said. “No matter what it is, the answer (at Yuletide)
is ‘Yes, we can.’ Customers just need to tell me what I want and
I’m going to get it for them.”
It’s an approach to the market that will have a familiar ring to it
for many independents and one that’s been in place at Yuletide
since Chris’s father, Paul Miller, Sr., founded the business in 1971.
Today, the third generation of the Miller family is active in the dealership and working hard to keep strong the values of outstanding
service, hard work and community involvement that have been the
hallmark of the dealership for close to 40 years. Hat’s off to yet another independent who’s going strong and continuing to do good
things despite fierce competition and a challenging economy.

In Ohio, Independence Business Supply’s ‘Buy
Local Bob’ Hits the Headlines

message.
“I'm seeing more and more people want to do business with a local
company if they can be competitive with the pricing,” he reports.
The Buy Local movement has even drawn the attention of the media,
with Bob’s local newspaper, the Akron Beacon Journal, last month
running a profile on him and highlighting his Buy Local efforts.
“Whenever and wherever I can, I always try and buy American
made and support local businesses,” Bob explains. “I wish more
people understood the economic impact it makes in the community and how many businesses have closed because of the WalMart's of the world.”
As any independent knows, getting that message across is always a challenge. But thanks to the efforts of folks like Bob Leone
and Bob Rosa before him, awareness of the benefits of buying
locally is growing and that’s good news for every independent!

Chuckals Office Products, Tacoma Dealer,
Serves as Key Supporter of U.S. Amateur Golf
Tournament

The license plate tells you all you need to know about Independence Business Supply’s Bob Leone and his commitment
to supporting locally owned and operated businesses.
Over the past few years, more and more independents have
joined the Buy Local movement and begun educating their customers and their community at large on the benefits of doing business with locally owned and operated companies.
But few do it with quite the same zeal and enthusiasm as Bob
Leone, a sales rep for Independence Business Supply and an industry veteran who has spent time on both the independent and
big box sides of the industry.
The license plate on Bob’s Ford says it all—BUYLOCL—and it’s
a message he hammers home at every opportunity. It’s even gotten to the point where he’s earned a special nickname: “Buy Local
Bob.”
The original “Buy Local Bob” was Bob Rosa, now retired, who
ran Rosa’s Office Plus in Richmond, Indiana, and Bob Leone is
quick to pay tribute to Bob Rosa for his inspiration.
Today, Bob Leone’s business cards carry a ''Support Ohio. Buy
Local'' message and the fliers he presents to customers and
prospects make the point that all his big competitors are headquartered outside Ohio.”
The good news for Bob and other independents like him is that
the folks he calls on are also starting to buy into the Buy Local

Chuckals’ Al Lynden with U.S. Amateur Golf Tournament runner-up David Chung.
If you’re a golf fan—and somehow we suspect more than just a
few readers fit that category—you may well have found time last
month to watch some of the 2010 U.S. Amateur Golf Tournament
on NBC-TV or the Golf Channel.
For Al Lynden and his team at Chuckals Office Products in
Tacoma, the event was a lot more than just a chance for an early
look at the next Phil or Tiger.
This year’s tournament was held just down the road at the spectacular Chambers Bay golf course, and Chuckals took full advantage of the opportunities to raise their profile in the community
and coordinate an effort that resulted in our industry as a whole
serving as the largest supporter for the event this year.
Joining Chuckals in support of the tournament were MWV-Meadwestvaco, S.P. Richards, Sanford Brands, 3M and HewlettPackard.
In addition, Chuckals organized an evening boat cruise for customers and structured an ambitious City of Hope fundraiser
around the tournament, with a silent auction offering items for bid
such as VIP credentials for the tournament and starting times in
continued on page 5
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Story CONTINUED FROM PAGE 4
the Championship Invitational on the course held the day after
the tournament itself.
“The whole event just couldn’t have gone any better and our industry’s support was much appreciated,” said Al.
In case you missed it, Oklahoma State's Peter Uihlein celebrated
his 21st birthday in style by holding off Stanford's David Chung
to win. Remember their names. Somehow, we suspect you’ll be
hearing a whole lot of them around the 18th green before too long!

Warden’s Office Products, CA Dealer, Answers the
Call for City of Hope
When David Williamson of MWV-Westvaco launched his fundraising campaign for the City of Hope as this year’s Spirit of Life
award honoree, he called on every independent to contribute at
least $1,000 in support of the research and treatment center for
people suffering from cancer and other life-threatening diseases.
In Modesto, California, Chris Peterson and his team at Warden’s
Office Products met that call and then some.
“City of Hope is a wonderful organization and we were inspired
by David’s outreach to the independent dealer community to get
involved,” explained Chris.
In response, Warden’s came up with a special raffle, with a grand
prize of a wine-tasting weekend and a second prize of an office desk,
thanks to a generous assist from wholesaler United Stationers.

Just two days later, an impressive $2,500 was in the kitty for City
of Hope, with the happy raffle winners making plans for a fun
weekend.
“Response to the raffle went way beyond our expectations,” said
Chris, “and in addition, it also helped increase awareness among
our own people of City of Hope and all it does.”

Louisiana Dealer Kenny Sayes Sponsors Local
Youth Fishing Tournament
It was time to put a pole in the water last month in Alexandria,
Louisiana, as Kenny Sayes of Sayes Office Supply provided yet
another outstanding example of independents’ support for their
local community by once again serving as a sponsor and lead organizer for the Bass Clubs of Louisiana’s local youth fishing
tournament.
This year marks the 15th in a row that Kenny has been in charge
of the event and evidently, he’s doing something right, as over
550 local area kids showed up to spend a day on the water.
When he’s not organizing fishing tourneys, Kenny is running a
pretty successful business these days and, he says, his dealership has been stepping up efforts in the jan-san market with particularly good results.
Check out his latest TV commercial … it’s a hoot!
www.facebook.com/video/video.php?v=1338486590811&ref=mf
continued on page 6

Recent industry changes require alternative sources—

That’s where Gussco comes in.
FAMILY OWNED AND OPERATED FOR 90 YEARS, GUSSCO IS A CONSISTENT,
SUSTAINED, AND VIABLE ALTERNATIVE FOR YOUR CUSTOM FILING NEEDS.
CLASSIFICATION FOLDERS

DESIGNERPAK ®

PATENT
FOLDERS

FILE POCKETS
& WALLETS

For more information about our custom ﬁling solutions,
visit our website www.gussco.com
or call us at 800-2-GUSSCO (800-248-7726).
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Extra PayDay for Customers at
Warren’s Office Supplies, Maine
and New Hampshire Dealer
When it comes to building strong customer relationships, nobody does it better
than today’s independents. Case in point:
Warren Roberts and his team at Warren’s
Office Supplies in Springvale, Maine.
Last month, the dealership ran a special
“Get an Extra PayDay” promotion for all
customers who placed an order the week
of August 16, and even if it didn’t show up
in their actual paycheck, it was still a big
hit, reports marketing director Jennifer
Roberts.
“Every order placed during that week was
given a PayDay Candy Bar, wrap and labeled by SP Richards, in the customers’
packages,” Jennifer explained. “We sent
out about 2,000 postcards the week before
the promotion to let our customers know
and they really responded—not only did we

get a nice uptick in orders, but we also got
a lot of feedback from customers who
called or emailed to let us know how much
they appreciated us thinking of them.”

Jennifer. Meanwhile, the folks at Warren’s
are also having their own kind of fun,
building those vital business relationships
and counting new orders.

Candy bars aren’t the only way Warren’s
reaches out to touch customers in a special way. Every quarter, the dealership
sends out a “Pencil Man Puzzle Club” activity book, featuring Suduko, Word Finders and similar brain teasers.

New Director of Furniture Sales
for the Phillips Group, PA Dealer

Customers who send in their answers
qualify for a drawing with prizes like a free
iPod, office drink machine or a gift package of goodies for the breakroom.
The response, says Jennifer, has been terrific, with as many as 400 customers participating each quarter. And even if they
don’t win a grand prize, everyone gets a
thank you letter and a coupon for a free
candy bar with their next order.
“We try to make ordering from Warren’s
Office Supplies a fun experience and our
customers really seem to enjoy it,” says

In Middletown, Pennsylvania, The Phillips
Group has named Linda Iagnemma director of sales for its furniture division. David
Phillips, division president, had been acting sales manager for the past two years.
Linda brings to the position 18 years of design, project management and facilities
management experience, including the
past eight years as an account executive
for Steelcase dealers in Reading and Pittsburgh. She has a bachelor’s degree in interior design from Indiana University of
Pennsylvania.

I.S. Connect is Image Star’s new service offering designed to
help you integrate in ways that can reduce your costs and
improve efficiency. Now you can transmit orders to Image Star.
Contact us to get your password and set us up on your system.

Phone:

888.632.5515
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Fax:

888.635.7479

Email:

sales@imagestar.com
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Get the insider information
you need to make
more money!

BUILD
YOUR
SALES
&
MARGINS
Contact your S.P. Richards Sales Representative for Information.

SECRETS OF

SUCCESS
Big Boxes Take Note—
Here Comes Rosa’s
by Jim Rapp
“We will do $6.5 million this year and plan to double that in two
years,” says John Haptstueck pr oudly. John heads one of the
fastest growing dealerships in the country, Rosa’s Office Plus, in the
not-very-big city of Richmond, Indiana. How will such gr owth be
possible? Probably for the same reasons that allowed John to more
than double sales since acquiring the business in November 2006.
Read on.
John bought the dealership after three generations of Rosa’s finally
ran out of heirs. But the business and the industry were not new to
him. “I got started by working for Rosa’s as a computer salesman
in1987. A year later I was named general manager and stayed until
1993, then went into consulting, working with dealers acr oss the
country, including with DDMS for several years, then became a
director of e-business for is.group.”
Rosa’s still operates its original retail store in downtown Richmond,
but most of their business today is commer
cial. When John
acquired the dealership, they served seven rural counties. T oday,
after buying thr ee small dealers in Muncie, Gr
eensburg and
Rushville, they cover 23 counties in east central Indiana, including
Indianapolis.
Although Rosa’s has centralized its headquarters and warehouse in
Richmond, John has maintained sales offices and retained most of
the salesforce of the acquired companies.
“We’ve been able to retain more than 80% of the customers of the
acquired dealers,” John explains. “It wasn’t easy because most
customers were not ordering online and the previous dealer systems
were quite antiquated.”

n Rosa’s Office Plus
Richmond, Indiana
n John Hauptstueck, President
n Supplies, Furniture, Copiers,
Jan/San, Printing, Promotional
n Founded: 1947
n Sales: $6.5 million

Beyond CRM

n Employees: 25

Not only does Rosa’s management know what’s going on with
every customer every day—sales, margins, mix, etc.—but so do the
reps, using Acsellerate softwar e and the dealership’s DDMS
system.
“Our r eps, working with our pur chasing department, determine
where any given product can be obtained at the best price,” John
continues, “and if a competitor is selling at a certain price, then there
must be a way for us to match or beat that price.”
“To compete today, you have to know competitors’ prices and you
have to stay on top of them. Y ou have to educate your customers
on some of the ways the big boxes go to market. If we lose a
customer, we don’t give up, we stay in touch and we don’t say ‘I
told you so’ when they realize they’ve made a mistake. Being honest
and building trust, that’s what we do. We get a lot of them back.”
Rosa’s stocks 2,300 items in their warehouse, all bought direct, with
about half through is.group programs.

n Partners: is.group, United Stationers

SEPTEMBER 2010

n On-line Sales: 36 %

Three-way
Growth

n Web: www.rosasop.com

Looking to the futur e, Rosa’s plans additional acquisitions, some
out-of-state, broadened product lines and a national pr ogram yet
to be announced.
This year they’ve moved into logo appar
el and pr omotional
products, partnering with a local manufacturer. They began offering
printing services several months ago, and will soon be adding
coffee service.
Rosa’s is also one of the lar gest distributors of American flags in
the country, including sales to other independents.
Call John Hauptstueck today. I’ll bet he’ll give you a good price!
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is.group Awarded New U.S.
Communities Office Supplies Contract

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

$500 Million Win for Independents
In a move that puts in the hands of the independent dealer community a contract
valued at $500 million annually, the
is.group dealer co-op has been awarded
the new agreement to provide office supplies and related products to the 42,000+
state and local government organizations
nationwide participating in the Communities Government Purchasing Alliance (U.S.
Communities) program.
is.group replaces Office Depot as sole
supplier under the contract, which will run
for an initial three year term, with two additional 12-month extension options.
Office Depot had held the contract since
1966, but has been the subject of numerous state auditors’ reports and similar investigations in recent years, alleging
overcharges, unauthorized product substitutes and other irregularities.
The Florida-based big box had been
widely expected to submit a bid for the
new contract but announced in July it was
not intending to participate in the bid
process, citing what it called “onerous”
contract requirements.
The new agreement covers some 20,000
SKUs, including ink and toner and basic office furniture in addition to office supplies.
Wholesaler United Stationers will be providing operational support to is.group on
the contract, including inventory, logistics,

e-commerce and marketing.
Over 95% of orders under the contract are
expected to be placed electronically,
through a web site provided by United
subsidiary MBS-Dev. Orders will be placed
with Independent Stationers, the name by
which is.group is identified as contract
holder, who will also manage receivables
on the account.
“The agreement will provide a tremendous
opportunity for is.group members to sell
business products to thousands of U.S.
Communities participating public agencies
nationally while allowing those participants
to purchase their business products
through locally owned dealers that are in
their own communities,” said is.group
president and CEO Mike Gentile.
The current contract held by Office Depot will
remain in place through the end of this year.
Between now and then, U.S. Communities
said it will work with is.group and United Stationers to ensure a smooth transition.
Following the announcement of the award,
Gentile called for a merger between the
two major industry groups, TriMega and
is.group in an interview with opi.net.
Gentile described the award as “an opportunity for all independents in the entire independent dealer channel to see what can
be accomplished”.

“If we really want to demonstrate to the industry that we can work together and
grow our business through gaining regional and national accounts, then the two
major dealer groups TriMega and is.group
should merge,” he stated.
TriMega vice president of marketing
Michael Morris told INDEPENDENT
DEALER the organization would have no
comment on Gentile’s call for a merger.
Also in response to the award, American Office Products Distributors, Inc. (AOPD),
which had submitted its own bid for the contract, issued a release thanking Los Angeles
County and the US Communities organizations for the opportunity to participate and
acknowledging is.group for its win.
“We wish them well as they finalize their
implementation plans that will be extremely critical to the success of this contract,” AOPD said.
AOPD executive director Bud Mundt commented, “Our goal was to deliver a solution that combined a centralized
infrastructure that was wholesaler neutral
with the customer focused capabilities of
the AOPD dealer network. We learned a
great deal from this opportunity and we
take away valuable information and experience that will certainly prepare us for future opportunities.”
continued on page 12
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Who wants a

better way to
supply custom
stamps?

Make custom stamps
in minutes.
Brand each stamp with
your own logo.
Compact design, plug
into any outlet.
Reduce errors
and remakes.
Increase margins.
Minimal investment.

A QUICK, SIMPLE, INEXPENSIVE
way to make your own
custom stamps!

CONTACT:
CON
NT
TACT
A :
Customer
Custom
mer Service:
1-800-325-7409
1
-80 0--325-7409
Options
Opti
ions 2
2,9
,9

or email:
dealers@usstamp.com
dealers@
@usstamp.com

Industry News CONTINUED FROM PAGE 10
United Stationers Announces
Senior Management Changes,
Opens New Distribution Center
in Portland, OR

Cody Phipps

Wholesaler United Stationers has announced the promotion of P. Cody Phipps
to the position of president and chief operating officer of the company. He will report to Richard W. Gochnauer, who will
remain chief executive officer.
Phipps, 48, joined the company in 2003 as
senior vice president, operations and was
promoted to president, United Stationers
Supply in 2006. United said he has been
instrumental in driving growth and obtaining operating efficiencies in the company’s
largest operating unit and has made a significant positive impact on overall company results.
Todd Shelton, 43, president, Lagasse, has
been promoted to president, United Stationers Supply, replacing Phipps. He will
report to Phipps and serve as a member
of United’s senior leadership team.

Shelton joined Lagasse, the company’s
janitorial and breakroom supplies division,
in 2001 as vice president, finance and was
then promoted to chief operating officer of
Lagasse in 2005.
In 2008, he was appointed to the position
of president of Lagasse and was responsible for leading the development and execution of strategic business initiatives and
the delivery of operating plans and goals.
United said it is initiating a candidate selection process to replace Shelton as president of Lagasse. In the interim, the
Lagasse leadership team will report to
Steve Schultz.
Separately, United also announced recently it has opened a new distribution
center in Portland, Oregon, to enhance
service to customers in the Northwest for
its United Supply/Azerty, ORS Nasco, and
LagasseSweet businesses.

Todd Shelton

continued on page 14
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Executive Counseling
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William E. Kuhn & Associates
SEPTEMBER 2010

INDEPENDENT DEALER

billkuhn1@cs.com
303
303--322
322--8233
PAGE 12

Local Service, Nationwide and Beyond

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

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

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

Industry News CONTINUED FROM PAGE 12
New VP of Logistics for S.P.
Richards
Wholesaler S.P. Richards announced last
month the promotion of Chad Lee to vice
president, logistics. In his new role, Lee
will be responsible for facility planning and
optimization, quality assurance, and all aspects of inbound/outbound freight. Lee
had been DC general manager of the company’s Memphis operation since 2004 and
prior to that managed the operations of
the Atlanta distribution center.
In his new role, Lee will report to CIO and
senior vice president of technology Boyd
Rice, who commented on Lee’s promotion. “Chad has done an excellent job during his time in Memphis and we anticipate
great things from him in his new capacity,”
said Rice. “He brings a current marketplace perspective to the team and has the
drive and innovative mindset to lead our
operational and logistical efforts.”

Office Snax Rainforest Certified Coffee:
• Regular - (63) 1.75 oz pkts
• DECAF - (63) 1.75 oz pkts
Chock full o' Nuts Original Coffee:
• (6) 39 oz cans/case
• (42) 1.75 oz pkts/case
Hills Bros Coffee:
• (42) 1.75 oz pkts/case (K)
• (6) 39 oz cans/case (K)
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Acsellerate Establishes
Partnerships with Tom Buxton,
Fortune Web Marketing
The Acsellerate Solutions sales intelligence service last month announced partnerships with Tom Buxton and the Fortune
Web Marketing technology company designed to expand the range of services
and support available to its dealers.
“Over the years we have worked with Tom
on a number of successful initiatives that
have led to enhanced margins and sales
growth for our joint customers,” commented Jen Johnson, vice president and
founder of Acsellerate. “We are excited to
engage in a formal relationship with InterBizGroup, offering a series of educational
opportunities for our customers, allowing
for dealer development on a broader
scale.”
Acsellerate and InterBizGroup have also
announced a Money Back Guarantee for
new customers that sign up for Acsellerate

EXACT Nutrasweet:
• Pink Sweetener - 2000 pcs/case
• Blue Sweetener - 2000 pcs/case
• Yellow Sweetener - 2000 pcs/case
Packets:
• Equal - (12) 100 pc boxes/case (K)
• Splenda - (12) 100 pc boxes/case (K)
• Sweet ‘N Low - (4) 400 pc boxes/case (K)

and also contract with consulting services
from InterBizGroup.
“We are so confident that the team at Acsellerate and InterBizGroup can grow your
profitability that we will offer this guarantee,” said Buxton, founder of InterBizGroup and a regular contributor to
INDEPENDENT DEALER. “The only caveat
to the guarantee is that dealerships must
follow the plan agreed to during the initial
engagement in order to qualify for the
guarantee.”
Acsellerate said the relationship with Fortune Web Marketing and its president,
Jennifer Stine Schulman, will expose
dealer customers to expert techniques
and innovative ideas on using analytics
and CRM to drive their online marketing
initiatives.
“From the beginning, our mission has
been to provide access to information that
helps our customers profitably grow their
continued on page 16

Canisters:
• Sugar - (24) 20 oz can/case (K)
• Non-Dairy Creamer - (24) 12 oz can/ case (K)
Sugar:
• Packets - 1200 pcs/case (K)
• Sugar in the Raw - (2) 200 pk boxes/case (K)
• EXACT Natural Cane Sugar - 2000 pcs/case
Coffee Stir Sticks 5":
• (10) 1K pc boxes/case (K)
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OP Revelation

™

BEAT THE POWER CHANNEL
“The new system has become a great asset. Because
of the e-commerce site we are able to easily attract
new customers and we have been able to increase the
volume of orders as well as the number of lines on each
order from our customers. The warehouse has improved
due to the new picking and manifest systems which has
resulted in a reduction in warehouse staff. Finally, our
cash ﬂow improved because of how easily and efﬁciently
we can invoice our customers”.
Vic Diaso - President
World Class Business Products
“Since converting to BMI OP Revelation, we never
hear the main customer objection that our website is
substandard. That objection has gone away and we
can pursue new customers with conﬁdence about our
e-commerce capabilities. BMI OP Revelation delivers
accurate and highly relevant search results with
extraordinary product presentation and content.”
Bernie Garvey - President
Garvey’s Ofﬁce Products

“On October 1st, 2008 we went live with BMI OP
Revelation e-commerce storefront and back end
software. I truly feel we had a great conversion. BMI was
very accommodating in addressing issues with the web
and making it user friendly. The difference between our
prior software vendor and BMI is that they care about
your issues and problems and want to ﬁx them. This is
really a state of the art system & every day I learn more
things that make me happy that we chose this product”.
Norma Anthony - COO
BF Molz

SOFTWARE FOR
The Independent Ofﬁce Product Dealer
OP RevelationTM from BMI is a complete software solution designed to
put “Power Channel” technology into the hands of Independent ofﬁce
product dealers and will effectively manage e-commerce, customer service,
procurement, wholesaler supply chains, inventory, warehousing, delivery
logistics, accounting, ﬁnancial reporting and operational analysis.

•

Unmatched Ease of Use, Functionality & Access to Data

•

Rapid ROI Through Improved Efﬁciency, Customer Service
& Margin Management

•

Advanced E-Commerce Search Engine with Enhanced
Wholesaler Content

CALL NOW!888.580.8382

BEAT THE POWER CHANNEL
Runs on Microsoft Dynamics NAV®

14 Penn Plaza, Suite 1105 New York, NY 10122

www.bmiusa.com

Industry News CONTINUED FROM PAGE 14
business,” said Acsellerate president and
founder Steve Sabatini. “The partnership
with Jennifer and Fortune Web Marketing
will offer another level of expertise, allowing customers to optimize their online
presence and develop targeted marketing
strategies that generate growth.”
For more information, contact Acsellerate
at 571-266-6420 or sales@acsellerate.net;
InterBizGroup at 720-289-8930 or e-mail
tom@interbizgroup.com; Fortune Web
Marketing at (877) 813-6390 or e-mail
jennifer@fortunewebmarketing.com.

Image1, HP Laser Printer Parts
Supplier, Expands into Canada
Image1, a supplier of HP laser printer parts
based in Plano, Texas, has announced its
expansion into the Canadian market.
Image1 said it is now able to ship overnight
virtually anywhere in Canada and offer
printer and copier dealers reduced shipping times and local inventory that mini-

mizes their need to carry excess stock.
Image1’s 20,000 square foot sales and distribution facility is located in Oakville,
Canada, within the greater Toronto area and
its entire product line of printer parts, certified pre-owned printers and managed print
services will be available from this location.

Shachihata Names New CEO
Shachihata, manufacturers of Xstamper
and ClassiX stamps and Artline markers,
recently announced the promotion of Bob
Ally to president and CEO of Shachihata
USA.
Ally replaces Terry Minato who will return
to Shachihata Inc. Japan at the end of November. In his new position, he will be responsible for developing the company's
long-term operational strategies and financial goals, strategic alliances and bottom
line performance.

aligning Shachihata direction with its core
competencies, the company said. He also
streamlined the financial and operational
processes resulting in more efficient production, faster delivery and better customer service.
Ally brings over 30 years of experience to
his new position, of which 10 years were
with Shachihata Inc. USA.

Cosco Industries Adds Industry
Veterans Mike Wilbur and Paul
Ventimiglia, New Rep Groups
Cosco Industries, makers of self-inking
and pre-inked stamps and other marking
devices, has announced the addition of
two industry veterans to its commercial
sales organization.
Mike Wilbur has joined Cosco as vice
president of sales and Paul Ventimiglia is
Cosco’s new director of sales. Together,

In his position as COO/CFO, Ally was instrumental in being a change agent in

continued on page 17
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they bring over 60 years’ experience in the
office products channel to the company.
In addition, Cosco Industries has retained
the services of the following independent
rep organizations: John Motley & Associates, Paul Coriden & Associates, Buddy
Brown & Associates and Professional
Sales Associates.

The Stitched Dual Pocket Shop Ticket
Holder with Hanging Strap has a 9 x 12
pocket to hold papers, catalogs, schedules, lists and more, with a small 9 x 6
pocket holds CDs, keys, notes and all
other corresponding job information.
For more information on these new products, contact Jean Andersen at 1-800323-6084 x3361 visit www.C-Line.com.

The Waddell division
of Ghent Manufacturing has introduced a new line of
corner display cases
under the Prominence name.
Prominence Corner
Cases are available
in four different models. each made with
tempered glass and
multi-faceted aluminum frames.

New from C-Line:
Shop Ticket Holders
C-Line Products recently released two
new shop ticket holders designed to avoid
manuals, catalogs, books and other items
piling up in the work area and keep them
all in one convenient place instead.

For more information, visit
www.ghent.com.

C-Line’s High Capacity Stitched Shop
Ticket Holder comes with a gusset that expands to hold instruction books, manuals, etc.
and a flap with Velcro closure to keep documents secure. The insert size is 9 x 12 x 1.
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Waddell Introduces New
Prominence Corner Cases

continued on page 18
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Britannia’s New V5 Lite System Up Close
tively supporting dealers who range in size
from around $300,000 in annual sales all
the way up to the very largest independents.
Now, the very smallest dealers also have a
solution that will allow them to take advantage of technology as well. Up until now,
those very small dealers have all too often
been running their businesses with an
array of different off the shelf solutions—
one for their web site, another for accounting, another for purchasing and so
on—and they’ve been struggling with considerable inefficiency and duplication as a
result.

Anshul Choudhry,
general manager of ECi Britannia
Last month, ECi Software Solutions rolled
out Britannia V5 Lite, a slimmed down version of its Britannia V5 system aimed directly at the very small dealer universe.
What are the key features and benefits of
V5 Lite and why is ECi launching a new
system when it already offers office products dealers several other technology options, notably DDMS and the standard
Britannia system? For answers to these
questions and others like them, we sat
down with Anshul Choudhry, general manager of ECi Britannia. Here’s what he had
to say about the new program.

ECi already has the largest share of the
dealer universe in terms of an installed
base through DDMS and Britannia, so
why roll out another system?
CHOUDHRY: Britannia V5 Lite in many
ways can be seen as the final component
of a suite of different solutions for office
products dealers of all types and sizes to
draw on to manage their business as it
grows and evolves.
DDMS and Britannia represent solutions
with an outstanding track record of effecSEPTEMBER 2010

also gives you access to a broad range of
tools and support, such as Go-Live training, data migration and webinars. You also
get a support desk to answer any questions you might have that’s available six
days a week.

What happens if I start on the system
and grow beyond that monthly $25,000
sales number?
CHOUDHRY: If you do more than $25,000
a month on the system, you have the option to upgrade on a temporary basis to the
full version of Britannia V5 by paying an additional fee.

At a time when technology represents an
increasingly important factor for the enduser when it comes to selecting a supplier,
addressing those inefficiencies is critical
and Britannia V5 Lite gives very small dealers the ability to do just that.

Our basic hope, of course, is that V5 Lite
users will be able to grow their business
and become medium-sized and eventually
large dealers, and as they do so, they will
migrate up to our more powerful and feature-rich solutions.

How do you define “small dealer” for the
purposes of Britannia V5 Lite?

What advice would you offer a dealer
who moves to V5 Lite to help them maximize the value of that decision?

CHOUDHRY: A small dealer would be
somebody who generates sales of less
than $25,000 a month or $300,000 a year.
Normally, a dealer of that size doesn’t use
the more advanced features in the full Britannia V5 system such as multiple locations or multiple inventories. Typically,
these businesses just need one seat license. These businesses have a need for
a system that offers integrated e-commerce, accounting, electronic purchasing
and other features that would help them
compete against mega channels.

If I’m a dealer who fits that model, what
level of investment should I expect for
Britannia V5 Lite?
CHOUDHRY: There’s a minimal one-time
fee to get started and after that, a monthly
fee of just $295 a month. The monthly fee
INDEPENDENT DEALER

CHOUDHRY: The best advice we can offer
to any dealer who’s joining the ECi family
is that they make a solid commitment to
leverage all the tools that we provide. They
should make a point of taking advantage
of the help that’s available to set up their
web site, our online video tutorials, webinars, one-on-one training, onsite visits, etc.
They should also recognize they’re gaining
access to a dealer network that collectively
represents an enormous reservoir of industry experience and knowledge which can
also help them grow their business. V5 Lite
is a powerful business system, but it’s not
just about acquiring a new technology tool.
It’s also about access to a resource that
can help their dealership on many different
levels.
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NET1 Payment Solutions
The Credit Card Processor That Thinks and Acts Like an Independent
If you think all credit card processors are created equal, you might just want to spend
some time with Shane Roach of Mister Paper
Office Supply in Gainesville, Florida. “Since we
opened for business in 1997, I have worked
with a number of banks and processors and
NET1 Payment Solutions is easily the best one
we have had as a partner,” says Shane. “Their
charges and fees are right where we expected
and when we have a question or situation, it is
quickly resolved to our satisfaction.”
As more and more dealers are discovering,
that’s a level of support that is standard at
NET1. The company is relatively young—it
was founded by current president Brian Morabito in 2004—but thanks to a business model
based on customer service excellence, transparency in pricing and a fierce commitment to
the highest level of business ethics, its growth
has been strong and steady.
Today, NET1 boasts over 1,300 different customers that range in size from just $5,000 in
charges to literally millions of dollars a month.
And over half of its customer base—800 and
growing—are office products dealers.
What’s the appeal of NET1 for independent office products dealers?

The breadth and quality of overall offering provide part of the answer. In addition to credit
card processing, including Level III and PCI
compliance, the company also specializes in
virtual check processing, check guarantees
and gift cards.
But that’s just one element of the NET1 value
proposition. A large part of the company’s
success has to do with its people.
Before he started NET1, Brian Morabito worked
for ECi Software Solutions for four years. He
knows independent office products dealers. He
understands their business model and how they
go to market and his own operation is built
specifically to respond to their needs.
That’s why NET1 is the “Approved Vendor” for
all ECi companies’ credit card processing
needs and has similar relationships with IBA,
SSI and the DemandBridge forms management system, as well as dealer groups like
TriMega and Vision Business Products.
“No other credit card processing provider understands the independent office products
dealer better than NET1,” says TriMega executive vice president Grady Taylor. “All TriMega
members not currently using NET1 are urged
to kick the tires now!”
And when independents do go “kicking
the tires” at NET1, they’ll find an operation with a remarkably familiar look and
feel.
“The ability to build strong, long-term
business relationships

is a key strength of just about every independent and it’s also central to who we are at
NET1,” Brian says proudly. In contrast to many
credit card processors who typically take a
“burn them and churn them” approach to their
customers, Brian points with pride to a core
base of loyal users, many of whom have been
with NET1 from Day One.
And, he points out, instead of talking to a different customer service or technical support
rep every time you call, a veteran team spearheaded by Brian, operations manager Karen
Schlotterbeck and customer service expert
Tina Wright, provides the kind of personal attention and concern that will be familiar to
many independents.
Finding the right credit card processor can be
no easy task, Brian warns. “Industry surveys
indicate 95% of businesses out there have virtually no idea of the rates they’re paying for
their transaction processing,” he says. “Many
charge processors will start changing fees on
you virtually from the day you sign up with
them. They figure you’ll be gone after three
years anyway and the goal is to get as much
as they can before you leave.”
The NET1 approach could not be more different. “When you receive a merchant statement
from us, the profit is separated out from our
cost so it’s all very transparent,” Brian explains. “Many other processors out there bundle their costs and their profit into one single
amount, so you really don’t know how you’re
being treated.”
As a growing number of office products dealers of all types and sizes have learned, finding
out how NET1 treats their customers is a good
thing. It puts a critical element of their business in the hands of a partner they can trust
to deliver a quality service at a fair price in a
way that closely parallels how dealers themselves go to market. To learn more about what
NET1 Payment Solutions can do for your dealership, visit www.net1creditcard.com or contact Brian Morabito at 800-718-8005/
brian@net1creditcard.com.
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NOPA State and Local Government Advocacy
Initiatives Bearing New Fruit
Like most new business development initiatives in our industry, successful selling to
government agencies and public institutions typically requires a significant investment of a dealer’s time and energy.
Industry buying group and wholesaler engagement also is a key ingredient in success. Perhaps most importantly, development of strong relationships with government customers is an essential factor—
along with highly competitive pricing and
technical capabilities—as in the corporate
market.
Results are cumulative and dealer sales
and industry marketing and advocacy initiatives must reflect this reality.
As such, NOPA’s ongoing advocacy role
has been to develop and promote an industry-wide government procurement strategy
designed to support independent dealers
and their channel business partners as they
pursue major procurement opportunities at
the federal and, increasingly, state and local
government levels.
These efforts complement NOPA’s longerterm legislative and regulatory policy reform
efforts.
This strategy and independents’ tenacity
are beginning to pay off in terms of the
number and size of major new government
contracts already awarded to independents
this year and more are anticipated.
NOPA believes the collaborative efforts of
dealers, dealer consortia and wholesalers
are having a positive impact on a growing
number of the government and other public
procurement environments in which independents compete.
The major government business victories

independents have achieved to date in
2010 include:
n Second-generation Federal Strategic
Sourcing Initiative (FSSI) blanket purchase awards (BPAs), which includes access to more than a dozen federal
agencies and has strong Administration
backing.
Through an active pre-bid dialog with the
General Services Administration (GSA)
and the Office of Federal Procurement
Policy (part of the Office of Management
and Budget), NOPA and our members
were successful in expanding the number of initial “Pool 1” awards aimed at
small independent dealers and dealer
groups from three to seven.
GSA has announced plans to add new
contract awards to the extent that FSSI
approaches its high-volume expectations
($200 million/year).
n The new U.S. Army BPA, also in its
second generation, included several contract awards to independents.
NOPA, its members and congressional
allies were able to partially redirect the
Army’s focus in this procurement to include more awards to dealers and dealer
groups.
The first generation Army BPA focused
heavily on small dealers, who demonstrated their strong capabilities to serve
one of the most demanding and largest
federal customers.
NOPA argued that such performance reliability should be recognized in the competitive bid process and evaluation
factors.
While there has been erosion in the size

of this opportunity as a result of the
JWOD/AbilityOne base store program,
the new Army BPA represents tens of
millions of dollars of future opportunity
for the awarded dealers.
n Texas state contract. NOPA and its
members throughout Texas have worked
together since mid-2008 to discourage a
new single-source office products contract award; organize an effective dialog
with state purchasing officials to influence the structure, terms and scope of
its RFP; and encourage active independent bidding on the RFP once issued.
NOPA understands that one of the big
box companies and a self-formed team
of six Texas-based dealers have both received an intent-to-award notice from the
state and are included in final negotiations on a new state contract, valued at
approximately $40 million annually. By
design, the dealer team has state-wide
coverage capability.
n Florida state contract. This opportunity attracted a large number of independents as bidders and resulted in a
regional (Tallahassee, state-capital area)
award to Gulf Coast Office Products
(GCOP). Contracts also were awarded to
Staples and Office Depot, the incumbent
supplier.
NOPA worked with several dealers in
Florida earlier this year to pass new state
legislation that required an open competitive bidding process and a minimum of
three awards in 2010.
Given the history of this contract in
Florida, the decision to award GCOP a
contract represents a major victory for
that dealer and independents as a group.
continued on page 23
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Tens of millions of dollars of business opportunity are at stake in Florida.
n U.S. Communities Contract. As reported elsewhere in this issue, Los Angeles County, CA, the lead agency for this
national procurement opportunity valued
at $500 million/year, has awarded
is.group a multi-year contract starting in
January 2011.
Thousands of local government, school
district and other public institutions currently piggy back on this contract for
some or most of their office supplies
needs.
The award of this massive contract to a
dealer group represents an extraordinary
vote of confidence in the competitive capabilities and determination of independents to effectively serve government
customers throughout the United States.
Taken together, these federal, state and
local government market developments
offer huge encouragement to independents
throughout the country.
NOPA is proud to represent and serve

members who are demonstrating that they
can compete effectively as individual companies and in teams to win some of the
most challenging government contract
awards.
Inevitably, there will continue to be setbacks along the road toward a more open
competitive government marketplace, as
recently seen in Georgia and New Jersey.
After a period of direct contracting and/or
allowing competition for state and local
business by independents, both states recently decided to piggy-back on the Staples/NJPA
national
contract
and
intentionally excluded independents from
even competing for future government
business.
In New Jersey, NOPA last month called on
governor Chris Christie to “walk the talk” in
his declared efforts to support New Jerseybased businesses and ensuring maximum
opportunities for them to compete in all
state procurements.
NOPA contends recent decisions by the
state’s Division of Purchase and Property

(DPP) to award single-source contracts for
office supplies, automotive replacement
parts and other products have not only displaced a large number of incumbent small
business contract holders and resulted in
significant layoffs, but also prevented the
kind of ongoing competition needed to ensure best value in purchasing by state and
local government customers.
NOPA will continue to challenge such misguided and economically damaging decisions, but also to encourage further
proactive dealer and independent community-wide initiatives to reshape the government procurement environment at all levels
of government. This year has brought new
encouragement that there is a genuine opportunity to do so.
For more information on current federal,
state and local government procurement issues and NOPA’s lobbying efforts on behalf
of independents in this area, contact NOPA
president Chris Bates (cbates@nopanet.org;
Tel: 703-549-9040, x 100).

With a staff that has over 30 years of office supply industry experience, Global
Recruiters of Lake Oswego focuses on locating and placing top talent with clients
ranging from Fortune 100 to small business. Our track record is solid. Within the past
30 months we have filled over 200 positions nationwide with a 93% retention rate.
These include:
• Experienced Sales Reps with existing customer relationships
• Sales Management Positions
• Account Executives
• Product Specialists
• New Business Development Experts
Call us today for a free consultation on the process of finding the
right people for your company.
Steve Stadell
president

Global Recruiters of Lake Oswego
1715 Willamette Falls Drive, Suite 215
Lake Oswego, OR 97068

503-557-3800
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The Sales Rep’s World Has Changed.
Has Your Hiring, Training and Managing Kept Pace?
We Talked With Dealers Who Have Adapted.
by Jim Rapp
As the saying goes, “Selling ain’t what
it used to be.” I’m sure that if you’ve
been in this business more than a few
days, you’ll agree that managing and
motivating salespeople today is a whole
new ball game.
The selling profession has undergone a
veritable sea change. At one time, reps
were the primary conveyers of information to customers—they wrote the orders and even stopped by to pick up
the checks.
Today, customers order online and can
go to any number of web sites and

learn as much information about a
product as the rep can provide. The
question is, “Have my salespeople
changed the way they work, and have
I, as their manager, changed my leadership skills to match? What are those
skills?”
Here’s what some of the most successful owners and sales managers have to
say about managing today’s salesforce.
“Managing salespeople can be challenging,” says Louise North of Sanner
Office Supply and Interiors in Erie,
Pennsylvania.
continued on page 27
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How can you help
erase cancer?

canswer.
David J. Williamson
Executive Vice President,
General Manager of MWV
– MeadWestvaco’s Office
Products Group

Join us in Chicago at
City of Hope’s National
Office Products Industry
2010 Spirit of Life® Award
Dinner honoring David
Williamson for his
philanthropic achievements
and his commitment to
helping City of Hope find
the answers to cancer.

To register, learn more or
for general donations
visit cityofhope.org/nopi or contact
Monique De Vaughn at 866-905-HOPE.

Spirit of Life Gala
Thursday, September 23, 2010
The Chicago Hilton – Chicago, IL

www.cityofhope.org/nopi
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“The ‘Good Old Boy’ approach doesn’t
work anymore, yet the basic characteristics
of top salespeople have not changed—
confident, well-organized, financially motivated and able to think on their own.”

high. They join the company thinking, ‘I get
to go out, meet people, be on my own,
everyone will love me, etc., etc.’ and they
don’t realize that it’s hard work and there’s
a lot to learn before they will be successful.”

“Now, assuming you have all that in a rep,
we are asking that person to work in a dramatically changed environment—online
ordering, instant communications and adjusting to new, young buyers who hardly
know we exist.”

Historically, independent dealers prefer
hiring experienced reps and that holds true
today. Yet some dealers believe that with
a good training program, the young, welleducated man or woman is a better
choice. The problem is how to attract
these individuals. Most would rather work
for a large, well-known company, where,
to them the future is brighter.

Different Strokes
for Different Folks
Louise says that the best approach is to
monitor how each rep is working. Some
adjust to the new technology better than
others. Her main point is to make sure that
the rep communicates with each customer
in the manner the customers prefers.
“I spend a lot more of my time mentoring
and monitoring new, younger reps,” she
says, “because their expectations are so

SEPTEMBER 2010

David Guernsey, CEO of Guernsey Office
Products, Chantilly, Virginia, has had much
the same experience with older reps.
“Today all salespeople, young or old, experienced or new, must understand that
the marketplace has changed. Buyers are
younger, technologically savvy, and they
don’t spend a lot of time thinking about office supplies. You can’t waste their time
and you have to do business the way they
want to do business,” David points out.

INDEPENDENT DEALER

Much of Guernsey’s business is conducted electronically, and that includes
their own communications with their reps
as well as with customers.
“Goals, specific plans, etc. are all built into
the annual plan for each rep,” he explains,
“We use PRIZM software and all records
and reports, to and from our people, are
electronic. Just about everyone uses a
Blackberry, which keeps them in constant
contact with customers and with our office.”
“All of our training and discussions with
our salespeople stress two things: 1) Every
call must be productive from the customer’s point of view, and 2) Every customer contact must include informationgiving on specific new products, new services, something that will be useful to the
customer, and at the same time will build
our business and our relationships. All of
these things combined, along with great
service, are what sets us apart from the
big boxes.”
Although Guernsey employs reps from all
continued on page 29
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age groups, they have hired a number of
younger men and women in the past several years, some just out of college. “We
tend to stay away from reps who have
been with Corporate Express and the
other big boxes. We prefer to train our
own,” he explains.

Experience Preferred
One of the fastest-growing independent
dealers in the United States is Innovative
Office Solutions (IOS) in Burnsville, Minnesota. Their sales in 2009 were $16 million. This year they expect to do over $35
million. A lot of that growth comes from
national accounts, explains executive vice
president Greg McCloud.
“We’ve built our business steadily over the
past few years and we continue to hire additional salespeople,” reports McCloud,
who was with Corporate Express for ten
years before joining IOS.
“We’re having a lot of success by attracting and retaining highly experienced people who look at the job as a career,” he
explains. “The experience, the personal
touch and the customer-building relationships that these reps bring to the table is
really setting us apart from the big boxes,
who have gone to a boiler room operation,
with one rep handling 600 or more customers/prospects. They’re hiring young
people just out of college and their turn
rate is high.”
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The IOS management team wants their
reps to spend as much of their day as possible working with customers and
prospects, so pretty much all communications are electronic and the “paperwork” is
handled by someone else.
To take more of the load off the reps,
they’ve created three new positions—management services director, facility supply
specialist and national account executive.
While most reps are paid straight commission, new reps work on a two-year program that starts with a substantial base
and slowly moves to commission as they
write more business.
Looking to the future, McCloud sees social
media becoming a more important part of
not only the rep’s life, but of everyone else
in the company.
“Right now we are in a time when change
offers great opportunity for independents,”
he contends. “We just have to take advantage of it.”
Sayes Office Supply in Alexandria,
Louisiana, has made major changes in its
salesforce over the past several years.
“The rep’s job changed but some of our
people didn’t change, and the thought
was, if I fire someone, I’ll have to hire and
train a replacement and what if that person
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doesn’t work out?” explains Kenny Sayes.
“We don’t think that way any more. With
help from consultant Krista Moore and S.P.
Richards’ Bob Kelly, we have a great training program and a new sales manager
who works closely with each rep, setting
goals and tracking results on a daily basis
and reporting back to all the reps.
“Our sales manager makes calls with each
rep. Together they set specific goals and
develop a checklist of what must be done
on each prospect call. Then the rep reports back—what happened, next step,
etc. She tracks all this information on a
daily basis and shares it with the entire
sales force. Recognition is a greater motivator than money.”
As an example of the success that comes
from this new way of working, Sayes went
after the jan/san business from major users
who were buying from small distributors
who were not price competitive. These
were 100% cold calls, all new business,
and in a very short period of time, annual
sales of jan/san exceeded $1 million!
Kenny Sayes concludes, “Good salespeople
want to work for a good sales manager—
someone who understands selling and spends
continued on page 31
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Add Your Voice to the

Chorus of Hope
In honor of of this year’s Spirit of Life Award Winner for the
City of Hope, David Williamson of MeadWestvaco, Paul
Ventimiglia and Martin Clemente of Shachihata are continuing
their unique fundraising efforts to buy musical instruments to
help make life easier for the patients who come to the City of
Hope for cancer treatment each year.
David’s theme of “Sharing Hope….Uniting the Body and Soul”
reflects the important role music plays in the healing process.
It enhances relaxation, encourages positive thoughts, decreases
muscle tension and stress, while increasing the body’s production of
endorphins. It also helps reduce the anxiety, depression, anger and fatigue
associated with cancer treatment.
That’s why your support of Paul and Martin’s efforts is so important.
Thanks to your generosity, the Piano Fund, as it has come to be known, has
already provided the City of Hope with a baby grand piano and two portable
pianos, but much more still is needed.
Please see the link below for the Sheri and Les Biller Patient and Family
Resource Center where the music therapy and art therapy rooms will be
housed and join Paul and Martin in supporting this noble cause.
www.cityofhope.org/patient_care/Biller-Center/Pages/default.aspx
Any dollar amount is welcomed. Please make your checks
payable to “City of Hope in care of the Art & Music Therapy Fund” and send to the address listed below:
Shachihata, Inc.
Attn: Chris Wiederkehr,
Sr. Trade Mktg Mgr
1661 W. 240th Street
Harbor City, California 90710-1310

“There is no profit in curing the body
if in the process we destroy the soul”
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the time to give help when it’s needed.”
Krista Moore adds these thoughts: “Effective sales management begins first with an
accurately defined and well communicated sales strategy that aligns the sales
reps’ goals, objectives and quotas to that
strategy. They then need to execute these
strategies through a sales leadership style
that holds others accountable, while being
motivating and inspiring.”

The Team Approach
“The Phoenix market is one of the hardest
hit economically,” says Ian Wist of Wist Office Products, Tempe, Arizona, “but we’ve
been able to weather the storm because
of our ability to get new accounts.”
“We knew we had to do something, because customers were going out of business and those that were able to stay in
business were buying a lot less.”
In addition to providing cold call training,
Wist gets all their reps together every
Thursday morning. They discuss
prospecting successes and failures over
the past week and then pair off and make
a certain number of preset cold calls together. One rep takes the lead position,
the other rep chimes in when appropriate.
At the next Thursday morning meeting the
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reps again review what happened, pair off
again with a different partner and do it all
over again.
“It creates camaraderie, the reps learn
from one another and the prospects are
pleased,” Ian explains. “We have long time
reps, new younger reps and everything in
between, so the cross-learning is one of
the greatest benefits.”
For those who have good results obtaining
new business, and that includes just about
every rep, Wist provides gifts or gift cards
every quarter. Most recently, the gift was
an iPad, plus a year of free service.
The increased sales and financial rewards
that come with it perhaps may still be the
greatest incentive for getting new business,
but recognition surely runs a close second.
This dealer is addressing a problem that
many independents face—a lack of name
recognition. Even though Wist was in business long before the big boxes came to
town, many prospective customers still
have not heard of Wist Office Products.
“We now have a business development
manager, and her job if to give us exposure, so people know who we are when
we make a call,” Ian explains.
“It’s so frustrating, because Staples and
the others get a free pass when they call,
and many buyers assume that they will get
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the best price from the boxes, which
couldn’t be further from the truth.”
“Our business development manager attends networking events, luncheons, and
other business meetings, conducts seminars and supports our salespeople.” It’s a
combination of community involvement,
‘buy local’ and personal contacts with
hundreds of businesspeople”. Although in
operation only a short period of time, it’s
already showing positive results, Ian says.
Preferred Office Products, Dallas, has had a
very similar experience when it comes to
getting new accounts. Name recognition has
been a big problem, because of the merger
of several dealerships into Preferred.
Last year they rebranded the entire company, repainted all their trucks and other vehicles, created a new web site, and redid all
their advertising and promotional material.
“The rebranding effort is beginning to pay
off,” says Preferred’s Andrew Atkinson.
“Our senior reps haven’t looked for new
business as aggressively in the past as they
do now and we’re finding that we get a little
more attention when we make cold calls.”
Preferred has also had success by doing an
all day blitz every Friday, going after new
business. Their reps go out in pairs at 8 A.M.
sharp, and return in the afternoon to recap
continued on page 33
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results. In addition, at the first sales meeting
of every month, everyone’s “sales funnel” is
reviewed—how many customers dropped
out of the bottom and how many new accounts came in the top.
So far this year sales are up 3-4% over the
same period last year. “Not as much as we
would like and not nearly as good as pre-recession, but far better than it would have
been without the extraordinary effort of our
entire sales team,” Andrew concluded.
In Santa Cruz, California, Palace Art & Office
Supply has been taking the team approach
to another level. For the past year, they’ve
been testing several versions.
Palace co-owner Frank Trowbridge explains,
“We wanted to free up our outside account
managers so they will have more time to sell,
develop quotes and follow-up on leads, so
we have an inside person, also called an account manager, teamed up with two outside
account managers. Our goal with this
arrangement is to bring a very high percentage of orders in online, so the inside member of the team is not spending a lot of time
taking orders over the phone and on order
entry, allowing time for that person to sell.”
Other benefits to this arrangement are that
there is always someone in the office to
communicate with customers and that person knows every customer as well as the rep
and has equal status with the outside rep to
make decisions. If either person is promoted
or leaves the company, there’s still one person left who knows the customer well. The
next day’s calls are put together by the outside and the inside rep (the inside rep meets
separately with each outside rep) and they
meet again at the end of the day.
In addition to a base, each team member receives a commission based on reaching the
monthly goals of each two-person team.
Palace is also testing another version where
the sales manager is part of the team.

Staying Close in
the Digital Age
“Leading the salesforce today is not much
different from leading all employees,”
maintains Dave Holmin of Midwest Office
Supply in Springfield, Illinois. ‘We are very
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much aware of the changes taking place
with our customers’ purchasing behavior,
but these changes have been subtle and
we have to remind our people to respond
to each customer in the manner they prefer. The changes here have not been as
great as in some markets, but in our training we make sure everyone is up to date
on the technical changes that are taking
place—ours and our customers’.”

customers, where they need help and how
well they’re working your overall plan.”

“Most of our customers still appreciate the
very good service we provide, yet how
customers measure good service can vary
widely. For example, with so many customers using mobile devices, they expect
an immediate response, not tomorrow or
even later in the day.”

Rick has great praise for sales trainer and
consultant Winnie Ary, who continues to
work with their salesforce. He has also
hired two junior sales reps during the summer, who qualify prospects over the
phone, then turn the leads over to the
sales reps or make personal visits themselves.

Dave concludes, “We have to be careful
that all the technology doesn’t get in the
way of our close personal relationships with
customers and that we take advantage of
the big boxes’ failure in this regard.”
These thoughts are reinforced by Lisa
Keeney McCarthy, Keeney’s Office Plus,
Redmond, Washington. “Because of electronic ordering, our sales staff is not burdened by a lot of the routine, day-to-day
activities, which frees up time for
prospecting and problem-solving. We let
our customers know, in as many ways as
we can, that we are a great resource—
whether it’s using Green products, a furniture or printing project, we want them to
come to us first.”
Lisa calls it “customer training,” taking the
initiative, talking about the customer’s cost
of each purchase order, for example, and
serving it up in a variety of ways—personal
contacts, web site, e-mails and social
media.
“Part of being a good salesperson is the
ability to understand each of the people
you deal with at each customer location.
The buyer may be older but the individuals
who reorder may be younger, and you
need to communicate with each one in a
different manner,” she points out.
Rick Voigt of Today’s Business Products in
Cleveland sums up the sales management
job this way: “To do it right requires a lot
of time—maybe most of your time. You
have to know how each rep works with
INDEPENDENT DEALER

“Reps can waste a lot of time with some
customers who just want to go to the Internet, place an order and have it delivered
the next day. Unless there’s a good reason
to contact these customers, such as an
annual review or a new product launch,
the rep is not only wasting time but also irritating the customer.”

Encourage, Measure
and Reward
The rep’s world has changed because the
dealer’s world has changed, and it continues to change even as you read these
words. The recession touched every level
of the dealer’s operation. Salespeople experienced reduced compensation and a
greater need to get new business wherever it can be found.
But it’s more than the recession. It includes online ordering, communicating
with customers by e-mail and perhaps
most important, responding effectively to
the changed expectations of customers.
Industry consultant Tom Buxton says that
you start by knowing what each of your
reps is doing. You need to look beyond
dollar sales.
“The two most important things that any
dealer/sales manager should be doing are
1) Make sure you have the right people on
your sales team, and 2) Motivate them
positively, through example and through
rewards whenever possible.”
“Encourage, measure and reward,” Tom
concludes.
That sounds like pretty good advice to me.
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Reseller Marketing in the 21st Century

Changing Marketplace Calls for Shift in Strategy
By Laura Gale

Segmentation and Personas

No reseller can survive in today’s business
environment without implementing an effective marketing program—and our industry
needs to move forward quickly to embrace
current marketing trends. Adapting your
marketing strategy to the rapidly changing,
multimedia marketplace with a well-organized plan can be the singular difference
between effectively competing in today’s
marketplace and losing market share.
Following are four marketing concepts that
independent resellers should examine
when making the adjustments that today’s
business environment requires.

Power of the Brand
Do not underestimate the power of your
brand. It goes beyond placing your logo on
a catalog—your brand is your business
identity. It is your face and voice to the
world. Establishing a brand with a consistent message, look and feel in all consumer
touch points—and one that rises above
your competitors’ messages—is imperative in today’s business environment.
Why? Strong brands have deep connections that help you maintain your relationship with your customers. If customers
don’t connect to your brand on an emotional level, it’s easier for them to walk
away when things change—during economic downturns or if you make changes
to your products, price or sales team.
Evaluating the continuity of the messages
your brand is sending is time well spent.
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One of the ways to successfully position
your business for maximum impact is by
taking time to understand who your customers are and what marketing message
is most effective for them. Resellers
should evaluate how effective they’ve
been in focusing their sales message to
current and prospective customers.
Effective segmentation begins by dividing
your customer base by business size and
then further segmenting by end buyer, or
persona. Isolating key end buyers with different size companies helps resellers deliver the right message to the right person
and initiate a meaningful conversation that
opens the door to stronger sales.
For example, the purchasing agent of a
larger company may be more responsive
to value propositions at the offset of a
sales call, whereas the administrative assistant of a smaller company may be more
receptive to the prospect of saving time.
And remember, a conversation is a twoway dialog and not a one-way delivery
from you to your customer.

Integration of the Marketing Mix
To succeed in a market flooded with
choices, information has to be not only relevant to your customers, but be delivered
through mediums capable of permeating
the filters they’re setting. Many resellers
who haven’t adapted their marketing mix
are struggling to remain relevant today, so
it’s imperative to evaluate whether your
own tactics are effectively reaching your
target audience.
The most effective marketing campaigns
include consistent messaging across a variety of inbound and outbound marketing
media, including those that reflect the latest capabilities of our digital age.
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Inbound marketing can include digital
marketing, web site search engine optimization, and social media. Outbound
marketing touch points can include flyers
and catalogs, news releases and special
events, advertising and traditional sales efforts.

Marketing Strategy
Today’s economy requires you to really examine your organization’s marketing strategy. It is a painful reality that acquiring a
new customer can cost five to ten times
more than retaining or growing your current customer business. Is your current
strategy designed to increase loyalty
among existing customers, secure measurable organic growth and win new business?
Three core strategies that are important for
every reseller to take into consideration
when defining their marketing plan are existing customer retention, new customer
acquisition and growth of the customer
accounts they already have.
A well-thought-out strategy will help you
execute strong branding, strategic segmentation and integrated tactics to increase loyalty among your existing
customers, experience organic growth and
win new business.
Putting these four marketing concepts together into a multimedia plan for your
business is a simple, and powerful, way to
generate incremental revenue as well as
generate loyalty, interest and excitement
for your customers and your entire organization.

Laura Gale is the vice pr esident of marketing at
United Stationers Supply, and can be contacted
at gale@ussco.com.
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Looking
Behind the
Curtain on Bids
By Tom Buxton

The stats
We all know that positioning
yourself as a trusted advisor or
consultant to a customer or
prospect can often be the difference between winning and losing
any bid, but once in a while, something comes along that really highlights the true value of consultation.
Let me share a remarkable story from an
AOPD/TriMega member that occurred
this past month.
Anna Sinagra is the sales manager for Office
Express in Detroit, as well as their top “big
game hunter.”
Anna has won or retained many large accounts for
Office Express over the past few years in the midst
of the worst economic climate in the nation, while
maintaining the company’s overall profitability.
She has agreed to allow me to share some details of their
most recent bid which resulted in a new regional account
for Office Express/AOPD. It demonstrates her prowess at
properly managing the bid process, the power of the consultative relationship, and the tactics some competitors will adopt
simply to in order to win business.

n The company putting out the bid purchases slightly more than
$100,000 per year from a number of locations in the Midwest.
n The bid was intended to find savings through buying from one
provider with Office Express being one of the main competitors.
n Nearly 800 items were to be quoted.
n One of the other competitors (and not who you think) submitted
a bid that suggested savings of nearly 40% over current spend
would be attainable within the coming year.

The story
Anna learned from a contact that the competitor with the 40%
plus savings claim was to be awarded the bid because of “significantly better pricing.” She was also told that the rep seemed extremely eager for them to sign a pricing agreement that would
wrap up the process as quickly as possible.
However, because of Anna’s relationship with one of the buyers,
she was allowed to help the company analyze the entire process.
What she found was astounding.
n Pens were listed with a current price of approximately $70 per
dozen and a new price of around $15 per dozen, generating alleged savings of approximately $1,000 per year.
continued on page X
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Behind the Curtain CONTINUED FROM PAGE 35
n Storage boxes were misidentified in
size, usage and sale price, resulting in
more alleged savings to the customer of
$3,800.
n Hewlett-Packard toner cartridges were
directly substituted into private brand alternatives without clear indications other
than a different alphanumeric prefix (Total
alleged savings: at least $5,000).
n Other name brand products were replaced with private label but the customer
did not seem to know that this had occurred.
n Unusual items like laminators were replaced with completely inadequate substitute products that generated additional
alleged savings of nearly $700 on each
one purchased.
n Paper cups were replaced with Styrofoam cups and units of measure were incorrectly calculated, generating another
$600 in alleged savings.
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The customer didn’t have the time or the
expertise to find these issues and had
Anna not been viewed as an honest partner (consultant), these “errors” would have
gone undetected.
Anna’s findings spurred an overall review
of each vendor’s offering and resulted in
the company discovering a few more issues with the competing bid.
The contract the competitor’s rep had tried
so hard to get signed had its own interesting anomalies.
Remember that the original bid was for
around $100,000 in purchases. Anna was
told the competitor’s contract stated that
unless the company spent at least
$100,000 during the next year, prices
would need to be increased.

Conclusion
Anna Sinagra has demonstrated unbelievable fortitude, courage and integrity. She
was a consultant to her customer and Office Express/AOPD was awarded the contract because of what she did.
As we attempt to retain or win new accounts, let’s copy Anna’s example of persistence and integrity and we can’t help
but be successful.

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

Here’s an interesting question: How can
someone save 40% from a $100,000
spend and still purchase $100,000? That
is a mystery which all of us are probably
too uninitiated to understand.
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Are Your Eyes Open to
Social Networking?

By Krista Moore

have on the office products independent’s
business and market share?
How will their customer's buying habits and
purchasing processes change?
How should the dealer’s sales and marketing
strategies change to take advantage of social networking? And what happens if they
don’t?
I went down memory lane, looking at past
experiences, considering the lessons
learned from the affects that technology has
had on our industry.
Advancements in technology create a curve
that we have to follow and consider in the
context of our customers’ buying processes.
It’s critical that we identify how those
processes are changing and determine
how quickly we need to adapt to remain competitive.
Inevitably, this means changing our
sales approach and strategies to
align better with what the customers’
needs and buying processes will be in
the surge of emerging technology.
In the mid-1980s, sales were very low tech
and high relationship. I worked for a small
independent and sold $3 million a year in
office products over the telephone.

Social networking is hitting our industry fast and furious. Perhaps many of
you, like me, considered it a fad for younger
kids: more “social diversion” and unlikely to
drive behavior in the professional business
environment. Boy, were we wrong.
Now it’s time to put on our seatbelts, recognize what's happening around us and clearly
understand what impact social networking
will have on our customers’ buying process
and your business growth.
Because of all the hype about social media,
we’ve taken a closer look into what it's all
about, so we can better help our own dealer
customers plan for any impact on their business. We began to study, discover and ask
the following questions:
What effect is social networking going to
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My territory was any federal government
agency within the United States and you
could reach a buyer by “dialing for dollars.”
There was no voice mail, no computers or
fax machines or Internet. It was all about
having friendly, trusting relationships.
The Federal Acquisition Regulations required
that the buyers get three competitive prices
before they could award a purchase order: I
gave the buyer three prices and they took
the lowest.
I received the order over the phone and
eventually got a hardcopy in the mail—remember, no fax. We had 30 days to deliver. I
know I'm dating myself but …those where
the good old days.
Then, in the early ’90s, the sales process
evolved into business lunches and visiting
prospects and clients face-to-face.
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I moved to Washington, DC, to open up an
office to give customers more personal attention.
This time, the sales process and conversations were very different: we accompanied
our sales calls with catalogs and print collateral.
Because of advances in distribution technology, customers expected three-day delivery.
We adapted and bought a fax machine so
we could receive our orders faster. I remember that after I got a security clearance with
the CIA, that fax machine just kept on running.
There was a need for speed and we captured the business. In the ’90s, the buyers’
wants, needs, processes and expectations
changed and we needed to adapt. But the
strength of building relationships still prevailed. Customers bought from people
whom they liked and trusted.
In the new millennium, the Web became a
central communication tool for sales. E-mail,
sending a document electronically and online ordering became the trend.
Office products independents kicked and
screamed and resisted this because they
found it hard to believe that technology
could replace the time-tested relationship
between the buyer and customer service.
Those who were slow to respond found
themselves behind the eight ball as the big
boxes began dominating Internet ordering
with their glamorous features and benefits.
Many office products independent had to
play catch-up and lost business along the
way.
The buying process changed, as did the
needs of our customers. We had to re-learn
how to sell and market to our customers
while maintaining those great personal relationships.
Successful independents figured out how to
continue to play from a position of strength
in relationship building by combining personal touch, Internet ordering and personalized, targeted marketing.
continued on page 38
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In terms of change, the recent surge of social
networking is no different. Technology advancements continually raise the question,
“How do we continue to stay close to our
customers and build relationships with our
prospects when there are so many technologies standing between us?”
Today, many of us are still at the stage of just
trying to understand what social networking
is exactly, and haven’t really given too much
thought to the impact it might have on our
business. But one thing’s for sure: It’s here,
it’s not going away and it cannot be ignored.
Think about all the technology changes of
the past 20 or 30 years and the way they
changed your business. Then fast-forward to
what’s happening today. History does indeed
repeat itself.
We need to open our eyes and not brush social media mania under the rug.
I had a conversation with one of my clients
just last week about incorporating social networking into his business plan for next year
and aligning some responsibilities to his
sales reps.
From the way he looked at me, you would've
thought I had three eyes! He said, “I can’t
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even get my sales reps to go out and make
prospecting calls, let alone add this to what
I want them to do.” And my response was,
“How many prospects do you think your
reps can touch through social media in 30
minutes?”

seeking you, rather than you seeking them.

After further conversations and coaching
sessions, we agreed that his company definitely needed to have a social networking
strategy. The marketing department owns
the responsibility of executing it but the sales
reps share this responsibility.

Let’s learn from the past: Your sales
processes should include relationship building through staying connected via social
media with high touch, high value messaging
and branding. It’s cheap, it’s pervasive and
it’s a proven way to connect.

I've always considered marketing to be the
message carrier and sales the owner of the
relationship. Social networking is all about
building relationships, not just sending messages.

Relationships still matter. In fact, relationships will matter more than ever and customers will continue to buy from those they
like and trust. The world of social media offers us yet one more way to cultivate that
trust. Start strategizing today about how to
capitalize on social media.

If you believe that you need to have a company Facebook page, a profile on LinkedIn
and a Twitter account because everybody
else does, then you don't have a strategic
approach to leveraging social networking
and you won’t reap the benefits of this interactive revolution.
As technology changes, your customers’
buying processes will change with it. More
and more prospects and customers will be
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Are you “out there” on the new social media
space? Can they find you? Begin to get connected and stay connected with the right
message and brand that you want others
talking (and tweeting) about.

Krista Moore is president of K Coaching, LLC, an executive coaching and consulting pr actice that has
helped literally hundreds of independent dealers
maximize their full potential through enhancing
their sales strategies, sales training and leadership
development. For mor e infor mation, visit the K
Coaching web site at www.kcoaching.com.

PAGE 38

THE LAST WORD

Why I Am Not
Hiring

The following column was originally
published in The Wall Street Journal last
month and is reprinted by permission of its
author.

With unemployment just under 10% and
companies sitting on their cash, you would
think that sooner or later job growth would
take off. I think it's going to be later—much
later. Here's why.
Meet Sally (not her real name; details
changed to preserve privacy). Sally is a terrific employee, and she happens to be the
median person in terms of base pay among
the 83 people at my little company in New
Jersey, where we provide audio systems for
use in educational, commercial and industrial settings. She's been with us for over 15
years. She's a high school graduate with
some specialized training. She makes
$59,000 a year—on paper. In reality, she
makes only $44,000 a year because $15,000
is taken from her thanks to various deductions and taxes, all of which form the steep,
sad slope between gross and net pay.
Before that money hits her bank, it is reduced by the $2,376 she pays as her share
of the medical and dental insurance that my
company provides. And then the government takes its due. She pays $126 for state
unemployment insurance, $149 for disability
insurance and $856 for Medicare. That's the
small stuff. New Jersey takes $1,893 in income taxes. The federal government gets
$3,661 for Social Security and another
$6,250 for income tax withholding. The
roughly $13,000 taken from her by various
government entities means that some 22%
of her gross pay goes to Washington or Trenton. She's lucky she doesn't live in New York
City, where the toll would be even higher.
Employing Sally costs plenty too. My company has to write checks for $74,000 so
SEPTEMBER 2010

Michael P. Fleischer
President
Bogen Communications Inc.
Ramsey, NJ
Sally can receive her nominal $59,000 in
base pay. Health insurance is a big, added
cost: While Sally pays nearly $2,400 for coverage, my company pays the rest—$9,561
for employee/spouse medical and dental.
We also provide company-paid life and other
insurance premiums amounting to $153. Altogether, company-paid benefits add $9,714
to the cost of employing Sally.
Then the federal and state governments
want a little something extra. They take $56
for federal unemployment coverage, $149
for disability insurance, $300 for workers'
comp and $505 for state unemployment insurance. Finally, the feds make me pay $856
for Sally's Medicare and $3,661 for her Social Security.
When you add it all up, it costs $74,000 to
put $44,000 in Sally's pocket and to give her
$12,000 in benefits. Bottom line: Governments impose a 33% surtax on Sally's job
each year.
Because my company has been conscripted
by the government and forced to serve as a
tax collector, we have lost control of a big
chunk of our cost structure. Tax increases,
whether cloaked as changes in unemployment or disability insurance, Medicare increases or in any other form can dramatically
alter our financial situation. With government
spending and deficits growing as fast as they
have been, you know that more tax increases are coming—for my company, and
even for Sally too.
Companies have also been pressed into
serving as providers of health insurance. In
a saner world, health insurance would be
something that individuals buy for themINDEPENDENT DEALER

selves and their families, just as they do with
auto insurance. Now, adding to the insanity,
there is ObamaCare.
Every year, we negotiate a renewal to our
health coverage. This year, our provider demanded a 28% increase in premiums—for a
lesser plan. This is in part a tax increase that
the federal government has co-opted insurance providers to collect. We had never
faced an increase anywhere near this large;
in each of the last two years, the increase
was under 10%.
To offset tax increases and steepening rises
in health-insurance premiums, my company
needs sustainably higher profits and sales—
something unlikely in this "summer of recovery." We can't pass the additional costs onto
our customers, because the market is too
tight and we'd lose sales. Only governments
can raise prices repeatedly and pretend
there will be no consequences.
And even if the economic outlook were more
encouraging, increasing revenues is always
uncertain and expensive. As much as I might
want to hire new salespeople, engineers and
marketing staff in an effort to grow, I would
be increasing my company's vulnerability to
government decisions to raise taxes, to policies that make health insurance more expensive, and to the difficulties of this economic
environment.
A life in business is filled with uncertainties,
but I can be quite sure that every time I hire
someone my obligations to the government
go up. From where I sit, the government's
message is unmistakable: Creating a new
job carries a punishing price.
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